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THE NATIONAL NEWSPAPER OF MARKETING 


After 21 Years... | 
: | 


Philco Withdraws | 


TV Networks May Lose 
Owned Outlets: Hansen 


Consumer Account 


From Hutchins 


Successor May Already — 
Be Appointed; Will Take 
Over Account on Jan. 1 


PHILADELPHIA, Sept. 14—In what | 
looks like the start of a complete 
overhaul of advertising and pro- 
motion, Philco Corp. has moved 
its consumer products account out 
of the hands of Hutchins Advertis- 
ing. 

It was the end of a 21-year re- 
lationship in the consumer field. | 
However, Hutchins will continue | 
to handle all of Philco’s Canadian | 
business and its industrial and | 
trade advertising, including the | 
electronics company’s service divi- | 
sion advertising and promotion 
and its telephone directory ads. 

Philco’s transfer of the consum- 
e&—arcount came as a rather im- 
pressive surprise, especially since 
the company may already have 
chosen the successor, who will take 
over on Jan. 1. There was no word 
from Philco on who the new agen- 
cy will be, but trade reports men- 
tioned Ruthrauff & Ryan and Bat- 
ten, Barton, Durstine & Osborn. 

Philco executives declined to be | 
specific about the coming agency | 
shift, but AA learned that Max) 
Enelow, new advertising manager | 
of the company, has been in New | 
York all week either conferring | 


' 


PLEASANT COMPANY—Touring the exhibition booths at the New York 
Premium Show at the Hotel Sheraton-Astor Sept. 11-14 are Gordon 
Bowen, president of the Premium Advertising Assn. of America, 


and Trevor H. White, president 


Chicago. Lending charming assistance in examining the wares of 

the some 375 exhibitors is Lorraine Rogers of ABC-TV’s “Mas- 

querade Party,” who was named “Miss Something Extra” at the 
show. 


Anti-Trust Chief Issues 
Warning in Testimony 
Before Celler Committee 


New York, Sept. 14—The spec- 
|tre of the possible loss of their 
owned stations was paraded be- 


mittee hearings here today. 

| Broadcasters in attendance at 
|the session heard the new head of 
|the anti-trust division of the De- 


S.C. Johnson Tests 
‘Glade, ‘New Concept 


in Air Fresheners’ 


(Douglas L. Smith, advertising 
|manager of S. C. Johnson & Son, 
| will succeed Stuart D. Watson as 
advertising and merchandising di- 
| rector. Picture on Page 8). 

Racine, Sept. 12—“A new con- 
cept in air fresheners” is the des- 


of the Premium Industry Club, 


Optimism High af Premium Ad Show; cription S. C. Johnson : Son has 


$1.75 Billion Sales Predicted for ‘56 


New York, Sept. 13—Optimism 
characterized the membership of 
the Premium Advertising Assn. of 
America at the conclusion of the 
four-day session of the New York 
Premium Show Thursday at the 
Hotel Sheraton-Astor. And there 
was reason for jubilation. 


Trade sources estimate that 


given to Glade, an aerosol-pack- 
aged product that it is testing in 


| 


northeastern part of the U.S. 
Advertising of the new fresh- 
ener will start about the middle of 


said the premium outlook is im- 
measurably improved. 


fore tv network executives dur-| 
|ing the House anti-trust subcom- | 


upper New York State and in the} 


“More and more supermarkets 
are exploring the use of promotion 
premiums as a supplement because 
so many of their competitors are 
now using trading stamps that ad- 
ditional inducements must be 
found,” he said. 

This year’s show indicated a 


October, and both newspapers and | 


tv will be used. Glade will be 
priced competitively with other air 
freshening products. 

Unlike the two types of air 
fresheners on the market now, 


Glade “literally kills the smell,” | 


with the new agency or completing premium sales during 1956 will 
the selection of one. 'exceed $1.75 billions, some $250,- 

. /000,000 more than last year and 
® Simultaneously, reports in the! double sales in 1950. 


- ‘ , ; (Continued on Page 115) 
growing inttrest in premiums. In 


|partment of Justice say that the 
|department may ask for a court 
‘order requiring the separation of 
|tv networks and network-owned 
stations and a divorcement of the 
networks and their production fa- 
icilities if these conditions are 
|found to involve violations of the 
|anti-trust laws. 

Assistant Attorney General Vic- 
‘tor R. Hansen said this form of 
relief would be sought if neces- 
sary in answer to a question from 
Herbert N. Maletz, chief counsel 
for the committee. He said the de- 
|partment had “never hesitated” to 
seek divestiture if that were the 
only relief. 


|@ Mr. Hansen's statement to the 
preemscatie a which is headed by 
Emanuel Celler (D., N.Y.), indi- 
‘cated the course the department is 
following in a sweeping investiga- 
|tion of the tv industry. He said 
that the group’s study on the 
| Westinghouse-NBC station swap 
|W&as expected to be completed by 
the end of the year. 
The over-all investigation into 
option time and “must buy” re- 
| strictions, alleged talent-time tie- 
,ins and other network practices 
|probably will take a couple of 
|years to complete, he indicated. 
Rep. Celler suggested ihat a 
quicker way of correcting the sit- 
uation, if such corrections were 
|found to be necessary, might be to 
|modify the rules—with the coop- 
leration of the networks—to give 
|the FCC sufficient power “to solve 


| (Continued on Page 118) 


addition to the largest attendance 


market indicated that Philco plans | 
to continue expanding its consum- 
er products operation by purchas- 

(Continued on Page 119) 


Despite the increasing use of 
trading stamps among supermar- 
kets, Gordon C. Bowen, association 
president, and sponsor of the show, 


Weaver Will Stay in 


TV; ‘Dopes Out’ Vehicle 22232% fete 2% 


NBC Ex-Chairman Seeks 
‘Important’ Service for 
Admen, Stations, Public 


By Maurine Christopher 

New York, Sept. 14—“I’ll have 
an announcement to make one of 
these days about what I’m going 
to do next in the advertising busi- 
ness. I don’t expect to fade away,” 
Sylvester L. (Pat) Weaver Jr. said 
this week when ADVERTISING AGE 
called to check on his future plans. 

The 47-year-old executive, who 
resigned abruptly as board chair- 
man of National Broadcasting Co. | 
last week, said he has had several | 
job offers from agencies. He added | 
that he is not really considering | 
anything specific yet. 

For the time being, Mr. Weaver 
reported, he is looking over var- 
ious projects he has had on hand a 
long time. Some of these he was) 
unable to get into while he was at} 


ing for the “wonderful medium” of 
television. 

“I will try to dope out a way to 
be back in the business by coming 
up with something that is impor- 
tant to advertisers, makes sense 
for stations and performs a service 
for the public,” Mr. Weaver said. 


s Mr. Weaver, who was a Young & 
Rubicam vp and American Tobac- 
co’s ad manager before he joined 
the media ranks at NBC seven 
years ago, was asked which field 
he expects to choose for his reap- 
pearance in the television indus- 


try. “Most likely the media field, 


since that’s where my working 
knowledge can be put to best use,” 
he answered. 

In answer to another question, 
Mr. Weaver said this did not nec- 
essarily limit him to a choice of 
CBS-TV or ABC-TV or a station 
operation. He pointed out that 
many other types of companies— 


ever recorded, in excess of $.500 | t T + L d t Shift f 
people, there were more exhibitors. orpora e ension e 0 0 


| Some 360 firms exhibited over 1,- | 


game Lee Hat Account to Anderson & Cairns 


s Mr. Bowen said the public is’ 
becoming more premium conscious 
because of the increased advertis- 
ing and promotion efforts of trad- 
ing stamp operators who have 
|\made people not only trading 


Litigation-Ridden Hat 
Maker Retained Total of 
4 Agencies in ‘55, ‘56 


New York, Sept. 13—How does 
various kinds.” jan agency lose an account six 
Indicating the trend toward bet- | months after getting it? 
ter premiums, Mr. Bowen said,| This question, not a new one for 
“It’s no longer enough to get a Madison Ave., raised its head this 
(Continued on Page 115) | week with the announcement that 


Last Minute News Flashes 


‘Doherty, Clifford Gets New Lipton Product 

New York, Sept. 14—Thomas J. Lipton Inc. has appointed Doherty, 
Clifford, Steers & Shenfield to handle advertising for a major new 
product in the grocery field. The product is now in the developmental 
stage. 


Judges Heads Eastern Canada Newspaper Group 

MOonrTREAL, Sept. 14—Ronald A. Judges, assistant advertising director 
of the Montreal Star, today was elected president of the Newspaper 
Advertising Managers’ Assn. of Eastern Canada. Bruce J. Parsons, ad 
manager of the Daily Times and Transcript, Moncton, N.B., and Ed 
| Mannion, ad director of the Thomson Newspapers, Toronto, were 
| elected Ist and 2nd vp respectively. 


Ethyl Corp. Seeks Replacement for BBDO 


New York, Sept. 14—Ethyl Corp. is screening 17 agencies, looking 
'for a replacement for Batten, Barton, Durstine & Osborn, which han- 


NBC “because of a conflict of in- film syndicators and talent agen-  dles its anti-knock compound. Ethyl expects to name the new agency 


teres 
new chefs d’oeuvres he is concoct- | 


(Continued on Page 115) 


t.” He did not reveal what Cies, for example—are very much about Oct. 1. The appointment will be effective Jan. 1. 


(Additional News Flashes on Page 119) 


the Frank H. Lee Co. had moved 
its account from Ruthrauff & Ryan 
to Anderson & Cairns (AA, Sept. 
10). 

The 90-year-old Danbury, Conn., 
company is one of the leading hat 
makers in the country. It makes 
and distributes the Lee and Disney 
lines. 


= Lee appointed R&R to succeed 
E. A. Korchnoy Ltd. last spring, 
just about a year after Korchnoy 
was named to replace Grey Ad- 
vertising Agency. E. A. Korchnoy 
was formerly advertising and sales 
manager of Lee and was given the 
account when he set up his own 
agency in New York. 

The reason for this game of mu- 
sical chairs with agencies seems to 
lie in the tangled financial affairs 
of Lee. For the past few years the 
company reportedly has been the 
scene of near-fratricidal warfare, 
with the turmoil reminiscent of a 
Eugene O'Neill play. 


# Four members of the Lee family 
—three brothers and a sister— 
have been fighting it out for con- 
trol of the company. Conducted 
largely behind the scenes, the 
struggle broke out into the open 
last year with the filing of a law- 
suit. This was followed by a 
(Continued on Page 8) 
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2 Premium-Price 
Margarines Hit 
N.Y. Butter Eaters 


New Kraft DeLuxe Will 
Follow Lever Imperial 
Spread There by a Week 


New York, Sept. 13—With this 
city constituting one of the few 
markets in the country where but- 
ter still outsells margarine, New 
Yorkers will bear the brunt of 


another margarine marathon as | 


two manufacturers introduce their 
premium-priced products to the 
area. 

One company, Lever Bros., broke 
1,500-line introductory ads today 
for “Imperial, the only margarine 
with real natural taste.” Next 
week, Kraft Foods will launch 
Kraft De Luxe, its entry in the 
premium-priced margarine derby, 
with a 1¢ sale. 

Imperial, introduced more than 
a year ago, moved into an expan- 
sion program early this year. With 
the New York entry, distribution 
will be completed in northeastern 
and central U.S. Selling at about 


10¢ more than regular margarines, | 


Imperial will be backed by a ma- 
jor advertising and merchandising 
program, including advertising in 


about a score of metropolitan area | 


newspapers, plus television spots. 


= The metropolitan area will re- 
ceive “full coverage” in a coupon- 
ing drive next week, offering three 
dated 10¢-off coupons, the last of 
which must be used by Nov. 15. 
Local Sunday supplements may be 
used later. 

Total budget for the introduc- 
tory drive: will be in the high six 
figures and, according to Hugh 


Tibbetts, group product manager, 
it will be the “heaviest introduc- | 


tory program ever placed behind 
a margarine in any market.” Foote, 
Cone & Belding, New York, is the 
Imperial agency. 

The entry of Kraft Deluxe, in a 
red foil package, is unusual in that 
the Chicago food processor is in- 
troducing the product by bringing 


(Continued on Page 6) 


Finns Will See TV in Fall 
Finland, for the first time, will 
have regular telecasts this fall. 
Finland is one of the few countries 
in Europe without officially spon- 
sored television operations. Fin- 
nish Radio Co. has announced it 
expects to set up a transmitter in 


Helsinki and telecast six hours a | 


week as the first step. Four tv 
transmitters and a relay station 


are expected to be put into op-| 


eration by 1960. Further expansion 
plans after 1960 call for a total 
of 15 transmitters with coverage. of 
about 80% of the total Finnish 
population. 


VERNON S. MULLEN JR., who resigned 
as ad manager of Miller Brewing 
Co. July 15 (AA, July 16), has 
joined Leo Burnett Co., Chicago, 
as an account exec on the Pabst 
Brewing Co. account. 


m|Co. Hartford, a subsidiary of| mer president, moved up to chair-| tiful. 
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ALL AUTOMATICS MED ey 
L ___A PRODUCT BY EE) _ 

WASHING, COOKING & SEWING—These are the prize- 
winners submitted by high school students in 


What’s New in Home Economics’ contest. “All 
Washables Need All” is the brain child of Mary 


Evansville, Minn., has a “man in mind” with her 
ad for a Magic Chef, and Betty Lou Schuette, La- 
tonia, Ky., is responsible for “Sew Your Way 
Around the World.” (For other prize-winning ads in 


Jean Beerwinkle, Moody, Tex.; Jeanne Eidem, this contest see Page 90.) 
‘Esquire’s’ New Why Did Gourfain Fold Mainline? ... 
International Edition 


Adman’s Flyer in Distribution Ends 
in Bankruptcy, Despite Booming Sale 


By Jack Lane year experiment in distribution 
Cuicaco, Sept. 11—The bank-| merchandising by agency man A. 
ruptcy sign fluttered over Main- | S. Gourfain Jr., president of Gour- 
line Distributors here last week. fain-Cobb & Associates. 
And when the padlock snapped Just why a flourishing business, 


shut, it signaled the end of a five-| which showed a profit at its Jan- 
uary, 1956, audit and often has de- 


scribed itself as a “top distribu- 
tor,” should get into such straits 


Felt & Tarrant Will tor,” : 
i hee six months that, for example, it 
Name Henri, Hurst or recently found itself without suf- 
| ficient funds to satisfy its credit- 

rti Ayer for All of Its Ads 

reach Esquire’s  out-of-country 


ors, is still a mystery. 
This much is known: Before the 
readers. _ Cuicaco, Sept. 12—As a part of | situation reached a critical point, 
The international plan will|its reorganization program, Felt &| Mr. Gourfain indicated his intent 
debut with the February, 1957, is- | Tarrant Mfg. Co., maker of Comp- to liquidate Mainline, declaring 
‘sue. The b&w page rate will be |tometers and other office machines, | that it was no longer a profitable 
$950 for a circulation base of 40,-| Will consolidate its advertising in a | enterprise. When the time came to 
000. Actually, Esquire says it) single agency by Oct. 15. 'dissolve the business, he says, an 
will deliver a circulation of 63,000,; The company’s present agencies | audit showed Mainline solvent. 
| scattered over 38 countries. are N. W. Ayer & Son, which han-| As liquidation proceedings got 
| All the American ads will re-|dles calculating and adding ma- under way late in July, however, 
‘main in the book. An Esquire|chines, and Henri, Hurst & Mc-| unexplained physical inventory 
spokesman told AA that it was|Donald, which handles dictation | josses began to show up, and the 
decided to publish an international machines. | shortage is now estimated at about 
|edition with the domestic ads in-| Felt & Tarrant’s commissionable | $180,000. (Mainline is capitalized 
‘tact because research carried out | advertising this year will hit about at $150,000.) 
|overseas showed there is “a great | $236,000, which is split evenly be- 


‘hunger for American advertising.” | tween the two agencies. Ayer has) 
| ibeen one of the agencies since 1931. 


|@ The new plan follows Esquire’s | rnp Hurst picked up its share of 
t ; \t e account earlier this year (AA, 
unsuccessful attempt to publish at ane 11) when Tim Morrow, who 


| British edition. In the spring of | Sunihiaity teended leis 
1954, Esquire bigwigs flew to Lon- siesta a Henri Sead-at & we , 


don and unveiled the new edition, The M : f 

which was designed to circulate in | hs 4 mated agency previously had 

European and Sterling area coun-| a is business. 

tries. 

The edition retained the main|® Richard Drake, Felt & Tarrant’s 

‘editorial section of the American | advertising manager, told ApvER- 

book, but the specialized de-|TISING AGE that the account defi- 

partments—travel, entertainment, | Mitely will go to one of the com- 

|fashion—were contributed by | Pany’s current agencies. 

British writers. Advertising was diner ep iny is not large) 

solicited only from British and| enough to wa'rant two agencies,” i 

European companies. |Mr. Drake said. “We feel that we Multiple-Page Ads 
ean get bette: service and better’ Stress Versatility 


At its inception, the British edi- eer 
tion was guaranteeing a circula-|continuity wii one agency.” He) 
ompany’s board of of Philip Carey Co. 
Crncrinnatl1, Sept. 12—The Philip 


Starts in February 


New York, Sept. 12—Esquire is 
|/now going to publish an interna- 
tional edition by the simple ex- 
| pedient of inserting an advertising 
section into the regular domestic 
edition of the magazine. From the 
advertiser’s standpoint, this repre- 
'sents a new approach to interna- 
‘tional publishing. 

| Under the new scheme, Esquire 
will merely sell its out-of-country 
circulation to international adver- 
|tisers. The copies going overseas 
|eonsist of the complete domestic 
edition, plus an all-advertising sec- 
|tion for advertisers who want to 


® The story of Mainline’s failure 
is a web of confusing and some- 
times paradoxical statements not 
necessarily incongruous in the 
mercurial home appliance business. 
It consists, basically, of two parts. 
One is Mr. Gourfain’s decision to 
withdraw from the distribution 
business. The second is the per- 
plexing inventory shortage that 
forced the company into bank- 
ruptcy. 

Ed Gourfain, who brought Mo- 
torola into full bloom in the major 

(Continued on Page 50) 


tion of 75,000, with a $670 b&w | added that th: 
page rate. It did not catch on, and |directors wil! make its selection 
was abandoned last July. |some time b«'ore the middle of! 


| October. Carey Co. is devoting more than 
| The comp:.y experienced a _ haif of its advertising budget this 
Colt's Appoints Three shakeup of its management team year to two multiple-page splashes 


Colt’s Patent Fire Arms Mfg. earlier this year. R. J. Koch, for-| in Business Week and House Beau- 
|Penn-Texas Corp., has appointed | man of the board. Albin E. Carlson! In the Sept. 8 issue of Business 
Lawrence R. Knauer director of|and James C. Clerkin came into| Week, the company ran 13 consec- 
development and plans and Thom-| the company as president and as-|utive pages. In addition to pro- 
as J. Turner director of customer | sistant to the president respective-| moting its Alltemp pipe and block 
relations. Mr. Knauer formerly | ly. insulation, Fire-Chex asbestos- 
was general manager of MacGreg-| Leslie T. Carr, former divisional} plastic roofing and Miami Carey 
or Co.; Mr. Turner previously was | sales manager for dictation ma-/| bathroom equipment, the b&w ads 
assistant to Colt’s general sales|chines, is the new general sales|emphasize the strong position of 
manager. Gregory J. Azarian has|manager. The two new product/ the company in the asbestos, mag- 
|been mamed sales manager of sales managers are Carl Lomatch,| nesia and asphalt fields. 

Manufactured Products Corp.,| calculating equipment, and Leslie! Carey will also run a five-page 
| formerly Colt’s plastic division | Langille, dictation equipment—_| bleed color ad in the October issue 
,and now also 
| Penn-Texas, | 


affiliated with|both veteran executives of the of House Beautiful. The ads will 
(Continued on Page 121) | 


(Continued on Page 117) 


Youngsters Are 
‘Admen-for-Day’; 
Copy Runs Free 


6 Student ‘Copywriters’ 
Win Contest by ‘What's 
New in Home Economics’ 


CuHIcaGo, Sept. 12—Six home 
economic students—three in high 
school, three in college—are the 
richer by $100 each as a result of 
an ad writing contest held by 
What’s New in Home Economics. 

The six winning ads will be 
printed—for free in page size— 
as they were submitted in the 
October issue of the magazine. Ad- 
vertisers who got this bonus from 
the girls are Bell Portabie Sewing 
Machine Corp., Hoover Co., Oneida 
Ltd. Silversmiths, John Oster Mfg. 
Co., Magic Chef and Monsanto 
Chemical Co. 
| The contest, held to encourage 
|product—and advertising—study, 
| started with the magazine’s house- 
hold equipment issue in April. 
Contestants were limited to home 
economics students and 4-H Club 
members. 
| Contest rules were simple. Stu- 
dents were invited to prepare an ad 
for a product from a list of the 
magazine’s advertisers. These were 
in three categories—major ap- 
pliances, electrical housewares and 
a miscellaneous group consisting of 
silver, household tools, supplies 
and the like. The students could 
enter an ad in each classification, 
but only one in any category. 


| 


® Several hundred entries were 
received, the magazine reported. 
Judge of the contest was Thomas 
L. Greer, formerly a vp of Biow- 
Beirn-Toigo, now a New York ad 
copy consultant. 

In addition to the cash prize, 

each winner also receives a mer- 
chandise prize from the advertiser 
she “represented,” and her teacher 
|is being awarded $100 by the mag- 
azine. 

As a secondary phase of the con- 
test, home economics teachers will 
be asked to vote on the best of the 

'six ads appearing in the October 
issue. The top winner will be run 
|again in the magazine next April, 
‘and What’s New will award an ad- 
ditional $150 to the student and to 


her teacher. 
} 


‘Spectacular’ Ad 
Push Is Started by 


| . = . 
St. Louis Utility 

Sr. Louis, Sept. 11—The Union 
Electric Co. has kicked off a “spec- 
tacular” advertising campaign in 
this market. Newspapers, television 
and outdoor have been selected as 
| media. 

The initial ad in Union’s new 
drive was a three-page insertion 
‘in the St. Louis Post-Dispatch for 
laundry equipment. The first page, 
of the ad was in fuil color and 
'featured a half-page photo of a 
housewife in her “world of tomor- 
row” laundry plus four smaller 
|pictures of individual sections of 
the modern home laundry. 
| The other two pages of the ad 
were b&w and featured picture 
displays of in-use scenes and close- 
|ups of a full line of electric home 
|laundry appliances. 


/@ Similar three-page “spectacu- 
lars” will run once monthly in 
the Post-Dispatch and the Globe- 
Democrat. One is planned for a 
fall electric kitchen promotion, 
with others to follow on such sub- 
jects as home lighting and electric 
Christmas gifts. 

Continuity will be maintained by 


| (Continued on Page 116) 


5. ae a ae GF a a La * i. « *. ¥ a7 a ee jas %, ¥ hee 4 e’) * bet ae Vit abe eee ee B a2 ti ot ee _ ‘'Z oot eT, cg _ a < a oF er ee ao ot “aoe: (ote ee — << 
Se nae he. Gere jase Ne Ob) ae eee Smet eee » ae hy 2 ge Ome anaan) Peat cae Sa hg hearers Ly ae SaaS ee EY pint acua xe a an 
ey aig on ee 5 ee Ee aS 
ul ~ oh ee ; a - ? 
Se rh . : 
se iar eet) x 
ae 

<i oe 
pee ees of 
oes Pa ee “ 

ee 2 ee 
Me at aaa a 

a 
ames ; 
ca Po ee F 
zal: Fan, es 
lee 
ae 
es 
ae 
A on aa 
“i ees me t 
cdrom 
pe eke ; 
Lae : 
ie 6 a . 
hn 
oie 
7 ees 
= Ea 
ae 
me Pree as 
Pe MS + 
sa 
i bea 
Shae 
“OAs eng 
a 

“Tee 
ya 

i 

Pot ee) 

tt oie 
ee: ane 2 
OP jaa 
7 eee 
Se es att 
Rae ri 2g. 
es 

ees. 
eae! 4 . 
cen 
is: cane 
one 
ai esi So! 5 

eae . 
Rees 

aoe 
“oe 
tae Z 
py es 

ea ap 
ae Se 
ea be 
ne eae 
. ec eae 
ie eae 7 
ae 
pes a 
a ee 
Er ae 
pigs ae 
rhe hee S 
fee 

teh ee 
Vee UP ee 
3 ee 
" hig So ew 
‘ieee é 
ah ee a 

eke eae 
1 ee 
1 a 
1, laa 
ies ee 
i ane 
to An el 
ba a “a 
i 
dee 
dof sues 
Pcl 
ieee se! 

A 
\ aa : 
J ee ; 
1 ae 

RES ae 
fee 
cA wera 
Ad ae 
lv Ey ee 
Ee 7 
pie 
4s 
AG 
i oe ‘ 
OES s. ; 
io + 4 
ig 
seas os Loe 
Mee 
Ye ; 
jar 3".* 
Le 
Pe i: 
Vacs 
weer 
eam 
ie, e. 
es, ae 
4 » Age 
eta 
Beet’ 

poy pga 

See, 
eee, 
Hews hes 

pA, ee 
dae 

‘one 
a 
ee 
Fetakess 
sie 
roca, 
ae 

a 
ae 

ie a 

‘a 

Lhe 
hae 

pee | 
eaten 
ie 
ee 
Pee 

a ae 
a 
as 
fo eee 2 
hoe ER SE ies, Se es alta peek ee 

Pee Ge 4 ed a Oe meee 
Pe as aig Eve o> es pe EY ea 
a ee A Br age” Mic liek AEN 
as KS Wee 4 ee » wy a a Bad 
a sei Oi nee 2 . 
a Bape ee bes 
e O30": Pile st eee a 
porns fetish, Mae LE en 
.s ~ Dg Ege ae: i r. 
We es hy Sanwa aad Bee eae sx? — 
pg iota" tS Sas Sh 6 Bea Nar ae 

Pig ci Fert hoy sy es te ae 
pt ee Bel pe ge ee a 
ae =e 58 a Re tact. ae x Ae 

eos fyi oe ent se nS. oi . 

i, ee i oie” oe sch = Se ey oe 
hee Fy ee Be? ee 
| a es Le. OR Uae go 8 
Backs eat adage eae a +. “See <f 
Aah, Ee a eee 
ae Hed eas REE Ora ES - 
ee aE WS eae Be 
Ri? Reese ee ti 
i ae Lt pee dela’ os Da mer Fae 
Brune: eis Ra Se SN ; i » : 
els 
Be 
on 3 
“= 
oS 
ie ce 
ee ee 
e 
4 i 
Pee 
oe ag 


Advertising Age, September 17, 1956 


oe ae a a a ee PIELS BEER CONTEST OFFICIAL ENTRY BLANK Ge Bee eee eee 


ALL YOU DO is say how you 


think Bert would answer Harry. 
Print your answer in 25 words or less. It's as simple as that! 


Mail your entry to 
BERT AND HARRY PIEL 
TREASURE ISLAND CONTEST 


Your neme_____._ 


Box 45A, Mount Vernon 10, New York City 


8, 1956; fourth and final contest closes October 15, 
for any of the four contests. 


SEND YOUR ENTRY OFF TODAY! YOU MAY WIN A TROPICAL ISLAND! 
First contest closes September 24, 1956; second contest closes October 1, 1956; third contest closes October 


1956. Entries must be received by these dates to qualify 


senesl 


( seecmeeeeeeseese 


Gag in Your Beer... 


Piel Bros. Offers 
Island as Prize 
in Treasure Hunt 


New York, Sept. 11—Bert and 
Harry Piel, the zany cartoon char- 
acters created by Young & Rubi- 
cam to sell Piel’s beer, today broke 
a Zany treasure island contest, with 
prizes galore. Top prize is “one of 
the most attractive parts of the 
British Empire.” 

Spreads and pages in New York 
dailies urged: “Win Bert and 
Harry Piel’s tropical island.” 

It develops that the grand prize 


in the Piel Bros. contest is a six-| 


acre island in the Bahamas. 
Located 125 miles northeast of 
Nassau and two miles from Hope- 
town, it is described as a “paradise 
covered ‘with a lush growth of 
tropical trees, fruits and flowers.” 

Henry J. Muessen, president of 
the New York brewery, announced 
that if the winner decides not to 
accept the island, “an alternate 


$10,000). The next three prizes 
will be 1957 Hillman Minx con- 
| vertibles. Then come four custom- 
_ designed Capitol kitchens, four 
New Year’s Eve trips to Paris 
(each for a couple), eight DuMont 
color television sets and eight Du- 
Mont high fidelity phonographs. 

| In addition, Bert and Harry will 
| give away 100 cash prizes of $25 
— every week for the four 
weeks of the contest. 

Piel will promote the contest 
heavily during the four weeks, 
with newspaper ads, radio-tv spots 
and point of sale material. Piel 
|/markets in the five-state area en- 
compassing the New York metro- 
|politan area. 


's Bert and Harry Piel began to 
sell for the brewery last year. They 
were invented by Ed Graham Jr., 
a Y&R copywriter who has since 
left the agency to go into business 
| with Bob (Elliott) & Ray (Gould- 
|ing), who supply the voices of Bert 
jand Harry. Their off-beat, low- 
| pressure selling has made the Piel 
reer tone en pitch one of the most 
talked-about and enjoyed commer- 
cials in this area. 

On top of that, trade reports say 
the commercials have had a 
healthy effect on Piel sales. 


prize of $10,000 in cash will be | 


awarded. However, if the winner 


chooses to keep the island, Bert) 


and Harry will equip it for vaca- 
tion living.” 


® This will be no ordinary contest. 
In fact, there will be four differ- 
ent contests, and the 28 top win- 
ners will be flown down to Nas- 
sau, where they will participate in 
a treasure hunt to discover which 
prizes they actually have won. 

The first contest closes Sept. 24, 
the second Oct. 1, the third Oct. 8 
and the fourth and final one, Oct. 
15. To enter any of the contests, 
all one has to do is to think up a 
retort for Bert to Harry’s comment, 

*“Tell me again how good it’ll 
taste, Bert.” 

The answer has to be in 25 
words or less. 

Nothing has to be bought. Entry 
blanks will be available from deal- 
ers and in newspaper ads. Or you 
can make your own entry blanks, 
entering as many times as you 
wish. 

Each week, Piel will select the 
top seven entries. These winners 
then will be flown to the Bahamas 
(via Pan-American) “for a long, 
pleasure-filled weekend.” 


s During this weekend, each of 
the winners will be given a treas- 
ure map which he will have to fol- 
low to a spot marked X. At this 
spot, each will find out how he 
placed in the contest. 

The one who submitted the en- 
try judged to be the best will find 
out he has won the island (or the 


|McCabe Names Benson, Wiltz 

McCabe Co., Minneapolis man- 
ufacturer of Star-Hi livestock 
feeds and a dealer in various farm 
products, has appointed Robert W. 
Benson advertising manager and 
Dickinson G. Wiltz sales manager. 
Both are new positions. Mr. Ben- 
son also will continue as public 
relations director. 


Charles Bowes Boosts Foster 


Angeles, 


the past year. 


Great Debate of 
CBC vs. CARTB 


Moves to Ottawa 


Principle’ of Industry 
_ Rule by Competing CBC 
| Is Argued in Montreal 


Orrawa, Ont., Sept. 13—The 
Fowler Royal Commission on 
Broadcasting is back on the road 
again after a strenuous “pillar-to- 
|post” stop-over in Montreal. The 
commission, appointed to look into 
the finances and the future of 
|Canadian radio and_ television, 
| chalked up the opinion score after 
‘hectic hearings in the Quebec city: 


|e Some influential groups 


| want a regulatory body to oversee 
|the plans and operations of the 
government-owned Canadian 


Broadcasting Corp. 


@ Other groups think that CBC is 
doing just fine and that its make- 
up should not be altered at all. 


e CBC is not producing sufficient 
French language broadcasts in 
Quebec or throughout Canada. 


e CBC allows too many risque 
productions. 


e CBC should give full support to 
the aspirations of young Canadian 
authors and recognize artistic 
values by disregarding organiza- 
tions which call themselves “de- 
fenders of public morality.” 
There was more. CBC, the com- 
mission was told, is broadcasting 
too much U. S. material at the ex- 
pense of Canadian productions. 
And—to cap it all for the three 
hapless men whose report will 
probably greatly influence the fu- 
ture of radio and tv in Canada— 
the commission was accused of be- 
ing partial to the CBC in the 
course of its cross-country hear- 
ings. 
(Continued on Page 26) 


Chicago Stations Vie 
for Listeners with 
Hidden $1,000 Bills 


Cuicaco, Sept. 12—Early morn- 
ing radio audiences ought to grow 
by leaps and bounds here next 
week. WCFL (independent) and 
WMAQ (NBC) are launching 


tions. Both are to be treasure 
hunts, with clues given only on 
|radio programs. 

Both promotions begin Sept. 17. 
|/Both stations will give clues on 


their a.m. shows. The contests will | addition, 24-sheet posters will be, 
be concurrent for the first six| used, and heavy point of sale pro- | 


(Continued on Page 117) 


still | 


competing $1,000 giveaway promo- 


Schueler Gunn Frank 


| 


Newton 


Blackburn 


Blackett 


FRANK DISCUSSION—Bob Blackburn, creative director of Clinton E. 
Frank Inc., makes a point during account planning session in the 


| agency’s Merchandise Mart offices. Taking it in are Clint Frank, 
| agency president, and: Gene Schueler, research director; Bucking- 


Ability to Handle Net 
TV—from a Distance— 
Is an Important Factor 
By L. S. Botts 
Cuicaco, Sept. 12—Seldom are 


the ups and downs of middle-size 
agency operation better illustrated 


Four Roses Drive 
Is Built Around New 
Fifth-Size Decanter 


New York, Sept. 14—Four Roses 


advertising and sales promotional 
campaign” during the upcoming 
holiday season, 

Ralph Reese, vp in charge of ad- 
vertising and sales promotion for 
Four Roses Distillers Co., also an- 
nounced the liquor will be avail- 
able in a new fifth-size decanter 
this Christmas. 

The holiday drive gets under 
way with a four-color page in an 
October issue of Life, followed by 
| “many more four-color pages on 
virtually a weekly basis through 
December” in Life, Look, The New 
Yorker and Time. 

Large-space newspaper ads in 
“virtually all” of Four Roses’ ma- 
|jor markets also will be used. In 


Charles Bowes Advertising, Los| weeks. Radio listeners can dial| motion is scheduled. 
has promoted Bennett/their choice of treasure hunts—)| 
Foster, copywriter, to copy chief.|and, with a total of $2,000 at stake, last year’s introduction of Four 
He has been with the agency for|chances are good that there will Roses in a quart decanter. 


The fifth-size decanter follows 


Young & Rubicam is the agency. 


WGN-TV, WGN, Chicago, are get- 
ting new look under Ward 
Quaal 

Majority of independent hardware 
retailers tie in with national ad- 
vertising, study shows . .Page 16 

Point of purchase group proposes 
code to protect designers from 


SIN. civ wos a hewee ve Page 20 
56 hardware sales to reach 
$2.9 billion, Hardware Age 
GIR Cisessesvactnpes Page 21 


Handy & Harman sells precious 
metals to industry via business 
publications 

61% of Super Market Institute 
members boosted ad budgets in 
55, survey finds 

Census Bureau predicts 20,000,000 


er 


een eee 


more U.S. households by 
1975 
Sales, number of book wholesalers 
increased in 1954, Census 
SES os Gas oss td ocksers 
Planning expressways, bypasses 
for cities is urgent problem, 
Chamber of Commerce re- 
ports Page 38 
Zoom instant cooking whole wheat 
cereal promotion zooms east- 
ward Page 40 
Hill & Knowlton forms interna- 
tional subsidiary to handle over- 
seas pr Page 42 
Industries are seeking and getting 
local good will, Mill & Factory 


ee 


ee 


ee 


reports wee-e- Page 43 


eee ewer 


Highlights of This Week's Issue 


FCC approves first three tv sta- 


shows 


| REGULAR FEATURES 


Advertising Market Place 
| Along the Media Path 
Ceming Conventi 

Creative Man's Corner 


ee ee oe oe? 


Drawthinks 
| Editorials 
| Farm Linage Figures 
| Getting Personal 
Looking at Radio & TY ... 
Leoking at Retail Ads ....... 
Magazine Linage Figures . 
Obituaries 
On the Merchandising Front 
Phetographic Review 
Preduction Tips 
Rough Proofs 
Salesense in Ads 
| This Week in Washington 
| Velee of the Advertiser 
| What Thoy’re Saying 0.0.00 


essncerncrenrere AB 


whisky plans its “most extensive | 


ham Gunn, radio-tv chief; Hill Blackett Jr., Toni account super- 
visor; Frank Newton, copy chief. 


Reborn in Crisis, Clint Frank Inc. 
Trebles Its Billings in Three Years 


jthan in the case of Clinton E. 
|Frank Inc., which celebrates its 
third birthday along about now. 
The exact time of the anniver- 
|sary is a little uncertain. It dates 
|from some critical moment in the 
|late summer or early fall of 1953, 
|when Clint Frank decided to op- 
erate his own agency rather than 
accept an offer with another shop. 
It was not an especially joyous 
moment, though it looks good in 
retrospect. 


s At the time Mr. Frank was exec 
vp and a principal of Price, Rob- 
inson & Frank, which had just suf- 
|fered a crushing blow: Quaker 
Oats Co. had withdrawn the blue- 
chip Aunt Jemima business from 
the agency on July 1, and had 
moved it over to J. Walter Thomp- 
son Co. 

Price, Robinson, which had 
pretty much revolved around the 
Quaker Oats account since its 
formation four years earlier, con- 
sidered liquidation. Then Mr. 
Frank made his decision in favor 
of continuing. With his own mon- 
ey, he bought out his fellow prin- 
cipals—John F. Price and David 
E. Robinson—early in November, 
1953, becoming sole owner. 


® Quaker provided mood music 
{with the simultaneous announce- 
|ment that it was pulling yet anoth- 
er product—Muffets—out of the 
|Frank shop. Two months farther 


jon, the new agency president 
(Continued on Page 46) 
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the swimsuit you 
most admired 
this year was , 
© Bea Mant ihe 


ee ee ete ee pit Himes tr Came fa oe i i 8 tlm 


98 

90) LAST SWIM OF SUMMER--Rose Marie 
| Reid, swimsuit manufacturer, is 
97| running this ad in Life, Sept. 17. 
rs Carson-Roberts, Los Angeles, is 


the agency. 
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‘A Brick Through the Cathedral Window’... 


rates” for newspaper space than do 
local advertisers and get no dis- 


Revamp National Rates; End Local 
Disparity, Porter Urges Newspapers 


JWT VP Says Dailies 


Need Altered Approach to jor media, the daily newspaper has 


Reader-Ad Relationship 


New York, Sept. 13—Although | 


the nation’s newspapers never had 
it so good, there are “five major 
areas in which the newspaper has 
difficulty in defending itself from 
competitive attacks,” according to 
Arthur Porter, vp and media di- 
rector of J. Walter Thompson Co. 

Speaking today before the New 
York chapter of the American 


Assn. of Newspaper Representa- | 


tives, he listed the five areas: 
1. “The tremendous variation in 


| crease in total families.” 


i. Expanding on the fifth problem | 


counts, while the local advertiser | 
enjoys “healthy discounts.” 
According to Mr. Porter, tele- 
vision, radio, magazines, Sunday 
supplements and r.o.p. color sched-| 
ules offer attractive discounts to) 
national advertisers, but he discov- 
ers in the daily newspaper that 
\“the incentive to get more value| 
through a dominating, powerful 
use of the medium suddenly disap- | 
pears and the newspaper’s job of | 
competing for the national dollar | 
becomes infinitely more difficult.” | 


smaller towns.” 
2. “Almost alone among the ma- 


failed to keep pace with the in- 


3. “Is the newspaper losing 
ground in the battle for the na- 
tional advertising dollar?” 

4. “Except r.o.p. color, the news- 
paper has come up with relatively 
few new and ingenious ideas for 
using newspaper space.” 

5. And (“most crucial of all’) 
“the rate structures under which 
the newspaper is doing business 
with the national advertisers.” 


® Speaking of rate structures, Mr. 
Porter asserted that “the discount 
incentives offered by most adver- 
tising media have failed to keep 
pace with the tremendous growth 
of total advertising volume—and I 
seriously question whether the in- 
'centives that were offered for an 
| advertising volume of $5.7 billion 
in 1950 are realistic for a volume 


the cost of newspaper advertising | area, Mr. Porter declared that na-| of $9 billion in 1955 and an esti- 
between the larger cities and the/tional advertisers pay “far higher! mated $10 billion in 1956. 


Ses: roi te 
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WOMEN READERS 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


ae 


Bzud 


ee 


CHOOSE THE 
POST-INTELLIGENCER 
WHICH LEADS THE 
SECOND PAPER_ IN 


WOMEN’S CLOTHING STORE 


ADVERTISING 


ZaL/ 


During the first six months of this year, 
Seattle’s women’s apparel merchants carried 
448,079* lines of advertising in The Post-Intel- 
ligencer and only 210,436* lines in the second 
paper, This is a custom of many years with 
them — because they know the paper ther 
women prefer, See your Hearst Advertising 


Service man for details. 
* Figures from Media Records 


Fe SEATTLE 


gee den tine: 3 


Advertising Age, 


September 17, 1956 


“Although advertising expendi-, egory—the automotive. 


tures,” he added, “have pushed 


“And above all, I believe I'd 


right through the ceiling, the ceil-| take a good square look at my rate 


ing on discount structures for most | 
media has remained almost rigid.” 
Discussing cost variations in 


| 
| 


/mnewspaper advertising between) 


larger cities and smaller towns, Mr. 
Porter said: 

“As the national advertiser 
|}moves out of the major markets 
with his newspaper advertising, it 
becomes progressively costlier for 
him as he seeks to expand his cov- 
| erage—nearly five times more ex- 
pensive in the small dailies and 
ten times costlier in the weeklies.” 


® Then he asked: “What other 
medium asks the national adver- 
tiser to ante up five to ten times as 
much to reach a home in the small 
town or rural area as to reach a 
home in the big city?” 

Discussing the newspaper’s fail- 
ure to keep pace with the increase 
in total families, Mr. Porter said 
households have increased more 
than 23% while newspapers were 
adding 8.5% to their circulations. 
He cited as “one really disturbing 
factor” the fact that daily newspa- 
pers have “failed even more to 
keep pace in suburbia than in the 
central city areas of most markets.” 

As for “losing ground in the bat- 
tle for the national advertising dol- 
lar,” Mr. Porter pointed out that 
Media Records figures showed 
total newspaper linage between 
1950 and 1955 to be up 16% and 
that in the national categories, 
general display was down 3%, 
while automotive was up 58%. 

“Figures like this,” he added, 
“would make me wonder, if I were 
a newspaper publisher, what I 
could do to bring about the same 
kinds of increases in the world of 
cake mixes and laundry soaps that 
I had made in the world of auto- 
mobiles and parts and service. 


=e “I might wonder’ whether 
enough thought and enough space 
were being devoted to making my 
newspaper a really basically im- 
| portant woman’s medium. I might 
| wonder if there were any truth in 
the saying that alone among major 
|media the newspaper is more of a 
man’s than a woman’s medium— 
yet the little woman controls a 

ajority of consumer purchase | 
volume. 


“I believe I would wonder if I 
had too many eggs in one basket) 
j}when one-third of my national | 


structure to see whether, as things 
stand now, I was really prepared 
to compete for more business in 
some of these other categories.” 
As for the paucity of new ideas 
for using newspaper space, Mr. 
Porter declared that the “really 
important thing in this business of 
advertising and the use of media 
[is that] the closer the relationship 
between the atmosphere created 
by the medium and the advertising 
message, the more effective the re- 
sulting impression can be.” 


s Mr. Porter said he wondered 
“whether there is any way to bring 
about such a relationship within 
the pages of the newspapers—to 
capitalize on some of the things 
that make the newspaper unique, 
things that could increase reader- 
ship for the advertiser’s message— 
and do it in good taste, without 
jeopardizing in any way the edi- 
torial independence and integrity 
that is so fundamental to a strong 
and healthy press.” 

The Thompson media boss pro- 
posed that an advertiser might be 
able—for a fee—to sponsor a com- 
ics strip “if in good taste and if he 
used the newspaper five days a 
week.” 

“If advertisers sponsor fights 
and football on television,” he 
asked, “why shouldn’t they sponsor 
the baseball or football scores in 
the daily paper? 


s “I wonder if a national clothing 
manufacturer could ever sponsor 
the weather report and be per- 
mitted to tie in with commercials 
for overcoats and heavy suits dur- 
ing the cold season and tropical 
worsteds during the summer. 

“I am aware,” he said, “that by 
some, ideas of this kind will be 
considered ‘dangerous,’ like throw- 
ing a brick through the cathedral 
window, but I have a hunch that a 
closer relationship between the 
atmosphere of the newspaper and 
the advertiser's message might 
eventually accomplish two things. 

“First, the advertiser’s invest- 
ment might be considerably en- 
hanced through higher readership 


and greater impact. Second, you 


might find certain advertisers, who 


today use the newspaper as a ‘high 


spotting’ or promotional me- 
dium, who would consider giving 
some real thought to the newspa- 


revenue was coming from one cat-| per as a basic continuity medium.” 


Your Trucks Sell For You 


With MEYERCORD Decals 
Switch to Meyercord Decal “Moving Billboards” 


In recent years the big change 
has been to Meyercord Decals 
for truck fleets of 15 or more 
vehicles. It's a fact that 
Meyercord Decals tell your 
identification and promo- 
tional story better, more col- 
orfully . . . and at far less 
cost. Whether your needs call 
for colorful pictorials or sim- 


ple lettering, your best answer is Meyercord Decals. Let us give 


you all the facts. . 


. let us show you what we've done for others 


in your field. Just drop us a note; no obligation, of course. 


THE MEYERCORD co. 


Ul: Lergest Decaleomania Maniypacitunrens 


DEPT. W-533 
5323 W. LAKE ST. 
CHICAGO 44, ILL. 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4.250.000 COPIES EACH MONTH 


tT 


“The book”’ is so full of ideas for better living that it’s 
often loaned but seldom discarded. 2,400,000 readers 
of an average issue reported passing along their copies 
to friends or neighbors. 6,550,000 had kept the issue 
and still had it. An average issue of BH&G is read by 
15,500,000 people. One third of the 123,800,000 people 
in the U.S. 10 years of age or older read one or more of 
every twelve issues. That’s 44,150,000 Better Homes 
and Gardens readers—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa. 


1 


during the year... 


of America 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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points out that there are other fac-|000 Ibs.—-in most groceries across NTA Film Network Begins 
poe in the manufacturing process the country margarine outsells but- Operations Oct. 15 
qually—or more—important to ter three-to-two (Minnesota and The new NTA Film eben 
ithe product’s success. | Wisconsin prohibit the sale of yel-_ | will begin operations the week of | 
The new Kraft premium spread|low margarine). Reason that the Oct. 15 with 102 affiliated stations, 
_is also part butter, and is the result) poundage is about equal, is that | 
‘of product development efforts that restaurant and institutional sales 
began almost as soon as Imperial make up the difference. One of the 
hit the market. Kraft has watched few exceptions is New York, 
| the whole Imperial operation very | where butter still outstrips mar- 
closely, in fact, and is said to have | garine two-to-one. 
that it | Kraft’s Parkay is the No. 
| margarine in sales in the country, | 


2 Premium-Price 
Margarines Hit 
N.Y. Butter Eaters 


(Continued from Page 2) 
it into the country’s largest market discovered quite early 
right off the bat. Without any pre- “would go.” 
vious testing, it will be standing) | followed by Standard Brands’ Blue | 
toe-to-toe with Imperial, the latter) s One discovery turned up by Bonnet, and Lever’s Good Luck, | 
having done very well in its grad-| Kraft market testers, according to| which has limited distribution. In 
ual market expansion. Needham, | reports emanating from Chicago: |New York, Lever claims the No. aT wedi cinihin ts ter “sbi 
Louis & Brorby, Chicago, is the | Imperial was becoming something | spot. Perec hat are being sought in the 
agency on Kraft De Luxe, as it is|of a generic term to consumers,| Yellow margarine in this state is 10 to 11:30 ; .. dene eanteth 
on Parkay margarine. ‘who distinguished it from Ae old. In 1952 the) a4 — —— 


}ed the network, has announced. 
| Among the big city stations on the 
| list are WPIX, New York; WGN- 
1 TV, Chicago; KTTV, Los Angeles, | 
and WMAL-TV, Washington. 
Some of the affiliates also are af- 
|filiated with “live” networks. 

At the outset, stations will make 
90 minutes of telecasting time 


only four years 
state legislature p: 


butter or margarine. ssed a law mak-| If the time is sold by NTA on a 
ing its sale legal. 


® One of the ironic facts about! There’s a parallel at work in| “network basis, the soggy gets 
Imperial is that, in order to taste Kraft’s 1¢ sale introduction of the} 60%; the station keeps 40% of its 
“exactly like that ‘high-priced DeLuxe margarine; it used the Liller, Neal Boosts Hodges |rate card. This =a to 70% 
spread,’”—a phrase Lever has| same device fora highly successful) Liller, Neal & Battle, Atlanta, usually kept by a live network. 
been using consistently in adver-|send-off of yellow Parkay several has appointed Richard E. Hodges If NTA is unable to line up a na- 
tising—the margarine is made with | years ago. | Jr. public relations director of the 
that “high-priced spread.” Lever! Although total annual margarine|agency to succeed the late Al 
declines to give the exact propor-| and butter production are approxi-| Sharp. Mr. Hodges has been with 
tion of butter (and milk) used and | mately the same—about 1,350,000,-' the agency six years. 


basis. Initial programming will be | 
feature films exclusively. 


PUZZLES ? 


If you guess that these are models of atomic patterns in well-known, 
everyday substances*, you’re right. Devices like thes 
help Bell Telephone Laboratories scientists and engin: 


Their research ranges from the structure of solids to 

radio signals from outer space. It created the new science of 
radio astronomy, produced the Transistor, and the 

Bell Solar Battery that draws usable power from the sun. 


The story of research is another interesting chapter 
in the Telephone Story, told by Ayer since 1908. 


N. W. AYER & SON, INC. 


Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 
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tional sponsor, the station will be | 
free to sell the shows on a local | 


] 
A 


| National Telefilm Associates, New| | 
York film distributor which form-| ~ 


| 
if : 
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LESTER F. CARLSON has been advanced 
to director of advertising of the 
Oldsmobile division of General 
Motors Corp., Detroit (AA, Sept. 
10). Formerly general merchan- 
dising manager, he works under 
direction of Victor H. Sutherlen, 
| recently named general sales man- 
ager. 


Norge VP Predicts 
41% Home Appliance 
‘Sales Rise by ‘60 


MILWAUKEE, Sept. 11—A gain of 
% in major home appliance sales 


41% 
and an increase of 10% in appli- 
ance dealers by 1960 was predicted 
today at a regional meeting of the 
National Appliance Radio-TV 
Dealers Assn. here. 

The prediction was made by 
Harold Bull, vp in charge of dis- 
| tribution for the Norge division of 
Borg-Warner Corp., Chicago. 

Mr. Bull based his statement on 
increases in the availability of 
people, dollars, new shopping 
areas and the “human element 
present in the sale of every home 
appliance.” 

He said taday’s population will 
reach nearly 200,000,000 within 
ten years and that the number of 
families with an income of $4,000 
or more also will increase con- 
| siderably. 


es “We are in the midst of the 
greatest family migration of our 
|history. Dealers must be located 
|where people shop; dealers must 
|be located where new families are 
located,” he stated. 

| He said sales of the automatic 
clothes dryer, the nation’s fastest 
| growing home appliance, will soar 
194% to nearly triple within the 
next four years. More than 10,500 
will be sold in the average 24- 
hour day then, compared with 
3,600 now, he said. 

Washer sales will jump from 
13,300 to 18,500 (a 39% gain). 
Freezer sales will jump from 2,800 
every day to 4,900 (a 75% gain) 
and ranges from 11,000 to 14,000 
(a 27% gain). Daily sales of water 
heaters will gain slightly, he said. 

“Even among refrigerators, now 
used in practically every home, 
sales will reach a level of 14,600 
every day, compared with 11,200 
now, for a 30% gain,” he con- 
cluded. 


Norman, Craig Names Three 

Constance Valesy, executive art 
director of Kenyon & Eckhardt for 
| the past 11 years, has joined Nor- 
|man, Craig & Kummel, New York, 
jas group art director. Paul Carey, 
/previously copy group head at 
| Dowd, Redfield & Johnstone, has 
‘joined the copy department. Ro- 
|land Mullins, formerly with Texas 
|Co., has joined the agency as as- 
| sistant to B. David Kaplan, vp and 
treasurer. 


‘Good Housekeeping’ Story 
Contest Closes Nov. 9 

Good Housekeeping, New York, 
has announced its short story con- 
| test (AA, July 9)—limited to ad- 
| vertising agency employes—is still 
open. Manuscripts will be accepted 
through Nov. 9. The best story will 
get $2,500; second, $1,500, and 
third, $1,000. 
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NEWSSTAND SALES 


Audit Bureau of Circulations 


\ 


When are people most receptive to advertising ? — 


Mother sells father an idea when he’s 
in a good mood. A salesman clinches 
the sale when the prospect is most 
receptive. And national advertising 
is most effective when it is most wel- 
comed. 

For success in advertising, as in 
selling, depends on a prospect’s 
frame of mind—not on a particular 
time of day. And this helps explain 
the tremendous advantage of maga- 
zines in general and of The Saturday 


Evening Post in particular. 

For the Post is always read when 
the prospect is ready, willing and in- 
terested. So are its advertising pages. 
And when you consider that readers 
say they pay more attention to ad- 
vertising in the Post and have more 
confidence in the products they see 
there, you'll understand why the 
Post is the greatest builder of brand 
names in advertising history! 

It gets to the heart of America. 


America reads the Po 


“It looks like the new way to rise in 
the Kremlin is—get this—charm!" 


N.Y. C., previews “The Russian to Watch" from this week's Post. 


[ LAWRENCE STAPLETON, Account Supervisor, Grant Advertising, Inc., | 


“Could be the old-style hatchet men 


are on their way out of the Politburo. 
If young Foreign Minister Shepilov is 
any example, the new crew will be in- 
tellectuals—and personality boys to 
boot. But don’t let the smile fool you. 
A Russian who knew Shepilov person- 


ally says he’s even more ruthless— 
and effective—than the old purge 
boys ever thought of being.” 

In all, 8 articles, 4 short stories, 2 serials, 
and many special features in the Sept. 
22 issue of The Saturday Evening Post. 


‘ ~ » ie 
* ‘ 
’ P 
mg 
ig 
. = ‘ 
=. { 
a ~* 
ee | 
‘ 7 
| ; 
te ; 
' Bs! ng a “aah : P 
on : 
7 ars _ 
ae ae 
* a F st ae Me 
: ’ Sei. 
Se > eee —— 
~ Sa ~ Q 
a ee - , Ss 
St yo 4 ~ 
. = @! , Bir a 
Ney e —_ 4 f ; 
len Sls "eee ', en , , 
PEN as Od, my ~~ ee 
— =. a EL oe one q 
a ~cell 1a’ r _ see: 7 o ; ae MEE oe TS PERLE OR 32, eon" : 
. i. TE oe 4 be . cad . : pea ese TORE vas steer ; 
A “ae Ssiteg rn... a a a : age oe yc ah Pee ys tas oe . . 
ra . - w z oS. om, ‘ rae J ted eo . “ * ae ia ‘ Sadie. 2. 's . 
: ry é “mB. i. 8=|* oe rt ‘te ~ fe ; m5 ree ‘ — 
? tis i = @in ‘ an mag ome A s pane , e : ; ee ba its bude | ee Pa! . , 
ats (G4 =! . x IOS eee Se  <* @ - Sy Ha Reg. gpa ™ : 
art Pie awe AP 3 ee ees > meee A fe N, : 
| Ges nil PE eee: — 0 Cia — : 
-.-* 2 ‘ - .* < J + eae y Em ie, aaa) fs a . , ae 
| . | AN 0 Rs ee. Ake 
j Fi es ry # aes reg : a . ee Bic ok * ie i | 
j s 7. p> i fia Aare Sf, Son ae” few ime 
eee § wih i =. 3: ie # > fey e {29 :. er i. a 
a. FE a SIME Fe, pg fla ee ty ees ee ee os ; 
“s {a a -* tears tl ~ ‘ ey. ce ee ” P > 2S ‘ ; sas f Gree ch: . : i» , 
ce = 2g a roe  Sutar Boe ieee eam 
| - aie a a - ft i * 9 eS q) = oe Pew G 
) y va . i, das _ pis Bs va se, 4 fa ae i it a Ad my aes a d eh es, Se vagal i” “Seaa 
be ae ae Be ota ; : e a a ee UM . ee 
 e a ; a , Pa Be a - a hee Ld % : ie, 
4, 4 7” ; ce Sk AS 2 een f : as 4 . Ben, ‘ 
: By, d Pe ae Co ae an aa ‘eed mt a - : 
. P 4 a : 7 = ss .* , ie ie a _ ae ee ie | =. N oe * ™ < va a A ; * . 
4 é a 2 z is H a Ratt tied Pace ae lagie cei ee ~ ~ ‘ Be ee Te 
| — ‘ er ff a Sem A a iia = - > es Ba 7 — 
—_ : vole ‘ OP ge ere . a = ee ~~ . es. ae a we. - 
; — ig aoe ee ee = ae = -— ie. } ‘iet hs ; 
—- —_ ’ a ae ee a Save. a. i te 7: - aia 
bs Ayes “= ; ~ — a a ee » ~ _ oe ee oe oe ss vi Fac fit, 
j ¥ . ‘ ee ome, = " ’ Ne es . ag ee a 
oot vy 4 it: § : en = Bay 3 a aA ee aa ad i eth. : 4 
t ae By: ee = oe — oer YS ak. aig eels ee Pi ne 
‘ ax i Eo ieee Be: Sala 2 i BS oe - 8 a . i po F 4 
St ia re sl FEY Py a & 
os a 1 a_i ' } , ie se 
6 oe oe k= _ a > o. 5 wh <2 jinn a = ’ t 
on eg ee a Pee; | ei i = “ 2 . a e ot Be rte ee ; ee See ee ee oe F ‘ 
; ee a ag © - , 3 be Pole Be ; be } 3 ae : 
; ee ee ae 8 | Se : oe a ese ea - Lorene bon. 4a \ ‘ fs - Se 
Pic oe ele ts = = 4 P Ty got < <3 a a Piet a cm - J 
3 wee a oe : ~ a) ee: eee ; rt ke ee . ‘ s d 
’ e - m3 : fo ee eater : Sie elind hi slate nh ie ae, ee ~ . esi Be 
me Te oe a aaa ee ee. ae ae ies ‘ tae . 
. é 4 : Je oe: a g an Vote Fe, 2 OL ee cere BY ‘ eof \ 
* < ( at a a Bee ag ie F, 0) SS ge em mmeR  s, e = me: oe > i a : 
a aa ae ‘ eta yc Gi = ast ‘ tu x, ' Z i 
* yr Cs = Tas ae Ee Soe o es eee abe aire ects. Sage rca ; ae ; RO: - 
be j i _. _. Bee ee ae Fees ee Se J eS! SSE ray = eae a Be Bis Bete a 
hae ae an ee es 5 % ok oe BS agen CR oe oS SF I bt ; ae pya.? xe * 
my “% 3 4 ape a : cs 4 3 at > _\) * eee ous os 
See So Soe a , aaa \ - + Soe. 3 i S ; 
3 4 Beats A ra 
= a et 4 S 2 
; ie . dP Rpt Gane 
SE : ’ 
PCC ; ee a : 
January 1 ~ March 31, 1956 ‘ . 
1 $00 G00 --— - * 4 ee 3 i Had 
- SEs a2 
9 ae - 
= fe ‘7 3 
| ' | 
i | 
POST =—LIFE «LOOM COLLIER'S “Be 
ee 3 
, a fhe 
yey) 
Trey. ESTE PENT EP ORRIN he: 
; The mates elteiei ‘Eh aR #14 oF PR r 
j ee a f ; By: 4 ss 
: C ig ae ~_— AUISTAIR MACLEAN $ 
oss . A S Mysses : ra 
ue Orme +r seme, ROCKy . 
—_ Pee ee 
, oes ‘ a s , 
i ees — ree oF al = Me A 
sae ’ me a is DSO eee  — Ba 
4 oe 3 a epee nn? ae ft ght ee aoe pes 
— atte aa FP ae Fy oe ns m8 ~~ 
‘We. Soiitige pe iy tee ee fa < ted 
S oe eft ae ae hd ae 
ee tae, eee , — * ie. el open OF ees ae : . " 
eto i a! i. ee ee E Mee we esd StS 
Ree ee 7 , - Feet a : * a ee My 
ee ae — jay” i biter Ne fF: 4 e 
eS oe oe a _— = ako Sap ee hal Sone 
ar Meta ats la “ jae a7 may ou ay lake -, ia d noe Ra) a 
eee ee > aa (AS es f. oe ‘ 
on ia * ee . > tl eee ees Fe ie 
ee, ae me f . 5 Pe oe tee an lbs » ee BR ws a: 
a eee Soe.” NG —  - : a ee ae OA 
es ee & eC Bee ay, aS i a bee ‘ 
ore ee ee % i, , —_—- _ Pie. on fe: : Js i £ ? By Py hs 
th a a as mt i 
Nee rank ee ‘ cere . 7 . : Toes 
es ae ee, ee m1 x Be a RR ey eer cee 0” 3k See 3 ges, Tews aaa aes eee SS So) Ae Rae ae tS o>) Se Sige Ee - > a 


Corporate Tension Led to Shift of 


Lee Hat Account to Anderson & Cairns 


(Continued from Page 1) 
countersuit and months of legal 
haggling. 

The protagonists were, on one 
side, James B. Lee and Thomas F. 
Lee and, on the other side, Mrs. 
Josephine Lee Robinson and Frank 
H. Lee Jr. 


Lorillard Lightens 
Kents 4¢ for Bout 
in Filter Arena 


New York, Sept. 12—The an- 
nouncement today of a 4¢ reduc- 
tion in the retail price of Kent 
cigarets by P. Lorillard Co. is the 
first change in marketing opera- 
tions following a recent company 
upheaval which saw the appoint- 
ment of a new president, director 
of advertising, sales director and | 
several other advertising and sales | from disposing of any of his stock. 
executives. An out of court settlement of the 

Lorillard President Lewis Gru-| dispute was reached last June. 
ber, in announcing a reduction in| The Lee family members agreed 
the hitherto premium-priced filter | to deposit their stock in a voting 
cigaret, said further that Kent trust under which they relin- 
would be the subject of the biggest quished management rights to 
ad campaign ever put behind the three voting trustees. These trus- 
brand. He also said the company | tees were not named. All the Lees 
is expanding Kent production in| resigned their official positions 
its new Greensboro, N. C., plant.| with the company. 

Kent was market-tested at the; Donald P. Sweetser, exec vp, 
lower price some months ago in| was named chief executive officer 
West Virginia and Wisconsin (AA,|of the company, and Charles P. 
March 19). The results, according Collins, formerly general manager 
to Mr. Gruber, “indicated that | of the Davis & Geck division of 
Kent’s sales volume could be lifted American Cyanamid Co., was 
‘brought in as board chairman. The 
|company still has no president. 


® The court eventually upheld 
James’ right to the stock, ruling 
that he had paid full value for it. 
But the fight continued. At one 
stage, the Lee company itself sued 
Frank Lee for $39,000 and asked 


FR Ca omppy Meme 5 mars ftrworhst anFES) cating 
a ee ee 
'@ Korchnoy and Ruthrauff & 
|Ryan appear to have been casual- 
| ties of this family squabble. When 
|R&R was appointed, the company 
cited the agency’s “unusually fine 
|record in related product fields.” 
| The hat maker has had an op- 
|portunity to know Anderson & 
|Cairns’ work. One of its leading 
\sellers of late has been a Dynel 
|hat, and Anderson & Cairns han- 
idles the Dynel account for Union 
| Carbide & Carbon. 
| Anderson & Cairns will now 
‘handle pr as well as advertising 
|for Lee. 


POPULAR FILTER PRICE! 


for an injunction preventing him | 


| 
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~ ly Built-in Lint iter plas 2-speed 


PREVIEW—Whirlpool-Seeger Corp., 


Advertising Age, September 17, 1956 


washing-plus money-saving Suds-Miser! 


fe ee fer oe bone fee ee vem 


a 


St. Joseph, Mich., is getting off 


to a vigorous start in promoting its 1957 line of washers. This 
color spread will appear in the Sept. 24 Life. Newspapers, tv, na- 


cago, is the agency for 


tional magazines and trade journals are scheduled for the fall 
push and in 1957 the company plans to spend $20,000,000 in ad- 
vertising and promotion (AA, Sept. 3). Kenyon & Eckhardt, Chi- 


the consumer campaign. 


50% Higher This Electi 


WAsHINGTON, Sept. 11—A Senate 
election subcommittee heard an 
expert estimate today that radio 
and tv costs for this fall’s political 
campaigns will run from a third 
to 50% higher than 1952’s esti- 


Minnesota Dairy 
Group Account 
Goes to BBDO 


MINNEAPOLIS, Sept. 11—The 
Minnesota Dairy Industry Com- 
mittee, state affiliate of the Amer- 
ican Dairy Assn., announced today 
that it is moving its publicity, 
public relations and advertising 
account to Batten, Barton, Dur- 
stine & Osborn. 

The account had been handled 
the past three years by Campbell- 
Mithun, which also has the ADA 


Radio, TV Political Campaign Costs May Run 


on, Senate Group Told 


mated $6,000,000. 

The guess was offered by NBC 
Treasurer Joseph C. McDonald, as 
the subcommittee sought informa- 
tion on the amount of political 
broadcasting arranged by major 
parties through Oct. 1. 

Spokesmen for the three net- 
works reported that Republicans 
and Democrats have signed for 
about $2,000,000 of time. With pro- 
duction costs, the total bill would 
be about $2,500,000. 

With networks offering 90 five- 
minute spots at the end of regular 
commercial programs, most major 
shows would be bobtailed during 
October. So far Democrats have 
applied for 18 of these five min- 
ute spots and Republicans 16. 


s The five-minute spots will be 
on such shows as “I’ve Got a 
Secret,” “The $64,000 Question,” 


Dealer Ads Will 
Key Studebaker’s 
Fall Campaign 


SoutH Benp, Sept. 12—Primary 
emphasis on local dealer programs 
will be the keynote of Studebaker 
advertising this fall, Harold E. 
Churchill, Studebaker-Packard 
president, told members of the 
press attending a preview of the 
1957 Studebaker line at the cor- 
poration’s proving grounds here 
today. 

This was one of six initial moves 
to benefit dealers which will be 
completed within 60 days. The 
dealer benefit program announced 
by Mr. Churchill included: 


® 1. Revision of the dealer franch- 
ise with specific advances and as- 
sistance particularly in the areas 
of parts and service warranty. 

2. Immediate dualing of existing 
dealers to handle Studebaker and 
Packard franchises wherever feas- 
ible to open up new market price 
areas and profit potential for the 
dealer. 

3. Redirection of advertising and 
sales promotion to place primary 
emphasis on campaigns which are 
tailored to local dealer programs. 

4. Preparation of the most ex- 
tensive new model introduction 
| program in Studebaker history for 
| November and December. 


® 5. A substantial improvement in 
efficiency in tailoring production 
to dealers’ orders as a result of 
balancing production to an extent 
never before possible with the 
transfer to South Bend of Packard 
and Los Angeles Studebaker pro- 
duction. 

6. Establishment of new sales 
policies geared to closer, personal- 
|ized working assistance to the 
|dealers by a combined factory 
' sales organization. 


| 
| 
| 


“Climax,” “Sid Caesar,” “The Hit s While most details of the deal- 
Parade,” “The Perry Como Show,” er_oriented advertising program 
The Jackie Gleason Show, Unit- | are still in the planning stages, 
ed States Steel Hour and “Rob- Frank Noble, the corporation’s new 
ert Montgomery Presents.” _ | assistant general sales manager for 

In addition to the five-minute advertising, told ADVERTISING AGE 
spots Democrats have reserved that an expanded cooperative ad- 
four half-hour programs and Re- | vertising program would undoubt- 


| Ruthrauff & Ryan maintained national account. 

ithe traditional “no comment”; Executives of both Campbell- 

stance this week, but the Madison Mithun and the Minnesota dairy 

| Ave. wags were saying that this is| group said the switch in agencies 

‘an account loss about which the was not connected with the recent 
™ |agency is shedding few tears. |rift between the state committee 

| Lee spent $105,000 last year in|and the ADA. Both called the 
superior ma4@- consumer magazines, according to| parting “friendly.” 


* 
wer eat! a 


PROGRESS—“‘New, 


chines” are credited for the price Publishers Information Bureau 
decrease P. Lorillard Co. is making 
on its Kent cigarets. This newspa- 
per page is scheduled for the week 


of Sept. 17. 


‘estimated at $350,000. 


‘Mumm, Mullay and 
Ralph Jones Co. Set 
Joint Operation 


Cotumsus, Sept. 12—Ralph H. 
| Jones Co., Cincinnati, has bought 
controlling interest in Mumm, 
|Mullay & Nichols, headquartered 
here, following discussion last 
week (AA, Sept. 10). 

Under the purchase agreement, 
both agencies will maintain their 


sufficiently on a nationwide basis 
by a price reduction to offset the 
reduced profit.” 


® Starting Sept. 17, Kent will open 
an eight-week “saturation drive 

. that will reach every filter 
cigaret smoker in the country.” 
Besides sponsorship of “The $64,- 
000 Challenge,” Kent advertising 
will include “thousands of radio 
and tv spot commercials,” and 


“It’s just that a change seemed 


figures. Its over-all ad budget is advisable,” said Lew Conlon, man- 


‘ager of the state association. 


8 Mr. Conlon and two other lead- 
ers of the dairy group, W. S. Mos- 
crip, chairman, and D. T. Carlson, 
vice-chairman, were blamed last 
month by Lester Will for causing 
his resignation as general manager 


publicans six half hours. Repub- 
licans have also grabbed 11 p.m. to 
'midnight on NBC on election eve. 

CBS vp Richard Salant argued 
that the five-minute spots will 
|help bring down the cost of cam- 
paigning. On CBS they are offered 
for $9,250 in time cost for 107 sta- 
|tions, or $10,601 for the full 151 
| Stations. 


‘of ADA. Mr. Will, who has held | 
the $25,000-a-year national job for|# Normally, according to Mr. 
more than three years, formerly | Salant, the charge for five minutes 
handled the ADA account for|would be 25-30% of the hourly 
Campbell-Mithun. jrate, or roughly $30,000. In addi- 


|edly be included. Mr. Noble for- 
/merly was advertising manager of 
the Studebaker division. 

Meanwhile, speculation on the 
possible consolidation of Stude- 
baker-Packard agencies continued. 
“We should have something defi- 
nite to say on the subject within 
the next two weeks,” one company 
| spokesman told AA, adding quick- 
|ly: “We think both agencies | Ben- 
ton & Bowles for Studebaker; 
D’Arcy for Packard] are doing a 
fine job for us now.” 


That entire n.atter is expected to | tion, he pointed out, the political | 


be threshed ou! by ADA execu- | parties are avoiding a substantial 
tives at their autumn meeting amount of pre-emption costs which 


Sept. 25 in Mon: elier, Vt. 


corporate identities and will con- 
| tinue to service their own accounts. 
The New York branches of the 
|two agencies will be consolidated 
the Jones offices there. 


newspaper advertising in about 
118 publications located in 78 mar- 
kets. Extensive point of sale also 
is planned. i 

“ ; 1 
weton”’ =. Bel 9 Bg, It is reported that the Jones 
nouncement ads, including the one | 28ency paid $70 a share to share-| 
scheduled for Life, Sept. 24. Pre- | holders in the Columbus agency. 
vious Kent themes, aimed primari- | 
ly at “the smoker who smokes a 
lot,” are being dropped in favor 
of a program that stresses the 
cigaret’s “premium quality, mild- 
ness, flavor and easy Micronite- 
filter draw.” Lorillard says it is 
now shooting “at the entire filter 
market.” 


Bobb Chaney. BBDO vp in 
charge of the Minneapolis office, 
in announcing the new client, said 
the agency is installing! a milk 
dispenser in its waiting room. All 
visitors will be offered a glass of 
milk “on the house,” he said. 


s The “merger” brings together an | division of Avco Distributing Corp. 
agency strong in radio-tv (Jones)| It is also reported that the com- 
and one strong in print billing and bined annual billing of the two 
market research (Mumm, Mullay).| agencies will come to about $10,- 
Among the Jones clients are Kro- | 000,000. 
ger Co.; Strietmann Biscuit Co.;} John P. Kelley is president of 
Miami Margarine Co. (Nu-Maid Mumm, Mullay, and C. M. Robert- 
margarine); Ashland Oil & Refin-|son Jr. is president of the Jones 
ing Co.; Drackett Co. and General | agency. 
| Electric Co. (aircraft & gas tur-| Stanley Willer, exec vp of the 
is the introduction of a mentholat-| bine division and plant communi- Jones agency, said, “The consoli- 
ed filter tip cigaret reportedly | ty relations). Among the Mumm, | dation gives us an organization of 
being readied by Lorillard. | Mullay accounts are Nationwide| more than 100 persons providing 
Young & Rubicam is the agency Insurance Co.; Mersman Bros.; | the specialized talent and service- 
for Kent; Lennen & Newell for Old'Columbus Coated Fabrics Corp. in-depth required by leading ad- 
Gold. | and the New Idea farm equipment! vertisers today.” 


s Among the planned innovations 


would be incurred if they dis-| 
placed commercial shows. 

Though Democrats said they 
face serious financial problems, 
their commitments added up to 
$1,070,385 compared with $1,099,- 


'245 for the Republicans. 


8 To date, Republicans have con- 
tracted for a total of four hours 35 
minutes of tv time, and five min-| 
utes of radio time on CBS, at a 
cost of $474,245. Democrats have 
reserved three hours and 20 min- 
utes of tv time and 20 minutes of 
radio time, at a cost of $400,385. —_ pouGLAS L. SMITH, advertising man- 
Republicans have reserved ager of S. C. Johnson & Son, Ra- 
$475,000 of tv time on NBC, and) cine will become advertising and 
ema ary oe TO pHicans| merchandising director when Stu- 
. lart D. Watson leaves to join Mc- 
pg he grag raya Cann-Erickson in October (AA, 


While NBC is offering one min- ; 
ute and one-and-a-half minute Sept. 10). Mr. Smith was an ac- 


spots, so far there have been no count exec at BBDO before join- 
takers. | ing Johnson in May, '55. 
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“TELEVISION’S FINEST HOUR” 


For the sponsor, the sweet music goes on long after the show is over 


gt Chicago Symphony Concert, ‘*Television’s Finest Hour,” 
is a yearly delight to the eyes and ears of Chicagoland. 


The sponsor, Chicago Title and Trust Company, finds the 
sweetest music is off-camera—and continues long after the baton 
comes down. Among the happy returns: 


Understanding. Through live-action TV, the client can drama- 
tize his rather complex services—title insurance policies, estate 
planning—in a way the audience can understand. 


Good will. Not alone in bringing fine music into the home. 
The sponsor invites customer groups to the concerts. . . dis- 
tributes programs in advance to high school music classes . . . has 


THE BUCHEN COMPANY . 


Daily News Building ¢ Telephone: Randolph 6-9305 Chicago 


even made it possible for outstanding students from the music 
conservatories to appear with the Chicago Symphony. 

The good will extends to the commercial itself: ““There’s no 
place like a home of your own,” it says. ‘See the many fine home 
values now offered by Chicagoland builders and realtors.” 

Result? Builders and realtors co-operate all the way... 
using the sponsor’s service as a selling feature . . . distributing 
tens of thousands of booklets to prospects that could be reached by 
no other means! 

Here is the sound of good advertising: not a brief fanfare, 
but a theme that plays on and on. 


ADVERTISING 
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SPARK PLUGS How MUCH MONEY was spent 


for them by truck fleet operators last year? The greatest 
survey of the rolling market ever made shows— 


$17.8 MILLION Ficet OWNER KNOWS new market 


figures for 108 other major automotive products. 
See pages 80 and 81. 


Advertising Age, September 17, 1956 


Quaal Flexes N Cw Broadcasting Co. to become gen- 


eral manager of the stations. Mr. 


’ LJ * 
Live M uscle at Quaal started the process boldly 
enough week before last by giving 


WGN and WGN-TV the stations what amounts to a 


Cuicaco, Sept. 11—WGN and: $575,000 dressing-down (AA, Sept. 
WGN-TV, Chicago Tribune-owned | 10). 
stations, are scheduled to get a| One of the developers of the 
beefing-up which ought to make | NARTB tv code, Mr. Quaal moved 
for some hot radio-tv competition | to bring the two stations into code 
in this market. |conformance—and in the process 

In charge of the much- needed revealed how far they had wan- 
protein injections will be Ward | dered away from it. By the time 


ee who recently left Crosley 


FIRST 


—in total 
circulation! 


FIRST 
a 


FIRST 
—in advertising 
volume! 


LOWEST 
—cost per 
thousand! 


e 
ae 


BONUS ( 


*As reported to A.B.C. 
for first 6 months 1956 


—subject to audit. 


delivered 
to 
advertisers 


OUTDOOR LIFE 


) 196,144 (242) 


Key to the market of men—as big as all outdoors. 


e © SARASOTA «¢ 


BOSTON 


CLEVELAND © LOS ANGELES ¢ 


SAN FRANCISCO * PORTLAND, OREGON 


they reach complete conformance 
in mid-November, it appeared, the 
stations will have cut their com- 
mercial minutes per sponsored 
hour virtually in half. 


® This, said Mr. Quaal, will mean 
a loss to WGN Inc. of $575,000 in 
revenue, and he added: “I’m hap- 
py to lose that business.” On the 
radio end, “that business” includ- 
ed mail-order advertising, which 
will no longer be tolerated. For 
WGN-TV, it meant the end of 
“pitch” shows and of all “scream- 
ing,” “finger-pointing” and “hard 
sell” commercials. 

Others than Mr. Quaal were 
happy about it, he told a press 
group today. The stations have re- 
ceived a bale of congratulatory 
letters, including one from George 
McConnaughy, FCC chairman, and 
from Louis Brockway, exec vp of 
Young & Rubicam, praising the 
move as “genuine business states- 
manship.” 

More positively Mr. Quaal had 
things to say which sounded like 
quite a resurgence at WGN Inc. 


@ On the sales side, Mr. Quaal an- 
nounced a new split organization, 
with separate sales staffs for radic 
and tv in place of the present 
double-in-brass arrangement. He 
also said the New York office will 
be more than doubled. 

“We're going out for more na- 
tional business—there’s no ques- 
tion about that,” he declared. An 
additional channel for it, on the 
tv side, will be the new NTA Film 


Network set up by the film dis- 


tributor, National Telefilm Asso- 
ciates. WGN-TV is a key affiliate 
in that network, which starts 
feeding films for sale to national 
advertisers in mid-October. 


# On programming, Mr. Quaal 
was less specific, though he prom- 
ised “a lot of aggressive program- 
ming, live programming,” includ- 
ing a “very aggressive news set- 
up” oriented to local and regional 
news. 

Speaking of WGN Radio, the 
new director took a dim view of 
disc jockeys, currently the sta- 
tion’s main fare, and announced 
that “we’re going back to live 
dance band originations.” He also 
announced a candid new slogan 
for the station: “WGN Sounds 
Better.” 

But it was the tv end—still 
shrouded in mysterious program 
plans—which had the trade pon- 
dering. In Chicago—a video mar- 
ket characterized by rather indo- 
lent intra-media competition—a 
really strong “independent” could 
be quite a stimulus to both sales 
and programming. 


Hauser Heads Oil Committee 

M. S. Hauser, public relations 
director of Ohio Oil Co., Findlay, 
has been elected 1957 national 
chairman of the Oil Industry In- 
formation Committee, the petro- 
leum industry’s public relations 
program. Vice-chairmen elected 
are Kerryn King, Texas Co.; 
Dwight M. Hills, Sinclair Refining 
Co.; James M. Patterson, Standard 
Oil Co. (Indiana); Joe T. Dicker- 
son, Shell Pipe Line Corp., and G. 
Stewart Brown, Standard Oil Co. 
of California. John S. Cooke, 
American Petroleum Institute, was 
reelected secretary. 


Ed Gardner Joins JWT 

Ed Gardner, who created, pro- 
duced and starred in “Duffy’s 
Tavern” on radio and tv, has 
joined the creative production staff 
of J. Walter Thompson Co., New 
York. He will work on “Kraft 
Television Theater” among other 
shows. 


‘News-Press’ Takes ‘Parade’ 

Parade, Sunday supplement, will 
be distributed with the News- 
Press, St. Joseph, Mo., beginning 
Sept. 30. Parade will then be in 
48 newspapers. 
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blisher's Statement for March 31, 1956 
Ormsbee, National Representatives 
* Detroit * Los Angeles * San Francisco 
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OMAHA. america's cs Fastest 


Mwing Industrial Market! 


Long the leader agriculturally, the midwest has “arrived” industrially. 
OMAHA leads the way! 


Only Tulsa, Wichita and Los Angeles led OMAHA in rate of industrial growth 
between 1947 and 1954. *(The first U. S. Census of Manufactures 
was taken in 1947, the second in 1954.) 
Industry and agriculture together promise more stability and more spending 
in this area's bustling prosperity. Advertisers profit more everyday in this big, 
dynamic growth market. If you like expanding markets, don’t miss OMAHA! 

The World-Herald Sells OMAHA. This one single medium covers 100% of 
Omaha and 3 out of 5 families in all of the Nebraska-Western Iowa 103 county 
area, where 1.6 million people have more than 2.3 billion dollars to spend! 


*Not including the newest member of the OMAHA industrial 
center—Western Electric Company. Already abuilding, WE’s new 
$30-million plant will be manned by more than 4,000 workers. 
Market-wise, that means 12,000 more people and $15-million in 
additional retail sales for litan Omaha (over $10-million © 
more in wholesaling to Omaha business, too.) 


264,886 Sunday 
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Lambert Fills In Some Background 


Thoughtful advertising men frequently express their sorrow that 
there is so relatively little history and background available on the 
advertising business. Few of the giants of the business have both- 
ered to relate their experiences, their philosophies and their methods 
of procedure for the benefit of posterity. 

Perhaps the business is still too new to have developed a substan- 
tial literature of this kind. Perhaps successful advertising men are 
by nature men of action rather than philosophers, and would there- 
fore rather be doing something than writing about it. Whatever the 
reason, personal reminiscences are relatively rare in the business. 

The material from Mr. Lambert’s forthcoming biography which 
Apvertisinc AcE was privileged to present last week, dealing with 
the operations of Lambert & Feasley and the advertising of Lister- 
ine, is particularly interesting at this time, because Lambert & 
Feasley, the agency he founded, has always been pointed to as a 
shining or nefarious example (depending on who was doing the 
pointing) of a house agency. 

Mr. Lambert’s account of the formation and operation of the Lam- 
bert & Feasley agency doesn’t bother to discuss house agencies, al- 
though technically he makes a good case against Lambert & Feasley 
having started as a house agency. The facts are, he says, that he 
personally owned 100% of the stock of the agency, while also own- 
ing a substantial part of the stock of the agency’s client, Lambert 
Pharmacal Co. But house agency or not, Mr. Lambert makes it clear 
that he is still at heart an advertising man and a merchandiser. 

“It is my belief,” he says, “that when sales of a product and the 
advertising are running along on a level, a company can wisely 
spend an additional dollar on advertising even if that dollar brings 
in net only an additional dollar and one cent. This is treason to the 
old-line business man... 

“] shudder to think what would ‘have happened if we had run a 
stupid old-fashioned budget in the Lambert Pharmacal Co. A com- 
mittee of stuffy men and accountants would have sat around and 
said we will spend only the per cent of Listerine sales that we spent 
last year or perhaps a tiny bit more. And we would have probably 
still been earning $115,000 a year!” 

Would that more management men felt that way. 


Sears Makes It Unanimous 


The explanation given the Washington Advertising Club last week 
by Theodore V. Houser, Sears board chairman, of why Sears, Roe- 
buck & Co. is going into national advertising, seems to make the 
belief in the importance of the pre-sold brand unanimous. 

Sears and Montgomery Ward, as well as such important private 
brand merchandisers as A&P, have built up food and furniture, ap- 
pliance and other consumer durable goods brands which are identi- 
fied with, but not identical with, their retail outlets. There are no 
important Sears or Ward’s or A&P brands as such. 

Promotion of these private brands (as A&P has done with the Ann 
Page line, for example) therefore permits a private brand merchan- 
diser to play both ends against the middle. His local advertising and 
promotions pull customers into the store based primarily upon the 
appeal of the store name; while the national advertising of the cap- 
tive brand lends prestige to the branded product, and brings traffic 
into the store because that wanted brand is not available in other 
stores. 

Sears in particular is known to feel that it tends to lose customers 
as they move up the social and income scale, and the development of 
prestige brands could be an important weapon in broadening their 
appeal to that portion of the population which is disinclined to shop 


in Sears stores. 


| Gladys the beautiful receptionist 


—Martin Deane Wickett, Chapin-Damm Advertising, Sacramento, Cal. 


“Well, he said it was a business lunch and might be 2:30 before he 
returned. It’s only 3:15 now.” 


What They're Saying 


Detense of Gray Flannel 

.. We’re probably not going to 
make a lot of friends by speaking | 
up for some fellows at whom the) 
most caustic of the Democrats’ 
early campaign barbs now are be- 
ing hurled—“the Madison Avenue 
boys” of the advertising business. 

We honestly don’t know how 
much, if anything, professional 
advertising techniques had to do 
with the Ike victory in ’52, and 
we're similarly in the deepest dark 
about where they may fit in the 
GOP's ’56 campaign plans. 

We're just not concerned with 
whether either political organiza- 
tion, or both, may use “Madison 
Avenue” help in seeking votes this 
year. What bothers us is the 
reckless, destructive use of a low- 
brow political smear against the 
whole of the basically decent and 
vitally useful advertising profes- 
sion. 

The simple truth is that intelli- 
gently conceived advertising, in all 
media of mass communication, has 
been the mainspring of this coun- 
try’s vast economic development 
and, in no sma!! measure, of the 
country’s socia] progress... 

Advertising, devised by people of 
vision and ability, drives that 
whole, all-encon »assing economic 
and social engin: for the benefit 
of everybody. 

If your Jivelihood depends on a 
job in American industry or busi- 
ness, don’t let some political wind- 
jammer delude »ou into sneering 
at “the Madison Avenue boys,” 
who are working just as hard, and 
just as honestly, as anyone in pol- 
itics to make this a better country. 


—Editorial in the Reporter-Dispatch, 
White Plains, N. Y., Aug. 31. 


Honest Advertising 

I know as well as any critic that 
there is bad acivertising. And I 
know that there is dishonest ad- 
vertising. But I also know that 
there is a great deal more good ad- 
vertising than there is bad. The 
amount of dishonest advertising is | | 
minuscule in comparison to the | 


| amount of honest advertising. 
There is no greater percentage of 


| hucksters among advertising peo- 


ple than there are shysters among 


|lawyers or quacks in the field of 


medicine. 

Dishonest advertising is never 
lastingly successful. 

Businesses thrive only on re- 
peat orders, and you don’t get re- 
peat orders from people you've 
lied to, either in your store or in 
your ads. 

Thus the old saw to the effect 
that “honesty is the best policy” 
was never truer, nor more im- 
portant to keep in mind, than it is 
in the advertising profession in 
today’s economy. Because, more 
than ever before, you have to sell 
so many things to so many people, 
so many times. 


—Robert F. Carney, chairman of the 
board, Foote, Cone & Be 

fore the 15th annual Stanford Busi- 
ness Conference. 


Rosy Outlook 

...I look for many prosperous 
years. I think that this is virtually 
assured, thanks to the unique com- 
petitive spirit of our rapidly ex- 
panding population, and to the 
growing number of stabilizing in- 
fluences—such as those exercised 
through the Federal Reserve 
Board, the Securities Exchange 
Commission, the labor unions, So- 
cial Security legislation, tax ad- 
justments, unemployment insur- 
ance, employes’ benefit programs, 
et cetera, which now are function- 
ing as shock absorbers for the 
over-all economy. 


—Samuel Cherr, senior vp in charge 
of merchandising, Young & Rubicam, 
speaking to the agency’s mervhandis- 
ing staff. 


Third-Grader Objects 

I think that conventions should 
be taken off the air. Newspaper 
men put it in the paper, so why do 
they put it on tv? Each person 
complains about missing their fa- 
vorite tv show. 


—Bill Sonn (Third Grade), Wilmette, 
Ti, in a letter to the Chicago Sun 
Times. 
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Rough Proofs 


“Who'll get Esty’s Colgate busi- 
ness?” asks the headline. 

Or rather, who'll get Colgate’s 
Esty business? 


“Television,” says Theodore V. 
Houser, “is a medium which lends 
itself almost ideally to the exposi- 
tion of features in merchandise.” 

There’s no charge for the testi- 
monial. 


“Chun-King drive boosts Du- 
luth-made oriental delicacies.” 

Another great line from the land 
of sky-blue waters. 


The Massachusetts Department 
of Commerce is running an ad in 
Ladies’ Home Journal telling all 
about the advantages of living in 
the old Bay State. 

Never underestimate the power 
of a woman to decide where her 
husband is going to work. 


The Chicago Daily News talks 
about “the massive misappropria- 
tion of more than $1,500,000 of 
public funds in the office of State 
Auditor Orville E. Hodge.” 

It was so massive he couldn’t 
get away with it. 


It used to be that nobody loved 
a fat man. Now nobody loves an 
adman, especially if he can be 
made the political symbol of huck- 
sterism. 
e 


“Contest pulled 5,500,000 entries, 
Mercury reports.” 

This good news should be espe- 
cially cheering to Ed Sullivan as 
he recovers from the accident 
which smashed up his Mercury. 


The Weekly Star Farmer offers 
a report “timed to catch the first 
significant upturn in farm income 
since 1951!” 

Shouldn’t this be of some inter- 
est to the Democratic national 
campaign committee? 


AA's Washington editor reports 
that the Federal Trade Commission 
finds advertising ethics better, ex- 
cept in tv. 

It’s just possible that the fine 
industry code doesn’t work auto- 
matically. 

e 


Over 77% of the men in the 
Sports Afield audience, the ad 
says, use after-shave lotions. 

Are they really those out-of- 
doors he-men with hair on their 
chests? 

. 


“Chances are,” surmises AA’s 
Eye & Ear Man, “the conventions 
were dull to a lot of people.” 

With the probable exception of 
the Joe Smiths. 

- 


Gerard Lambert retired at 42 
with $25,000,000 garnered from 
the Listerine business. 

Who says “halitosis” is an un- 
pleasant word? 


Copy Cus. 
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To sell more Doctors 
concentrate in the 
DOCTORS' MARKET PLACE 


How can you tell which medical journal reaches 
and influences more doctors? One of the best 
ways is to observe how most of the manufactur- 
ers in the medical field select media. When most 
manufacturers who have been using the 3 mass 
-circulation medical journals concentrate in- 
creasingly in | journal it is sound evidence of 
sales producing power. Sales climb when you 
tell your product story in the doctors’ market 
place—where doctors “shop” for products like 
yours. 

To illustrate what is happening—here are 
comparative advertising gains (except classified) 
in medical journals for the 10-year period, 1946- 
1955. 


Medical Economics gained 


J.A.M.A. gained 


More manufacturers concentrate in 

MODERN MEDICINE 

To see the trend toward Modern Medicine in sharper focus, perhaps you 
would like to see how medical advertising agencies place space—or a break- 


down by products, by frequency of issue—or in any other way. If you're 
interested in the medical market, we'll be glad to help you with information. 


To Sell More Tomorrow . . . Concentrate in the Doctor’s Market Place 


MODERN 
MEDICINE 


The Journal of Diagnosis and Treatment 
Minneapolis, New York, Chicago, San Francisco, Los Angeles 
In Canada: Modern Medicine of Canada 

In Great Britain: Modern Medicine of Great Britain 
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Advertising Age, September 17, 1956 


Nielsen Network TV Ratings 
Two Weeks Ending Aug. 11, 1956 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience’ 
TOTAL HOMES REACHED 


Program 
$64,000 Question (Revlon, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
All Star Football Game (Pabst, Standard Oil, ABC) 
Lux Theater (Lever Bros., NBC) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 
What's My Line (Helene Curtis, Remington, CBS) 
Robert Montgomery Presents (S. C. Johnson, Schick, NBC) 
Gunsmoke (Liggett & Myers, CBS) 

Climax (Chrysler, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) 


PROGRAM POPULARITY} 


Program 
$64,000 Question (Revion, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
All Star Football Game (Pabst, Standard Oil, ABC) 
lux Theater (Lever Bros., NBC) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 
What's My Line (Helene Curtis, Remington, CBS) 
Robert Montgomery Presents (S. C. Johnson, Schick, NBC) 
U.S. Steel Hour (U.S. Steel Corp., CBS) 
Game of the Week (Falstaff, American Base Razor, CBS) 
Gunsmoke (Liggett & Myers, CBS) . = sctesrescessenseesees 


Nielsen Sia Audience** 
TOTAL HOMES REACHED 


Program 
Ed Sulliven Show Qinesintaseney ‘Geaion, CBS) . 
$64,000 Question (Revion, P. Lorillard, CBS) 
What's My Line (Helene Curtis, Remington, CBS) 
Gunsmoke (Liggett & Myers, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) 
GE Theater (General Electric, CBS) 
Charles Farrell Show (General Foods, CBS) 
Do You Trust Your Wife? (Frigidaire, CBS) 


PROGRAM POPULARITY} 


Program 
$64,000 Question (Revion, CBS) . - 8 ee ae Pree 
Ed Sullivan Show Qinesintereery Beaten, BS) 
$64,000 Challenge (Revion, P. Lorillard, CBS) 
What's My Line (Helene Curtis, a CBS) 
Gunsmoke (Liggett & Myers, CBS) . [Bele iesenctutiadaniatehi 
I've Got A Secret (R. J. Reynolds, CBS) 
Do You Trust Your Wife? (Frigidaire, CBS) 
Lux Theater (Lewer Bros., NBC) 
GE Theater (General Electric, CBS) 
Charles Farrell Show (General Foods, CBS) 


* Homes reached by all or any part of program, except for homes viewing only one 


to five minutes. 
** Homes reached during the average minute of the program. 


+ Percented ratings are bosed on tv homes within reach of station facilities and by 


each program. 
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Story, Brooks & Finley 
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America’s Best Read Advertising 


STARCH READERSHIP SCORES 


Noted Seen-Associated Read Most 


Men 56 52 
Women 35 27 


Bes. os 


is in TV GUIDE... 


€ 9 > Lawrence Welk, Danny Thomas and 


Bert Parks say: A new world of adventure is waiting for you... 


»- 


= a “ge 


The Success Car of the Year... di lly beautiful, dy lly powered. 


Discover the Difference in Dodge! 


Hos it occurred to you that there ore some 
things you've been missing becouse you haven't 
found time to discover the difference in Dodge? 


The difference is there—and it's wonderful! 

it starts with styling so fresh ond new thet your 
spirits lift every time you step into your new 
Dodge. The sweep of soaring Jet Fins is on 
invitation to odventure. 

Then there's the “Magic Touch” of Dodge push- 
button driving—teomed with the breok-owoy 


power of the Super Red Ram V-8 thot blozed 
@ trail of records no other car has ever equalled. 


There's @ world of difference in the feel of 
Dodge full-time power steering, the feel of 
Dodge Sofe-Guord power brokes, the fee! of 
the gliding Oriflow ride thot adjusts ovto- 
matically to every road condition. 


Won't you take time this week to discover the 
difference in Dodge? it can oll be yours in the 
low-priced Coronet Series — full-size, full-styled, 
full-powered. It's a wonderful buy. 


New 56 DODGE 


Dodge Dealers present: Danny Thomas, Bert Parks, Lawrence Welk—all on ABC-TV 


Every week TV GUIDE has 10,000,000 


primary readers. 


Of these, over 4,500,000 


noted this Dodge back cover ad. 
TV GUIDE is picked up, consulted, and read 


each week, more often than any other magazine. 
Complete, accurate program information give 


ads repeated exposure. Bright, 
interesting feature articles about the 


reader’s favorite source of entertainment provide 
a climate for more intense advertising readership. 


Note the intensity of readership in the above ad. More than half of TV GUIDE’s men readers 


associated the ad with Dodge automobiles. Better than one out of five read 50% or more of the body copy. 


If you want to get on the road to greater sales, send your advertising to TV GUIDE. 


More of your prospects will see it. 


America’s Television Magazine... 
Weekly Circulation 4,000,000 


National Advertising Office: 400 N. Broad St., Phila. 1, Pa., Phone: Rittenhouse 6-1600 . . . Adver- 
tising Offices in 30 cities including: New York, 625 Madison Ave., TEmpleton 8-4700 . . . Chicago, 
6 N. Michigan Ave., RAndolph 6-9470 . . . Los Angeles, 6277 Selma Ave., HOllywood 5-2103. 
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Three More Publications 
Announce Rate /ncreases 
National Geographic Magazine, 
Successful Farming and House 
Beautiful’s Building Manual have 
announced new rates effective 
next year. National Geographic 
will increase its advertising rates 
approximately 8.7% effective in 
March. Guaranteed circulation 
continues at 2,000,000. Successful 
Farming will boost its rates, effec- 


tive with the February issue, from | 
$4,000 to $4,500 for a b&w page and 
from $5,500 to $6,050 for a four- 
color page. Circulation base will 
continue at 1,200,000. 

House Beautiful’s Building Man- 
ual, issued semi-annually, will 
hike its bkw page rate from $1,000 
to $1,200 and four-color page from 
$1,500 to $1,800, effective with the 
March 19 issue. Circulation base 
remains at 150,000 per issue. 


The readership 
loyalty of : 


Every Elk is vitally interested in the Order. Every Elk owns 
a piece of The Elks Magazine. The result is loyalty you'll 
not find in most magazines ...a stabilized audience un- 
matched by newsstand-sold publications. Moreover, the 
1,152,497 Elks (Dec. 31, 1955 ABC) possess incomes far 


67% of Hardware 
Stores Tie in with 
National Ads: (SEP 


PHILADELPHIA, Sept. 12—More 
than two-thirds (67%) of 2,245 in- 
dependent hardware retailers tie 
in with manufacturers’ national 


advertising, according to a study | 


just completed by The Saturday 
Evening Post. 

The study was conducted in co- 
operation with the National Retail 
Hardware Assn., some of whose 
members were polled for the sur- 
vey. Of 3,400 names selected from 
the association’s membership list 
for the study, 66% returned the 
questionnaires sent them by the 
Post. 

Of the responding stores, those 
with larger volume tie in more of- 
ten with nationa! advertising than 
do the smaller stores. Of the stores 
doing an annua! volume of $200,- 
000 or more, 80% tie in with na- 
tional advertising. 


® About 59% of the stores spend 
less than $1,000 a year on adver- 
tising; 36.8% spend between $1,- 
000 and $5,000; 2.7% spend be- 
tween $5,000 and $10,000, and 1.5% 
spend $10,000 or over. 

Other data uncovered by the 
study: 60% of the hardware re- 
tailers have at least partial self- 
service; 53% prefer to have the 
manufacturer print the price on 
the merchandise; 46% prefer a 
space for the retailer to insert the 
price; less than 2% want packages 
without any space for price. 

Copies of the survey may be ob- 
tained by writing to Robert Shel- 
lenberg, The Saturday Evening 
Post, Independence Sq., Philadel- 
phia. 


above the national average. 


Bethco Names Mackes & Taylor 
Bethco Bedding Corp., Allen- 
town, Pa., has appointed Mackes & 
Taylor Advertising, Allentown, to 
handle advertising and publicity 
for its Spine-A-Liner mattress and 
Restcot, an office furniture piece 
covered with a leather-like mate- 
rial. Bethco is a division of Beth- 
lehem Furniture Mfg. Corp. 


~ 


the opinion makers 


There is really no such thing as 
duplication of media in advertising. 
Each magazine has its own person- 
ality. Each inspires a different state 
of mind and a different degree of 
responsiveness from its readers. 


Advertising Age, September 17, 1956 


Getting Personal 


Sydney G. Walton, vp of Kenyon & Eckhardt, San Francisco, has 
been appointed by Mayor George Christopher as a member of the 
city’s redevelopment agency ... Jack Allen, art director of Holst & 
Cummings & Myers, and Gig Gonell, art director of Guild, Bascom 
& Bonfigli, San Francisco, will teach two night-session courses in 
advertising layout at the San Francisco Academy of Art... 

Bob Chew, a member of the Chicago sales staff of Machine Design, 
celebrated Labor Day by winning the golf championship of Sunset 
Ridge Country Club in nearby Winnetka. The final match, on a 
medal play basis, saw Bob racking up scores of 78-74 for a total of 
152 for the 36 holes... 

Dick Lamoreaux (production manager of WOOD-TV, Grand 
Rapids) and his wife Arlene are parents of a 7-lb., 10-oz. daughter 
named Kathleen, born on Sunday, Aug. 26. There are three other 
children in the family... 


ANNIVERSARY TRIBUTE—On her 30th anniversary at Campbell-Ewald 

Co., Detroit, Elsie Diebold of the general administration department 

received a check and 30 roses from H. G. Little, president of the 

agency. Mrs. Diebold is the 15th person to reach the over-30-years 
mark in the company’s 45-year history. 


Dorothy Goodgion, West Coast publicity representative of Time 
Inc., and Bill Holman, advertising director of Sports Illustrated, are 
off on a Hawaiian honeymoon after their Sept. 8 marriage in Stam- 
ford, Conn. When they return, they say the search starts for a sec- 
ond-hand school bus for her two children and his five... 

Two agency account executives will be enjoying worth while 
prizes as a result of their garden facilities. Both participated in a 
sunflower contest conducted by Jack Wiley, promotion director of 
WRCV-TV, Philadelphia. Winners: Harold A. Bennett, of Tatham- 
Laird Inc., Chicago, who won an RCA Victor color set, and Chris 
Lynch of Ted Bates Inc., New York, who will get a black-and-white 
ae 


TENTH BIRTHDAY—Cake-cutting at an open house celebrating the tenth 

anniversary of Hugh H. Graham & Associates, New Britain, Conn., 

is handled by officials of the agency. Left to right are E. Morgan 

Kelley, senior vp and art director; Hugh H. Graham, president, 
and Marion E. Stalk, secretary-treasurer. 


Robert M. Rosencrans, vp of Sheraton Closed-Circuit Television 
Inc., and Marjorié Meyers of New Rochelle, N. Y., have announced 
their engagement... 

J. Warren McClure, business manager of The Free Press, Bur- 
lington, Vt., has been elected president of the Burlington-Lake 
Champlain Chamber of Commerce... 

Two first-time fathers in the Chicago office of The Branham Co. 
have been in the past couple of weeks, spreading news about their 
new offspring. Evelyn and Bob Maggiore became the parents of a 
daughter, Christine Joy, on July 25, and on Aug. 30, Joy Elizabeth 
was born to Helen and Peter Childs. All doing well... 

J. R. (Jack) Poppele, former head of the Voice of America, has 
been named a member of the Broadcast Advisory Committee. .. Dr. 
Wesley T. Hanson Jr., head of color photography at Eastman Kodak, 
has been selected as the first recipient of the Society of Motion Pic- 
ture and Television Engineers’ Herbert T. Kalmus Gold Medal 


Award... 
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SPORTS ILLUSTRATED won a big OK from the entire city of Oakland with its week-long “Spring Sports 
Carnival’’ last May. Instead of the usual time-worn “Dollar Day,” the Oakland Merchants Association invited 
SPORTS ILLUSTRATED to come out and usher in the Spring selling season. What followed was a retailer’s 
Mardi Gras. The opening sports car parade was lead by Mayor Rishell; the outdoor fashion show was attended 
by thousands; boat, clothes and furniture displays filled the down-town park areas; a sidewalk ‘‘Sport in Art’’ 
exhibition was held; sport celebrities performed; hundreds of window tie-ins blossomed out all over—the city was 
alive with the excitement of sport and SPORTS ILLUSTRATED. And the inevitable follow-up—sales. Wrote 
Cyril Magnin of Joseph Magnin Co., “Results exceed all expectations—traffic so heavy we had to hire extra 
sales help.’’ Oakland was one more in a continuing series of events which demonstrate how SPORTS 
ILLUSTRATED—through numberless store tie-ins coast-to-coast and through its audience of 620,000 of America’s 
most modern, style-conscious families—can dramatize the excitement of ‘selling with sport’’ in ways that 
bring new and immediate returns to America’s merchants, manufacturers and advertisers. 


ILLUSTRATED 


Selling with sport is everybody's business! 
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FUNCTIONS OF THE 
ADVERTISING AGENCY 


POLK 
MARKET 


OTHER 
MEDIA 


Counsel and 
Pianning 


Research 


en eS 


Creative 


a ae, ere 


Media 

Selection - v 
Checking 

and Billing Vv 


“PUNCTIONS OF THE 
AOVERTISING PUBLISHER 


OTHER POLK 
MEDIA MARKET 
Cireutetion 
compliation v v¥ 
Printing and 
Binding v Vv 
Addressing ¥-; Vv 
Mailing Vv v 


pply any yardstick of advertising to R. L. Polk & 

Co.'s advertiser-agency concept of Direct Mail, 

and you'll find that this dynamic new medium measures 
up—and goes beyond. 


This medium —which we have chosen to call The Polk 
Market —delivers impact, wins remarkably high readership 
and gets results because it lets you say what you want... 
to whom you want... where and when you want. 


The Polk Market is a medium that’s easy to use. It elim- 
inates the multitude of details and the repeated handling 
once associated with the use of Direct Mail. R. L. Polk & 
Co. integrates all the phases of direct mail publishing, 
operating precisely as any other publisher of advertising. 
The functions of the advertising agency using The Polk 
Market in behalf of clients are strikingly parallel to its 
functions with other printed media. Polk stands ready to 
counsel advertiser or agency at any step in the campaign. 


Beyond fulfilling the normal requirements of advertising, 
The Polk Market is the first and on/y national advertising 
medium which enables advertisers to identify—by name 
and address— practically all their potential buyers. 


The advertiser need only to define his potential buyers. 
Then The Polk Market, from its vast sources of social and 
economic information on 50 million Americans, can pick 
individuals who fit that definition and reach them by Polk 
Market Direct Mail. 

Because every individual so picked is known to be 


R.L. POLK & CO. 
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interested in the product advertised, the amazingly high 
readership of Polk Market Direct Mail is accentuated. 
And this high readership quickly translates into low cost 
per reader-prospect reached. 


The Polk Market, too, can be readily adapted to any 
distribution pattern—regardless of concentration or dis- 
persal of dealer outlets or prospects. 


The Polk Market can identify local dealers and supply 
them with names of potential buyers for sales follow-up. 


The Polk Market can provide copy space for a full and 
detailed product story without restriction on area. 


The Polk Market is the only advertising medium that can 
be accurately researched for results .. . that can prove its 
advertising, merchandising, and selling effectiveness beyond 
any shadow of doubt. 


Standard gross rates and specifications have been estab- 
lished by R. L. Polk & Co. when acting as the complete 
publisher for all integrated mail advertising programs. 
These rates apply equally to advertisers and their agencies 
and are fully commissionable to the agency. 

A Polk Market man will be happy to show you how 
The Polk Market can help you make all your advertising 
dollars work more effectively. Let us hear from you. 


OTHER POLK SERVICES 
Direct Mail Advertising + Couponing and Sampling Campaigns 
Mailing List Services + City Directories « Motor Statistics 
Shipping and Mailing Services . Polk's Bank Directory 


Premium Promotions e Contest Administration Services 
431 Howard St. 60 East 56th St. 
Detroit 31, Mich. * New York 22, N. Y. 


WoOodward 1-9470 TEmpleton 8-3900 
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New Popai Code 
Asks Labeling to 
Prevent Piracy 


New York, Sept. 11—The new- 
ly-adopted code of ethical trade 
practices for the point of purchase 
advertising industry seeks, among 


other things, to protect the sup- 
plier’s creative designs from pi- 
racy by clients, advertising agen- 
cies and other suppliers. 

The code was adopted by the 
Point-of-Purchase Advertising In- 
stitute, which includes most of the 
largest U. S. producers in the 
field, plus many rational advertis- 
ers and advertising agencies. 

In the code, Popai’s trade prac- 
tices committee recommends, in 
the interest of fair practice among 
competitors, that presentations and 
models submitted by members to 
clients contain a legend saying: 
“This is an original design sub- 
mitted as a confidential presenta- 
tion. The right to use same in 
whole or part thereof, is, and 
shall remain, the exclusive prop- 
erty of (supplier’s name and ad- 
dress) .” 

Popai is preparing a_ sticker, 
which will be attached to presen- 
tations and models by members, 
containing the Popai logotype and 
the member’s trademark. The 
sticker will have space for the 
member’s namie, address and phone 
number, plus project number, for 
whom developed, the date and the 
legend. 


® The code recommends that 
members avoid quoting on a 
sketch, model or previously-pro- 
duced display created by another 
supplier. When asked to quote on 
a sketch, model or previously- 
produced display which the client 
represents to be his own, the code 
urges, a specific clause in the 
members’ letter or proposal should 
say in effect: “We are submitting 
this proposal on a design which 
you represent to be owned by 
you.” 

The code also covers recom- 
mendations on creative effort, 
terms, warehousing, drop  ship- 
ments, claims, cancellations, billing 
clauses, late delivery clause, and 
an estimate and proposal clause 
saying, “In accordance with spec- 
ifications, terms and conditions of 
your proposal of (date)...” 

It concludes, however, that there 
are and will be “special situations 
and conditions which may require 
variations to the code of ethical 
trade practices.” 


® Norton Jackson, Popai’s execu- 
tive director, hails the new code as 
one of the most important steps 
forward in the institute’s 18-year 
history. The code was adopted 
after a year of discussion at 
Popai membership meetings in 
New York and Chicago and at 


know the 
Pittsburgh 
market... 


Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 


2 GATEWAY CENTER, PITTSBURGH 22, Pa. 
Count 11-0220 
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meetings of the trade practices,,campaign, and a get-acquainted one or more papers in the 15 ma-, maker of tv and radio receivers 

trade relations and executive com-| 2¢ sale will introduce Friskies cat jor cities in the eight states, No-| and hi-fi instruments. Mr. Reedy, 

mittees. food in Idaho, Montana, Utah, Wy- | vember through December. Distri- formerly advertising manager of 
oming, Colorado and sections of | bution begins this week. Ads will Rose Marie Reid, succeeds Robert 

Friskies Cat Food Moves Nevada, South Dakota and Ne- range in size from 1,200 lines in| H. Thompson, who was advanced 

Eastward from Pacitic Coast | braska. During the sale, when two colors for the introductory get-| to sales manager of the company. 

Friskies cat food, recently intro-| consumers purchase two cans of acquainted offer, to 200 lines b&w. 
duced on the Pacific Coast as a Friskies at the regular price, they | Erwin, Wasey & Co., Los Angeles,| Sylvania Names Lanigan 


companion product of Friskies dog | will receive a third can in a three-|is the agency. James J. Lanigan, formerly pro- 
food, will move eastward this|can sleeve for 2¢. The sale covers gram planning officer for the 
month. The Friskies line of pet| both the eight-oz. and 15-oz. can | Packard-Bell Names Reedy United States Information Agen- 
foods is produced by Albers Mill- | sizes. | William T. Reedy has been|cy, has been named a public rela- 


ing Co., a division of Carnation Co.,; The newspaper schedule calls named director of advertising of | tions project manager for Sylvania 
Los Angeles. A strong newspaper | for every-other-week insertions in| Packard-Bell Co., Los Angeles, | Electric Products, New York. 
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A&P SHOPPERS—THE WOMAN'S DAY AUDIENCE 
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Ia 


YOU DON’T SELL THIS WOMAN WITH THE 
she’s part of the 62% of WOMAN'S DAY readers 


Magazines that use the same methods for getting subscriptions 
(such as charge account lists, subscription crews operating in the 
same areas, etc.) inevitably wind up with overlapping circulations. 
The WoMAN’s Day circulation method, on the other hand, is unlike 
that of any other magazine. It does not have subscriptions. It does 
not have “newsstand” outlets. It is sold only in A&P stores, to 
A&P customers —a circulation that is made up 100% of voluntary 
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‘56 Hardware Volume 
Nears $2.9 Billion, 
Says ‘Hardware Age’ 


PHILADELPHIA, Sept. 11—Retail 


hardware sales in 1956 are ex-|of metal goods, especially appli- 


pected to reach an alltime high of 
about $2.9 billion, paced by boom- 


ing home ownership and demands is a reflection of spotty shortages 
of do-it-yourselfers, according to! in special types of steel resulting 


Hardware Age. 


The previous high for the in-! Hardware Age attributes the 


| 
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dustry—$2.78 billion—was set in 
1955. 


In its Sept. 13 issue, giving an 
outlook for the hardware trade, 
the publication predicts that retail 
prices will be higher this fall and 
that some tightness in the supply 


ances, may develop. The possibility 
of some shortages in metal goods 


from the steel strike. 


hard- 
contin- 
ardware 
 essen- 
chaniza- 
. includ- 

power 
ers and 


continued growth of re:.: 
ware store volume to (. 
ued diversification of 
stores as basic suppliers 
tials for the home, (2) n 
tion of many home chore 
ing the growing use 
mowers, trimmers, spra) 
chain saws. 


‘Collier's’ Gets New Face 

The Sept. 28 Collier’s will reach 
newsstands in a new cover. A new 
logotype will be in sans-serif hand 


lettering and will run across the 
top of the cover. Three large cover 
| against a white background. 


ARB Advances Shafer 
William Nelson Shafer has been 


7 


the American Research Bureau, 
Washington. He joined the western 
division of ARB a year ago from 
Burroughs Corp. Mr. Shafer will 
report to Roger Norman Cooper, 


-_ 


4 BIG GENERAL “WEEKLIES” COMBINED 
that Life, Look, The Post and Collier’s don’t reach 


single-copy sales! This explains why your ad in WOMAN’s Day 
reaches a tremendous audience of women that other magazines are 
just not able to reach—an audience made up of women who hold 
the purse strings, out shopping and in the mood to buy. You 
can reach these women, without waste or duplication, only 


with WOoMAN’S Day. 


GET YOUR A&P CUSTOMERS HERE 


woman's day 


the A&P magazine 


“SOTH STARCH’S CONSUMER MAGAZINE REPORT DATA 


lines will appear below it. Both| 9@ 
logo and cover lines will appear | (7 ™ 


named Pacific Coast manager of | ; 


MRS. MERRIOM (MIM) PIKE has been 

advanced to director of marketing 

and new product development of 

Lanolin Plus Inc., Chicago. She 

formerly handled merchandising 
and publicity. 


western division manager, who 
will continue to head the sales di- 
vision for the area west of the 
Mississippi. 


Powerful 50,000 watt 
KEX reaches a versatile 
audience and top-rated 
Barney Keep, ‘‘Big 5”’ 
deejay, can sell your 
product to this big North- 
west audience. 


The.Keep Time Show 
6:00 to 9:00 a.m. 
Monday thru Saturday 


School days are here again 
and more time is being spent 
in the preparation of meais. 
Radio is a constant compan- 
ion during busy fail days and 
KEX's powerfui 50,000 watts 
and popular ‘Big 5" deejays 
reach the constantly growing 
Northwest market. 

LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 

Coll Bob Rudolph, KEX Soles Mon- 


ager, CApito!l 2-1881; A. W. **Bink’* 
Dannenboum, WBC General Sales 


Manager, MUrray Hil} 7-0808, New 
York; or your nearest Peters, Griffin, 
Woodward, !nc., 


office. 


SESS HSHSHSSSHHSHSHSSEHHSHSHSHSHHHHESHSHSHSSHSHSSHSHHESHSEHHEHHHEHSHEHHSHEHSHEHEOHTHEHS HEHEHE SHEESH EOS EHOHSHESHSHEHEEHEHEEOEEEEE 
PS SSHSHSSSHSHSSHHHSSHHSHHHSHHHHSHHSHSHHESTHEHOHSHEHHSSTHHEHEHSHHESHHHTHESHEHE SESE SHEESH ESOOEOHEOHS ESSERE EEOSEOSEESSE 


bis ‘ a Pe eG BP cries =A a . Se i Pe Rae eA vy eo Goon ies § 
— ¢ : ; hart 3. +e a jae RS aes 
he. 4 ‘ Y yee 
ge 
ok. 9 jie aaa — ‘e) 
. ho we ' ¥ 
Sa ’ “ 
* ih gg SE. Crd “ 
aides Set Pe | Ke 
; — eee : — 
. , ai , oe i 
| } \ « 4 “ee _ ; ‘ 
: f “3 j 2 
Fy : oF ¥ 
it 5 & ta ; 
Hf wat e, Te ; 
} << 3 
H : cy 2) i 
a: | r 
j ‘ | ’ 
} je “ 
| | a ; a 
Se Be 3 | 
\ ee a ee ee CE EE Es ENS TA. OR Oe oes aS ROR! a “2, 
nf “ee £4 ot j 
e * ) ae 1 
one ania, | eS bees! ba} fy 
»4 el ~ ¢ sit ; oe 
ae : 
i. a 
' 
: a wa a —, 
af 
4 
: 
ee 
L 
\ ee 
j $ 
) ~ 
: 
, oy 
j 2 : 
{ 5 ane J TO qe eS, 
| i - aa on - ee 
{ o4 i 2 ~ « “ 
: . +o 3 i - - . 
. a. = ; Meade ~ Larrtid oe wes 
« : ae Be Aaah aac Sa ‘ 
" “se Y r ~ Viet: San : ae , : 7 % 
5 — if —— ae a ae ie Ss x 
2h} _ :} —— llc tt ‘ a oe 
at : ; — tS we ae . * 
re = ae gf a oe $F. a ce gs 
Figeet » a re. ae, ere 
7 : A MGT ey, a os 
, ¥ t » < eee ei. aa ae . 
’ < 4 { : < a 7 os " aes a Ping Tes ‘te : ~ ea : E, S - = 
es ‘ | ae qi ae = Aaenee tae cant fare ee 4 | ss 
TAT ater : aa ik et ee fie ‘ ne ae a 
; r ca a 7 me Cee ys ree ees se ae rh 
b: ak ia Tee = LS eer ae ba pee By 
ie ee eer AS Whe mee? rs 
/j ees : z 2 yg oS Skane ‘eh oes ae ee Cx Pri ae 
si ee ee 2 —_ rs 
; = a a 2 au i) 
7 . . ae _". 2 ae > Se a ‘ Lt a ae + 2 
y y . ee . — “eae ok Coes F a ee | ; 
ae 4 ‘<a a : a fhm : ea i Se aa . 
ni . } : ae ; i la eee 25 See: ei ‘ 
4 ri? | a o : es 5 = : i o 
S °F ea a ae be ae ee os See ie 
Pe; vate S \ fe ‘ eae ruR ae ee : = ie es 
ee ey fa J ii a ¥ oo a Ocoee ie ie , Zz t 
ae ae me aa a a est aie ae a > = bs St a 5 is vor 7 . 
= “ ee ; i ee. pan ga ieele ts i ‘ 3 
be en” ee Uf a ir a ;' : 
Ne ig a : —  * a “ Peer hk | eee Me ay | 
4 eee - eee cae oan a ce ee > ‘ , ee A ; 
ect te) Tan i ae ia ae i ee ee Bei eo: as 4 a * fee ’ 
; i .? ere ae — . — ee: ae te Breed a (ee a. oe atl i ah, : oe Ss 2 : re! 
wea a : ‘ ae hae ’ See a ere See “ a * ae v Eas 
, i oat e ee: Sag : 2.) a Petes Sl 2 eee , 
eae ae Ee Sa ae Po ee > eae wae 
> % eee Pa » a Bae a Sark: Rae caer - aime ¥ Be: : ¥ i. ‘ j 
‘ F é ‘ : ae ; al fe Bere Mg => Bae pr) 4 ae ot a - 
OS aa Peete " Pete ee ee eo” eae ene : 
wae ep : as ee ean caere oi hee hoa 1 Sie y 
} % . : r‘ et ase - eae fe ae ky ay e. “ 
: ye SS = ae anes Stee | —— St al “4 
Cc pg it he ’ a : ee ao ; 
ss te ae } / ae Pe i eer eas, ok ae — | A 
at : . —— # ene et Bie a fe? 4 
= oe tae v : g ie ‘a hee Suet ras i a “S ee > Re 
oS. ee - ee as Seige Z : ase a ae ; 
Ot 0: BAe: : o PS a 3 Sac a erate : PP Be” a ag 
—a— y - Me att Sei aamian ge a | ese — Pa. i 
_ Ly haa ,; a oi cae =o a — <a ne 
oe 7 t 7 Bas eet ee ee : eg oe a 
a " “ ze C me oe ae we es) ; + rs a i ae ae, ait * : i 
- AS a i 7 ate SF S| re * wn te ey 
et Sted ES os Se ae . 0g alll ° a a7 aot Saat a cM Pa 
> ch. 7 f om oH Pen pe, rs Mites * “tb fetes: > ed ad he ‘ 
a ORAS aa Pd < Rad | 2 ees Tpcae ey : opal * a Foe 
o “— - i — 4 Sees. ee ee SS Nas 
aa a 3 ’ Pe, ss : 7 a Bt ees 2 1 ee ae pe . Boe i, a ae abe 
a Fag? A, Oe +, z Sd sat ee es eit she wert ih fie ay “9 3 Sige Sa ie Rats So kay 
a ae eed 2. hee ee ar 7 oe : 2a r Ne oe : , 
Ps = : et iG oe ma ‘gy co {2 na ‘ie : Pee 1ST ie i 
7 = ewe Oi eae “ee Neat 7 tee =e an a Py 4 : 
Se ipa s, ame feo aoe ; ee 4 pear ne an on ‘ ee] . ome ke 7 
| 44 @ee fee gk 0 ES b Ser, Ce Sf 
oa 4 é a i a ae ry Ba in F : Bw A i eres. ax” . hee 
ery 7 ie ‘ %. he ite Nie a a. van oe ; “ ; es ae oe geo a ee, . 
0) ST ae PS es sate % +) cad ea og oe ane ee ks oe eee al . 
se et Snes 2 ee a | ae ae ee ee Be. tit et 
Ble Ce ae ae Nae a9 ak tee ‘i Oe sia oe: q. : ae ei 
Saree! ee ee a re Be ded a Tole meal *% : ee | aes a Bhan Sar re is 
ae tt eS ge 8 eae i a ’ ; aie ees oa bods i me a : 
cod a5 G BS “a Nes Ie = i oie no i ae & a Mc r re id ig meh ah 7 Mag ns — * hos 
ee fee te ee > lag ee ae ee cee eg: es te et : es BS | See 
I a aera Po Se ea : ove Sia woe E 5 i”? ae 
ees Sey ae gee eae ei ee eee nfs « eee, m, i a5 a a py : es : 
» ee ¢ ae ea. Saas: Masten Sag 1 SS ie eer — 4 4 * ‘oe Ae —_ - ya ace or - ae 4 = 7 er ‘f 
ae ry eee ee eer a Se are les BM 3 : ie yee ae ee N 
x ak 2 . Be ee Baer : . =* e ty he . ae ria ie ‘ © gate | 
ce bd: 9 pet ei es oe ee. Be ee ms i . sede ae’ at 
i ee ame So Pe icy aes ee os. a cr Meee ae > A - War 
ee ee - wees ex —— BAe he ing’ , ae i tae 4 Lalo ge ce 
; . i . h Pi ; E ii rs PS MB OS ae rie ; a ae ete a mens ee | iy 
{ a a ra PBy : 7 Es Mig 
>, 
he 
Pes 
Me : 
d 
| % 
a 
<i 
ag! 
"3 
< 
é. 
° fr 
Deter: - 7 - = 
bs ee a ‘ " ¥ ; 
; ‘ = 
ae ae 
¥ : > ae — SS 5 rine ae : 
i | PORTLAND, OREGON 
. cae ae ee Wee Comes Sis, Sel ct ‘ 
; i 0S Se 9: > cans. x 
in er Ae ae ref é 
‘ a Co) era ROAD LSTING- S 
-<eee Se cigs ug te oo wR SO TET 4 
4 oe i ae Pp, ING ess 
5 iia eh F Oo oe 
— i ee pee es oe ee ~~ 
i a - Severe. ‘eee : 
rn . & ° te. g a 
ses % > = =, 
r - ae ar St re : a a ¥ a 
2 piraie <a ea itaeics mk ae. |. ere Me ceo he : ae : : : ; Fe 
is eee eee Se eae SS, ze et Tighe ema AR ct ae ee Ls se ae ME caress, ce 7,3 a ; Spiga cS Oa to Dee bea: “Ss: Lite 
io Te ee 4 ee an mae ers; Bae 3 tay 5 en eres ee ee tg od ome ees ye aie Ge ee hs. >. en oS >. eee ips 3 SS ORS ee 


Business Paper Success Story ... 


New York, Sept. 11—Back in 
1867, the Peter Hayden Co. found 
its niche in the world of business 
by making the first iron hames for 
horse collars. These it decorated 
with silver. Today, the company, 
now known as Handy & Harman, 
is the world’s largest precious 
metal house. 

Fabricating precious metals— 
primarily for the arts—was long 
the company’s major activity. 
Then, about 20 years ago, its met- 
allurgists perfected a process for 
sealing joints with silver—a proc- 
ess that had first been used some 
5,000 years earlier to close copper 
sarcophagi. 

Perfecting the process was made 
possible by the alloys Easy-Flo and 
Sil-Fos, which had several ad- 
vantages: “Their free-flowing 
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SILVER AT WORK—Ads like this one, 
stressing the industrial uses of its 
silver alloys, are used in a wide 

range of business publications. 


temperatures were much lower; 
their fast brazing action offered 
big savings in time and heat; their 
low silver content—and the smail 
amount required to make strong, 
ductile, leak-tight joints—made 
them surprisingly economical to 
use.” 


® The introduction of these new 
items emphasized the need for 
vigorous advertising. Handy & 
Harman had used business paper 
space, mostly for silver for the 
tableware industry, but now the 
company was confronted by the| 
job of selling a wide variety of, 
manufacturing industries on two 
new items. 

F. T. Van Syckel, advertising 
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Ads Paved Way for Handy & Harman... 
Silver Alloys in Industrial Market 


manager, said the problem was/| bombs, rockets, planes, guns, tanks 
met “with case histories and hard-| and a lot of other equipment for 
hitting factual copy to prove the/the armed forces. 
economy of silver brazing.” He| “The company was one of the 
added that advertising was re-/first to get the Army-Navy ‘E’ 
garded as a must and that the| award; it received six in all. Con-| 
original campaign was continued | tractors came to us to learn about | 
on “a consistent and vigorous ba-/silver brazing. Use of our prod- 
sis, with pages—often in color—jucts skyrocketed. The increase 
telling the story.” 
The happy result was that man-/kept our advertising going, of 
ufacturers in one industrial field | course.” 
after another adopted silver braz-| In Bridgeport, the company’s 
ing as an answer to varied pro-| main plant produces silver for the 
duction problems. The refrigerator | jewelry and silverware industries. 
industry, for example, had been) In New York, in a six-story down- 
plagued with the failure of soft-|town building, the company com- | 


soldered joints as a result of tem- 
perature variation and vibration. 


® “Our biggest success came dur- 
ing and after World War II,” re- 
ported one company executive. 
“Silver brazing and alloys proved 
a godsend in the production of 
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bines gold with base metals to 
make karat gold of all finenesses. 
It also turns out gold and silver 
wire, silver paint, solders and a 
number of other products. 


® While advertising to the jewelry Conditioning, Heating & Plumb- 
trade continues, with inserts in the ing, Equipment News, Industrial 


leading business publications, 75% 


to 80% of Handy & Harman’s ad 
dollar now goes into promoting 
silver-brazing alloys. 


continued after the war, and we 


Hazard Advertising, New York, 
was appointed to handle the ac- 
count last month, succeeding Pet- 
erson & Kempner, which was dis- 
solved Sept. 1, as Henry Kempner 
retired. 

In addition to the agency shift, 
other advertising changes are up- 
coming for Handy & Harman. Mr. 
Van Syckel is retiring at the end 
of the year, and his assistant, Gar- 


|pears in publications including 
Automotive Industries, Aviation 
Age, Commercial Refrigeration, 
Design News, Electrical Manufac- 
turing, Electrical Equipment, Elec- 
tronics, Heating, Piping & Air 


Equipment News, Industry & 
Welding, Materials & Methods, 
Metal Progress, Metal Working, 
New Equipment Digest, Product 
Engineering, Purchasing, Steel, 
Refrigeration Engineering, Tool 
Engineer, Welding Engineer, Weld- 
ing Journal, Western Machinery 
& Steel World and Western Metals. 

When advertising to the jewelry 
industry, H&H uses Jewelers’ Cir- 
cular-Keystone, Manufacturing. 
Jeweler, National Jeweler, Pacific — { 
Goldsmith and Metal Finishing. | 


ry Van Haste, with the company 
for 14 years, will succeed him. | 
Brazing product promotion ap-| 


® Direct mail is important, too. 7 
Handy & Harman each year turns ~— 
out a four-page external house or- 


questions on reader- 
ship and duplication 
in your own words—the 
way you want to ask 
them. The sample letter 
illustrated above is 
only a suggestion. 


SILVER AT PLAY—Handy & Harman) 

uses pages like this in jewelry) 

trade publications to promote the 
consumer end of its line. 


We Will Pay For Your Survey 
On Petroleum Publication |; 


5) eet 


Step by step, here’s how 9 Compile your own list 3 
you can use our sur- of prospects and cus- 

vey offer. Write your tomers... inany or all 

own letter. Ask the divisions of the petro- 


leum industry, any 
occupational group, or 
in any geographic 
area. Send your sur- 
vey to the same men 
you want to reach in 
your advertising. 


Enclose a postal card 

or a stamped, self- 
addressed envelope for the 
reply. Include the cost 
of this item as part of 
the cost of your survey. 
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gan. It mails 40,000 copies of this 
to support the 55 national distrib- 
utors, who cover the U.S. with 2,- 
000 salesmen. (H&H has its own 
force of 25 salesmen, who work 
closely with the distributors.) In 
addition, two mailing pieces are 
sent to dealers every year. 


Conway Named KPOO G.M. 
Walter Conway, formerly man- 
ager of KSAN, San Francisco, has 
been named general manager of 
» new San Francisco-Oak- 
land radio station which will start 
broadcasting in October. Grant 
Wrathall, owner of KPOO, said the 
station will be a music and news 
operation with major emphasis on 
reaching the Negro market. KPOO, 
which will be a 10,000-watt sta- 
tion, is now asking FCC for ap- 
proval of new call letters. Tem- 
porary office for the station is in 
the Monadnock Bldg., San Fran- 
cisco. 


Lewis Leaves Art Studio 

William C. Lewis, vp and direc- 
tor of Lewis & Hoover, Chicago art 
studio, for the past 10 years, has 
resigned and will open his own 
business in the home construction 
field. Edward W. Kern, vp and 
sales manager, has been elected a 
director to succeed Mr. Lewis. 
Robert L. Hoover continues as 
president. The studio has moved 
to new offices in the Prudential 
Bldg. 


Huser to Potter & Brumfield 

William A. Huser has been 
named advertising manager of 
Potter & Brumfield, Princeton, 
Ind., manufacturer of electrical re- 
lays and a subsidiary of Ameri- 
can Machine & Foundry Co. Mr. 
Huser formerly was ad manager 
of kitchens and builders of Cros- 
ley & Bendix division, Avco Mfg. 
Co. 


e 


61% of SMI Members Boosted Budgets in ‘55; 
39% Now Use Stamp Plans, Study Finds 


Cuicaco, Sept. 11—Six out of ten | | $2,000,000 to 13% for large com- 
members of the Super Market In- ‘panies with sales above $50,000,- 
stitute who participated in the | 000. 


eighth annual SMI survey boosted |" 


their advertising expenditures in|s The use of trading stamps in 


1955. 


SMI stores jumped sharply last 


The new survey, released last! year, according to the survey, with 
week, disclosed that 20% had the 39% of the companies now offer- 
same ad budgets as in 1954, while | ing stamps to their customers— 


19% reported lower ad expendi- | 
tures in 1955 as compared with the 


previous year. A total of 371 com- | 


panies and 3,615 stores—about half 
the SMI membership—answered 
the questionnaires. 

SMI members reported an aver- 
age sales gain in 1955 of 14% over 
54, about the same rate as in the 
previous three years. Sales gains 
again varied with the size of the 


more than double the number in 
1954. 

Medium-size companies still are 
the strongest users of stamp plans, 
but stamp deals now are estab- 
lished in all size groups, with the 
larger companies entering the pic- 
ture just last year. 

Stamp users averaged a sales 
gain of 17%, as compared with an 
11% gain for stampless stores. 


companies, ranging from 19% for | Identical stores with stamp plans 
small companies with sales up to showed sales increases of 6%, as 


Readership 


Tabulate your own re- 
turns. See for yourself 
(1) which petroleum 
publication your pros- 
pects read — in order 

of preference —and 

(2) compute the duplica- 
tion —and the cost — 


An advertiser — more than anyone else — knows who are the 
Right Readers for an advertising message about his products and 


services. 


For the fifteenth consecutive year, we have a standing offer to 
pay the cost of a readership survey in which the advertiser selects 
his own list of names, writes his own letter, tabulates his own 
returns, and sends the bill to us for payment — win or lose for us. 

According to previous surveys, advertisers find that The Jour- 
nal alone will reach 78 per cent of their customers and prospects. 
Adding the second petroleum publication affords only 12 per cent 
additional readership, and only 4 per cent additional, unduplicated 


readership is obtained in the third publication. All of the other 
miscellaneous oil publications will only add 6 per cent additional 


readership. 


Thus the number of additional (unduplicated) readers becomes 
smaller as each successive publication is added — while the cost 
of reaching them becomes proportionately higher. Concentrating 
your advertising in The Oil and Gas Journal is the most effective, 
the most economical, and the most reliable means of reaching the 
whole oil industry. Do a dominant, impressive job first in the 
leading publication, before spreading your budget too thin in 


30-odd other oil papers. 


Your Journal representative will be glad to tell you more about 
“concentration,” show you other advertisers’ surveys, and explain 
how you may make your own survey without cost or obligation. 


tabulation. We'll pay, 


win or lose —no strings 


attached. (Offer is 
limited to not more 


than 10c per letter, not 


to exceed 500 letters. ) 


Send us the bill and a 
copy of your survey and 
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compared with a 1% sales jump 
for non-stamp stores. 

A total of 85% of those quizzed 
disclosed higher total sales in '55 
over °54; 13% had lower sales, 
while 2% were about the same. 
Nearly 50% of the members said 
they had a higher net profit ratio 
before taxes; 39% had a lower net 
profit and 11% reported profits 
the same. These figures were the 
same for net profit ratios after 
taxes. 

The prepackaging of fruits and 
vegetables is. on the increase with 
SMI members. The survey revealed 
that 51% of the member companies 
now are selling all or nearly all 
fresh fruits and vegetables pre- 
packaged in 30% of all SMI stores. 


Canada’s Cigaret Sales Up 
According to the Canadian Bu- 
reau of Statistics, excise stamp 
sales indicated that 13,439,280,000 
cigarets were withdrawn from 
manufacturers’ stocks in the first 
six months of 1956 as compared tc 
12,336,718,000 a year earlier—a 
boost of nearly 9%. Tax-paid with- 
drawals of cigars increased 6.1%, 
but cut tobacco declined 10.6%, 
and plug tobacco was 18% lower. 


Offers Ad Production Course 

Pace College, New York, will of- 
fer a course in advertising pro- 
duction this fall, featuring student 
participation in ‘every aspect of 
production. 


Weve Moved 


© TOP POWER 


316,000 Watts 


e TOP ELEVATION 


2,000 Ft. above average 
terrain - 3,936 Ft. 
above see level 


© EXCLUSIVE CBS 


For 32 years, WDB] has been the 
favorite name in Radio in Western 
Virginia. Now—it’s TOP HEIGHT 
—TOP POWER for WDBJ-TV 
—with exclusive CBS affiliation and 
top rated programming. Let estab- 
lished audience, plus maximum cov- 
erage, plus finest facilities and talent 
work for you. 

WDBJ-TV is now at maximum 
power and height—backed by a pow- 
er-packed viewer program 


throughout the coverage area! 
Ask Peters, Griffin, Woodward! 
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ther roleu ston—802 Sterling Building 
one ’ ‘ at " Dallas—1238 Mercantile Bank Building 
publications. @ Los Angeles—650 South Grand Avenue 


® Philad elphia—1509 Land Title Building 
Chicago—105 West Madison Street 
Pittsburgh—106 a ng a aa sae We naa 
—_ ers, nm, oodw ine, 
England—15 Grafton Street, patioanl Raptors a 


| Plnscis.ct eel 


| &g 
ee - 8 
a ed i 
| TTT | 
ee 
PT a 
| rr 
| ee : 
: | ‘ 
. 
TO os s 
(a a ae 
— THE “F e : 
a gta \ ' : ef ’ fee + 
oe P Wt ie llUeltCi 
alt i ts % se) & 
he” BS) ees 4 ra | FG 
le jog es |lClté‘éaS 
i | a aia | ._ FF aw Oo 
& ‘a de he fae 4 ee i a — = ——— =} a ac = Hl 
* ee t | ree - . : 
BS ‘ ee ES é ; : 
> .~ hand a ‘ ‘ 5 
14 a : 
Pe a 
_— WDBI-7i~ 
: ies leg I, he 
| 2 


24 Advertising Age, September 17, 1956 


MICHIGAN FOOD BROKER COUNTS LANSING HIGH 
ww 


of Don H. Wallace a | Wasuincton, Sept. 11—Popula- 

: | tion experts of the Census Bureau 
;came up with a report last week 
which indicates that there may be 
'an increase of nearly 20,000,000 in 
the number of U. S. households by 
1975. 
The new publication, which re- 
places a similar report released in 
| December, 1952, makes four sep- 
arate series of projections, each as- 
suming different rates of family 
formation. 
| Under the most favorable cir- 
| cumstances, it says, the number of 
| households could increase from the 
47,788,000 reported in April, ’55, to 
67,378,000 by 1975. The bureau’s 
lowest projection is 61,584,000 by 
1975, while its two moderate pro- 
jections indicate 64,312,000 or 66,- 
480,000 families. 
| The maximum 20-year increase 
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| U.S. Will Add Average of 1,000,000 New 
Families per Year, Census Bureau Predicts 


of 20,000,000 by 1975 would com- 
pare with an actual increase of 
17,883,000 in the 25 years between 
1930 and 1955. 


® While economic conditions and 
other factors enter heavily into 
the ultimate rate of household for- 
mation, one of the bureau’s major 
assumptions hinges on probable 
marriage rates. As a basis for its 
projections, the bureau’s staff es- 
timated that the number of mar- 
ried couples, which totaled 37,600,- 
000 in 1955, will grow to between 
48,200,000 and 50,600,000 by 1975, 
a gain of 11-13,000,000 in the 20 
years. 

The annual increase in number 
of married couples has averaged 
only 291,000 during the 1950-1955 
period, but it is assumed it will 
zoom to between 722,000 and 857,- 
000 in the early 1970s. The first 
large increase is anticipated be- 
tween 1965 and 1970, when women 
born between 1945 and 1950 begin 
marrying for the first time. 

For all families—which means 
related groups of individuals, as 
well as married couples with chil- 
dren—the bureau forecasts an in- 
crease from the present 41,900,000 
to between 53,700,000 and 55,800,- 
000. The series does not anticipate 
any substantial variation in aver- 
age size of household or family. 


® In projecting the total number 
of households, the bureau antici- 
pates the 47,788,000 reported for 
April, 1955, will increase to be- 
tween 50,499,000 and 51,838,000 by 
July, 1960. By 1965, the forecast 
calls for between 53,345,000 and 
56,145,000. And by 1970 total 
households should climb to be- 
tween 57,110,000 and 61,378,000. 

The bureau cautions that num- 
ber of households does not neces- 
sarily guarantee a market for 
housing. Many factors—ranging 
from economic conditions to mi- 
gration rates and demolitions—in- 
fluence the volume of housing in 
each community, the report notes. 

“Projections of the Number of 
Households and Families: 1960 to 
1975,” Series P-20, No. 69, can be 
obtained for 10¢ from Office of 
Information, Bureau of the Census, 
Washington 25, D.C. 


Luzianne Coffee Moves North 
After Success in Baltimore 
Luzianne coffee, a product of 
Wm. B. Reily & Co., New Orleans 
coffee roaster, is moving into Phil- 
adelphia, hoping to repeat its Bal- 
timore sales performance that 
placed it in second position among 
the leading coffee brands. Reily, 
eyeing the potential market for 
Luzianne in northern cities, five 
years ago opened a small coffee 
roasting plant in Baltimore and 
appropriated a $1,000 advertising 
test budget. Roman Advertising 
Agency, Baltimore, was named to 
handle local advertising for the 
coffee. Television advertising was 
followed by newspaper and radio 
promotion. Distribution expanded 
te Washington, Roanoke, Lynch- 
burg, Richmond, Charleston, Hunt- 
ington, Wilmington and Chester, 
and the company built a larger 
Baltimore plant. 
The Philadelphia drive, which 
broke Sept. 12, is using 54 large- 
space newspaper ads in Philadel- 
phia, Wilmington, Trenton and 
Camden. Television and _ radio 
spots, plus point of purchase and 
merchandising aids, will support 
the drive. Roman is also handling 
the new drive. 


‘Everywoman's’ Boosts Carroll 
Derek J. Carroll, a member of 
the New York sales staff since 
1953, has been named eastern ad- 
vertising manager of Everywom- 


an’s Magazine. 
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Skeptics outside the industry told us, five 
years ago, that we couldn’t make it. A daily 
newspaper in the petroleum field just wasn’t 
feasible, they said, and cited many reasons 
in support of their argument. 

Leadership men inside the industry spared 
us the effort of rebuttal. Before the first issue 
was published they came forward, 5000 
strong, with congratulations, good wishes 
and advance subscriptions (at $25 a year and 


ZA 
a 


LEADERSHIP: Before The OIL DAILY was established, a petro- 


THE FIRST FIVE YEARS. 


od be Y «4 REPORT To THE © 
7 _ SKEPTICS WHO SAID_ 


“BY KEITH J. FANSHIER, Editor-Publisher, THE OIL DAILY 


—"on location” to give Oil DAILY subscribers first-hand coverage of the most 
significant oil news of the day — developments in the Middle East-Svex crisis. 


up to $65 for air delivery)...a circulation 
figure that was to double within two years. 

Five -exciting years have passed since 
then—time enough, we think, to establish 
quite firmly the need for, acceptance of 
and permanence of the National News- 
paper of Petroleum. As a fifth anniversary 
report, we give you a rundown of what's 
happened in the five years past, and what 
we are planning in the five years ahead: 


trends and competitive activities. Alone of all petroleum publica- 
4 leurn publication made a “blind” survey of reader preferences in  _ tions, The OIL DAILY has provided this essential service through 
; its field. A top oil company man named the publications with _ full-time news bureaus or reporters in every important producing, 


which Keith Fanshier and Milburn Petty were associated, and _ refining and marketing center, and editorial attendance and daily 
' added this postscript: “I don’t know who’s sponsoring this survey, reporting of industry meetings (147 meeting days in 1956 alone). In 
but watch out if Keith Fanshier and Milburn Petty* get together.” return, the decision men of petroleum have given The OIL DAILY- 


prestige, respect and confidence in so short a time. 


READERSHIP: The management men of petroleum—the fastest- 
) moving, most free-wheeling industry of them all—are forced to 
make many of their decisions daily, even hourly. To do this they 
must have immediate, reliable, impartial news. News of what's 
going on in all sections of the industry and in competitive indus- 
tries. News of what governments and other legislative bodies are 
thinking about and doing. News of labor developments, financial 


*Milburn Petty is Associate Editor of The OIL DAILY, and Chief 
of its Washington Bureau; also Vice President, OIL DAILY, Inc. 


Whether or not the compliment was deserved, this is true: Never _ the thorough, thoughtful readership which is the first requirement 
in business paper history did a publication achieve industry-wide of advertising effectiveness. 


ADVERTISING: The OIL DAILY crossed the million line 
advertising mark in its third year of service—a‘mark of advertising 
acceptance rarely, if ever, achieved in business publications. The 
advertising curve has continued to move upward ever since, as 
more and more equipment, service and supply people discover that 
thoroughgoing advertising calls for more than saying the same things 
to the same people in the same kinds of conventional media...that 
a program is complete only when it includes coverage of the men 
who make the final decisions in plans, specifications and purchases. 


i‘ -. THE NEXT FIVE YEARS 


Where does The OIL DAILY go from here? We know of no better “The OIL DAILY, with five solid, eventful, productive years to its 
way to answer this question than to quote from an editorial in our _ credit, pledges that in the next five it will perform still greater service 
September 5th issue. to its readers. This service will be in the finest traditions of news 


“Petroleum industry management, large and small, faces tests, 24 editorial values. 


pressures, perils — but also opportunities — unprecedented in all “Moreover, the entire petroleum industry can expect to benefit, 
its history. Thus the next few years will present the industry with even more than heretofore, from our vigorous assertion of an articu- 
its greatest challenge. late editorial leadership, with a strength known and respected in 
“In turn, The OIL DAILY feels that it, too, has a challenge: 
helping the industry to meet its own challenge. 


this industry and in business publishing alike.” 


Pp To ADVERTISERS 
The Olt. DAILY offers unique valves that you'll wont 


to ponder carefully in 
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making up your 1957 sched- 
ule. A call to our nearest advertisi office 
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Great Debate of | 


CBC vs. CARTB 
Moves to Ottawa 


(Continued from Page 3) 
The Fowler Commission, fol- 
lowing its hearings in Montreal, 
will now sit in Ottawa until mid- 
October. New briefs will be sub- 
mitted by the two major organiza- 
tions involved. CBC and the Ca- 
nadian Assn. of Radio & Television 
Broadcasters are expected to bring 
in rebuttals to arguments heard at 

earlier sittings in the spring. 


® The commission’s report is ex- 
pected to be submitted to Parlia- 
ment early next year. 

The submission seeking a reg- 
ulatory body for Canadian broad- 
casting was submitted by the Ca- 
nadian Chamber of Commerce, 
which represents more than 1,700 
local chambers across the coun- 
try. The chamber’s brief rein- 
forced previous demands—notably 
from the CARTB—for a new tri- 
bunal. 

“The Canadian Chamber of 
Commerce,” it said, “believes in 
the principle that no person or or- 
ganization in any field should be 
both competitor and regulator.” 
Private operators contend that the 
CBC both rules them and com- 
petes with them; CBC says it isn’t 
in competition. 


® The chairman on the proposed 
regulatory body, the chamber said, 
might be chosen from the judici- 
ary, with its members drawn from 
the public at large. Chairman of 
the present nine-man board is 
A. D. Dunton, who was a news- 
paper man when he took on the 
job. 

The chamber was critical of 
federal tv policy that retains a 
half-dozen major cities for CBC 
television and restricts other 
points to single-station private 
operations. : 

It said this denies freedom of 
viewing choice to Canadians. It 
was at this session that the com- 
mission was accused of being bi- 
ased in favor of the CBC. W. F. 
Macklaier, of the Montreal Cham- 
ber of Commerce, said at one point 
that the commission was not im- 
partial in its attitude. There were 
sharp exchanges between Messrs. 
Macklaier and Fowler. 

Mr. Fowler hammered hard at 
Mr. Macklaier to try and draw 
from him or other representatives 
of the chamber some “specific in- 
stance” in which the CBC had 
been unfair or unjust to private 
stations in the exercise of the 
powers it now holds. 

Mr. Macklaier kept saying that 
he had no specific instance and 
that none was required. It was the 
general principle he was attack- 
ing. 


= Late in the hearing, under pres- 
sure from Mr. Fowler and legal 
counsel for the commission, he 
said that he seemed to sense in the 
commission “a certain abhorrence 
to the whole idea of a separate 
regulatory body.” 

Mr. Fowler hastened to assure 
him that this impression was not 
correct. The objective of the com- 
mission, he said, is to get a clear 
picture of exactly what the vari- 
ous groups coming before it have 
in mind. 

The commissioners gave the 
brief of the Canadian Chamber of 
Commerce a generally rough pas- 
sage. 

They questioned the major 
premises of the chamber that there 
is a basic conflict of interests be- 
tween the CBC and private radio 


stations and that the position of | 


the CBC is therefore one of being 
“judge and jury and prosecutor.” 


Mr. Macklaier said it is possible 
for the CBC now to “pick on” an 


ter Canadian-produced programs, 
the Societe d’Etudes said, “Steps 


individual private station. “What’s must be taken to prohibit in a rig- 
the difference between the CBC |Orous way a too large proportion | 


and any other body picking on it?” 
the chairman asked. The result, he 
said, would be the same. 

But the equally powerful Que- 
bec Home & School Assns. was 
just as emphatic in backing the 
CBC, The group said the corpora- 
tion had emerged in response to 
distinctly Canadian needs and 
should be allowed to continue as at 
present. 


® Three separate French-language 
groups put before the Fowler 
Commission demands for better 
CBC programming and full radio 
and television service to all 
French-Canadians. 

Separate petitions came from 
the Societe d’Etudes et Confer- 
ences—a Quebec women’s cultural 
group, the Canadian Assn. of 
French-Language Teachers and 
the French-Language Weekly 
Newspapers Assn. of Canada. 


{of American programs] on Ca-| 
nadian television screens. 
“Canada has not the right to al-| 
low itself to become threatened | 
with cultural annexation [by the} 
U. S.],” the society said. 


® The French weekly newspaper 
group said CBC, as befits its past 
efforts to promote Canada’s twin 
cultures, must provide French ra- 
dio and tv service in all 10 prov- 
inces of the country. To accom- 
plish this aim, the weeklies’ brief 


added, production should be de-| 
centralized. (At present most Ca-| 
nadian tv production is in either) 
Montreal or Toronto.) 

Greater care should be exer- | 
cised over the morality of some 
programs; the sanctity of the} 
home and family life must never | 
be ridiculed or debased on televi- | 
sion, the commission was told. 


In its request for more and bet- ® This observation was made in a 


ee 
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Roman Catholic parish in Montre- 
al. 

“Protection of the family de- 
|mands that every program shown 
viewers be morally correct and 
|that a healthy vigilance be used 
to discard sketches, scenes, con- 
versations and attitudes that might 
weaken family spirit,” the brief 
| declared. 

The brief warned against vulgar 
|episodes in light television enter- 
|tainment, such as in musicals. It 
ifound fault with strapless gowns 
worn by women on tv. They 
should be banned, it said, pointing 
out that “strapless dresses do not 


DON BELDING, who retires as chair- | S¥it all women.” 
man of the executive committee of : 
Foote, Cone & Belding next Janu- # A different view was taken by 
ary (AA, July 9), has announced | -“* Editions de l’Hexagone, a 


: : | Montreal publishing house special- 
that he will be a candidate for the izing in the works of young and 


office of mayor of Los Angeles in relatively unknown writers. 
next April’s election. The publisher's brief stressed 
seine | that freedom of speech and action 
}in the arts must be maintained at 
50-page brief presented by a group all costs. Citing “numerous pro- 
representing some 25 organizations tests from organizations,” it assert- 
of men, women and children in a_ ed that “in our opinion it would be 


Trousands 
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~ ELECTRONICS CIRCULATION 


— ELECTRONIC SALES (Factory Price) 
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a vicious circle if the CBC showed 
itself too sensitive to these pro- 
tests...” 


® Federal legislation empowering 
the provinces to set up their own 
radio and television networks was 
recommended by the Montreal 
branch of Quebec’s big Societe St. 
Jean Baptiste. The French-Cana- 
dian society referred specifically 
to education as one field in which 
the provinces should be permitted 
to broadcast. 

Mr. Fowler pointed out that this 
would cost a lot of money. 

Eugene Therrien, president of 
the society, said that it could be 
financed by Quebec taxpayers 
alone. 

“We could pay for it the same 
way as we pay for other things we 
cherish,” he said. “After all, we do 
have a provincial income tax.” 


Wimpy International Formed 
to Merchandise Hamburger 
Wimpy International Inc. (Del- 
aware) has been formed to mer- 
chandise the Wimpy hamburger 


throughout the world by Edward 
V. Gold, president of Wimpy 
Grills Inc., Chicago, and J. Lyons 
& Co. Ltd., London. Wimpy Grills 
introduced the American ham- 
burger in London three years ago. 
J. Lyons Co., which produces and 
exports food products and operates 
a catering service, operates Wimpy 
shops in greater London. The new 
company is considering issuing 
licenses employing the Wimpy 
shop design, equipment and form- 
ulas. 

Wimpy Grills, founded in 1934, 
operates retail shops in New Eng- 
land, the midwestern states and 
California. Wimpy International 
will maintain offices in New York, 
Chicago and Cadby Hall, London. 


Magnavox Divisions Move 
to Rothbardt & Haas 

Magnavox Co., Fort Wayne, Ind., 
has appointed Rothbardt & Haas 
Advertising, Chicago, to handle ad- 
vertising for its Spartan division 
and Sentinel subsidiary. Foote, 
Cone & Belding, which formerly 
handled the entire account, con- 


"Why: Thanks, Dad’ 

‘New. “York, -Sept. 12—No- 

‘ bédy’s fools, fhose guys and 
gals belonging to the Assn. of 
Advertising Men & Women. In 
a survey, they listed, as fol- 
lows, five attributes they’d most 
like to acquire in a program 
of self-improvement: writing 
ability, ability to think up new 
ideas, knowledge of production 
techniques, a wide vocabulary 
and—get this—connections. 

In the same survey, results 
of which were announced in a 
speech by George H. Allen, 
sales promotion director of Mc- 
Call’s, the membership figured 
the ad business offers more op- 
portunity and less security than 
any other. 

That insecurity maybe ex- 
plains the yen for “connec- 
tions.” 


tinues to handle all Magnavox ad- 
vertising. 


‘Scotch Glut? Weel, 


Noo, Laddie, It's a 
Wee Bit Hard to Say 


New York, Sept. 13—Charles A. 
Berns, board chairman of 21 
Brands, returned from Scotland 


yesterday and predicted a shortage | 


of brand-name Scotches “in the 
foreseeable future.” Mr. Berns’ 
company imports Ballantine's 
Scotch. 

In an interview published today 
in the New York Herald Tribune, 
Mr. Berns claimed the growing 
popularity of Scotch in the U.S. has 
caught the distillers in Scotland 
by surprise. He said it is likely 
that “supplies will be insufficient 
to meet the ever-increasing de- 
mand.” 

Mr. Berns, however, was neatly 
contradicted in a lengthy report 
from Scotland running in today’s 
Wall Street Journal. Writing from 
Edinburgh, reporter Frank Linge 
noted that output of Scotch is now 
so high that it is “outrunning cur- 


HOW TO GROW 
with a GIANT 


... keep pace with a $6.8 billion industry In electronics 


It took a half century for the electronic industry to grow to 


its present giant size! 


But you can grow right along with this giant, starting NOW. 

Your advertisements reach into every segment of the industry. 

You'll be talking to the important men in it. More than 40,000 paid 
subscribers, an estimated 128,000 readers look to electronics 


magazine for all the facts they need. 


Have you something to say . . . to sell . . . electronic designers, pro- 


ducers, users? 


Here’s the place to say it . 


electronics 


...of course! 


A McGRAW-HILL PUBLICATION © 330 West 42nd Street » New York 36, N.Y. 


.. and sell it! 
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rent consumption by 50‘%.” 

In fect, Mr. Linge writes, the 
distillers have increased their pro- 
duction so greatly that there is a 
serious question as to whether 
they will be able to sell all this 
whisky in the foreseeable future. 


® The WSJ reporter says the dis- 
tillers will need “a huge expan- 
sion” of the present market. He 
reports that output this year will 
probably hit 44,500,000 gals. Sales 
estimates for this year are placed 
at 23,000,000. Even allowing for an 
18% evaporation of this year’s 
output during the seven years of 
aging, “it seems clear,” says Mr. 
Linge, “the industry will even- 
tually have to engage in some 
high-compression salesmanship.” 
Mr. Linge, meet Mr. Berns. 


New Idea Farm Names Two 
New Idea Farm Equipment Co., 
Coldwater, O., has appointed Phil- 
ip C. Schultz assistant advertising 
sales promotion manager and 
Thomas W. O’Brien public rela- 
tions manager. Mr. Schultz for- 
merly was advertising manager of 
the bank division of Diebold Inc.; 
Mr. O’Brien previously was adver- 
tising manager of Ohio Builder. 


ree 
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‘THE PLACE 
TO BE IS 


@ LEADING IN TOP sHOWS 
Morning, Afternoon, Night 
Feb. 1956 ARB Shreveport 
Area Roting Survey 

@ LARGER AUDIENCE 

@ BETTER COVERAGE 

@ MAXIMUM POWER 
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CHANNEL 


SHREVEPORT 
LOUISIANA 


E. Newton Wray, President & Gen'l Mgr. 
NBC and ABC 


Represented by 
Edward Petry & Co., Inc. 


NEW YORK © CHICAGO © ATLANTA © DETROIT 
LOS ANGELES © SAN FRANCISCO © ST LOUIS 
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GEORGE H. FREY, up of National 
Broadcasting Co. in charge of tv 
network sales, has resigned and 
will join Sullivan, Stauffer, Col- 
, well & Bayles, New York (AA, 
Sept. 10). He will be up in charge 
of the agency’s network operations. 


5-Year Station 


License Is Urged 
by McConnaughey 


New York, Sept. 12—A packed 
house of broadcasters cheered 
lustily today when FCC Chairman 
George C. McConnaughey sug- 
gested that radio and tv station 
licenses should cover a period of 
five years. He spoke before the 
season's first meeting of the Radio 
& Television Executives Society 
here. 

At a press conference following 
his address, Mr. McConnaughey 
said he favored extending the 
licensing period from three to five 
years as a means of stabilizing the 
industry, attracting nore local 
business men into broadcasting and 
lightening the work load for the 
commission. 

A proposal to amend the com- 
munications act to provide for the 
longer licensing period will be sub- 
mitted to the full commission soon. 
If the group concurs with the 
chairman’s view, legislation will 
be prepared in time for submission 
to the next session of Congress. 

In his speech Mr. McConnaughey 
criticized the overlapping congres- 
sional hearings that keep the man- 
power of governmental agencies 
busy answering the same questions. 


® He revealed that members and 
staff of the FCC devoted 7,432 man 
hours to hearings in the last ses- 
sion of Congress. He said 35 of the 
chairman’s working days were 
taken up by the legislative probers. 

Later he told reporters that as 
far as the commission is con- 
cerned, the House anti-trust sub- 
committee, which starts hearings 
here tomorrow, is covering ground 
already spaded by the Senate com- 
merce committee. 

Other points covered by Mr. 
McConnaughey in the press con- 
ference: 


e On the FCC investigation of the 
tv industry: A partial report, 
which will indicate whether or not 
any remedial legislation is needed, 
should be ready by January. 


e On subscription tv: As the 
chairman has indicated previously, 
he feels the fee tv backers should 
be given experimental licenses to 
determine if the public wants pay 
television. A staff digest of the 
avalanche of material submitted on 
the subject is expected to be in the 
hands of the FCC within 30 to 60 
days. The commission then will 
decide whether to hold hearings or 
to complete rule making proce- 
dures without them. 


e On trafficking in station li- 
censes: The recent heavy turnover 
in station holdings will result in 
the FCC’s looking even more 
closely into sales, mergers and con- 


solidations that come up for ap- 
proval in the future. 


oy e@ On the FCC budget: The com- 
_| mission, which is carrying a great- 
‘ler workload with a substantially 


smaller staff than it had ten years 
ago, will ask Congress for more 
money next year. 


'|Wank, McDonald 


Changes 
Name; Adds Court as Principal 
Donn R. Court, formerly sales- 
advertising vp for Cutter Labor- 


atories, has been named exec vp 
of Wank, McDonald & Lee, San 
Francisco, and the agency name 
has been changed to Wank & Court 
& Lee Inc. Cutter formerly was a 
client of the agency, and Mr. Court 
resigned to join the agency two 
months ago as a vp and principal 
stockholder. 

Dave McDonald, formerly a 
principal, will leave the agency 
but has not as yet announced his 
future plans. Frank Lougee, who 
was with the agency when it was 
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Wank, Lougee, McDonald & Lee, 
is now with Foote, Cone & Beld- 
ing, San Francisco. 


Cappel, Pera Adds Two 

Cappel, Pera & Reid, Orinda, 
Cal., has been appointed to direct 
advertising for Stayner Corp., 
Berkeley, producer of pharmaceu- 
ticals. Media plans include news- 
papers, magazines and _ radio. 
Conley, Baltzer & Steward, San 
Francisco, formerly handled the 
account. The agency also has been 


named to handle advertising and 
merchandising for Vitace, north- 
ern California distributor of Pita- 
Pakt orange juice. Radio spots, 
outdoor and transit advertising 
will be used. 


Gardner Names Chase VP 

Edward G. Chase, with Fred 
Gardner Co., New York, for the 
past year, has been named a vp of 
the agency. Previously he was 
with Kiesewetter, Baker, Hage- 
dorn & Smith. 


WHAT TO 


BUILD 


HOW TO BUILD IT 


RED END TO 
peene 


How you can make more | 


ee ee 


From Page | to the last page in the book, American Builder 
is a “profit parade.” The new home owner’s up front, carry- 
ing the flag. When he profits, the builder profits... when the 
builder makes money, you make sales, Just that simple. 
American Builder is in business to keep the builder in 
business. It does this better than anybody else because it is a 
“twin editorial force” serving the biggest-buying audience 
(108,864 total net paid...with more subscribers) in light 
construction. First, it gets the builder’s eye, shows him 
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Results of Copy 
Research Are Given 
in New Textbook 


New York, Sept. 12—Merrill 
DeVoe, who has been associated 
with the advertising and marketing 
faculties of several large univer- 
sities, has produced a textbook on 
copywriting which, he says, brings 
“into the basic literature of adver- 
tising copy the technical copy prin- 


ciples that gradually have been 
evolved through advertising copy 
research.” 

“Effective Advertising Copy” 
(Macmillan Co.) purports to bring 
into one volume the collective re- 
search effort on copy for more than 
50 years of advertisers and agen- 
cies. 

“Drawing upon these findings 
and continuing to make new copy 
| research studies are, I believe, the 
most significant characteristics of 
present-day advertising copy prac- 


tice,” Mr. DeVoe writes. 


® “Although this book stresses the 
selling aspects or more properly, 
the buying aspects, of advertising 
copy, it recognizes that words must 
be chosen carefully and used skill- 
fully if advertising copy is to be 
appealing and easy to read. It 
gives careful attention to the prin- 
ciples of composition. There are 
separate chapters on the techniques 
of emphasis, unity and sequence. 


“There is also a chapter that; 


deals with the verbal features of 
advertising copy,” he continues, 
summing up the organizing prin- 
ciples behind his book. 

“If you glance over the table of 
contents, you will note that there 
are no special chapters on copy for 
newspapers, magazines, radio, tele- 
vision, or any other particular me- 
dium. The reason is that the prin- 
ciples of effective advertising copy 
are applicable to all classes of 
media. The techniques you choose 
and the way you apply them must 


TERME 


OUTRIGGE 


oy 
aR 


fmoney out of “a better house for less money” 


“WHAT to build.” Then, it takes him right by the hand, 
demonstrates “HOW to build it.” 

No other building book does both for the busy builder. 
We don’t know why, unless it’s because they feel we do it 
so well. “A better house for less money” is a classic case. 
American Builder broke the story first—last July. Classified 
as a “trade secrets” type house — strong, small, highly 
marketable — wrapped up in an 11-page feature, full color, 
complete blueprints, and the inside track on some of the 


The more we do for the builder, the more you can do 
for yourself with your advertising in... AMERICAN 
BUILDER, Simmons-Boardman, New York 7. 


AMERICAN BUILDER 
(ABC-ABP) 


be altered to suit the medium, it is 
true. But this is largely a matter of 
considering the advertising objec- 
tive (as defined in terms of audi- 
ence to be influenced and the re- 
sponse to be sought) and selecting 
copy techniques that are appro- 
priate to the objective,” he con- 
cludes. 


Brophy Heads AFA Week 

Thomas D’Arcy Brophy, board 
chairman of Kenyon & Eckhardt, 
has accepted the general chair- 
manship for the 1957 Advertising 
Week, which is jointly sponsored 
by the Advertising Federation of 
America and the Advertising Assn. 
of the West. Eugene McKim, ad 
manager of Western Farm Life, 
will serve as vice-chairman. The 
week will be celebrated Feb. 10 
through Feb. 16. 


Keller Moves: Names Stanley 

Gerald H. Keller Advertising, 
New York, has moved to larger 
quarters at 8 W. 56th St. The 
agency also has named Richard 
Stanley art director. 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 


Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
WJAC-TYV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a 
total market for your sales) 
message that just can’t, be 
overlooked, if you 
want to tap the potential of 
Southwestern Pennsyl- 
vania! 
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Successful Service 
Ad from Last Year 


Detroit, Sept. 11—Because the 
response to a public service ad it 
ran last December was so good, 
Parke, Davis & Co. is repeating the 
ad this month. 

The ad dealt with the shyness 
doctors’ patients showed when it 
came to asking about fees. The 
copy pointed out that although 
there are times when the doctor 
is not able to say ahead of time 
what the treatment or operation 
will cost, he is always happy to 
discuss this matter with his pa- 
tients. 

This year’s ad will carry the 
same copy, but the illustration has 
been changed to show two women 
| chatting on the street. “How can 
I bring up the subject with my 
doctor?” one woman asks. “Just 
ask him! There’s no reason to be 
shy about it,” the other replies. 

Young & Rubicam, which creat- 


EVERY issue o merchandising issue 


e a Oklahoma Industrial Expansion 
a Doubles National Acceleration 


SS Shy aw 92 the 


“THE DAILY OKLAHOMAN 


 .. LARGEST SUNDAY CIRCULATION 


While national manufacturing payrolls were 
increasing 67° from 1947 to 1954, Oklahoma’s 
manufacturing payrolls increased 114%! Manu- 
facturing activity in Oklahoma has accelerated 
almost twice as fast as the industrial boom 
throughout the nation! 

New capital expenditures in the state totalled 
over $52 million in 1954, an increase of 104% over 
the 1947 figures. The heart of this state of indus- 
trial expansion is Oklahoma City, one of the five 
FASTEST GROWING CITIES in the nation, 
according to economics experts. They predict 
Greater Oklahoma City’s present half-million pop- 
ulation will double by 1975! 

Sales, tow. are growing, as for the third straight 
year Oklahoma City is up among the leading sales 
gainers of t! country week after week. 

Are your -ales keeping pace? Insure your sales 
growth with ivertising in these newspapers! 


OKLAHOMA CITY is one of the 


5 FASTEST GROWING 
MARKETS in the U.S.! 


Parke, Davis Repeats| ' 


RE-DO—This repeat of Parke, Davis 
& Co.’s public service ad carries 
the same copy, has new illustra- 


ed and placed the ads, says Parke, 
Davis salesmen reported that doc- 
tors found many patients, after 
reading the ad, did bring up ques- 
tions about fees that troubled them. 


s Another indication of the influ- 
ence of the ad came from the 
doctors themselves. The copy 
|mentions “a significant plaque 
which hangs in thousands of phy- 
sicians’ waiting rooms” which in- 
vites the patient to “discuss frank- 


ly” any questions about services 
or fees. 

| “The best medical service is 
| based on a friendly mutual un- 
derstanding between doctor and 
| patient,” the plaque reads. Many 
doctors wrote inquiring where they 
could get such a plaque. As it 
| turned out, the plaque had been 
issued by the American Medical 
'Assn., which also is interested in 
ironing out doctor-patient relation- 
ships in regard to fees. 

' In addition to these responses, 
the ad also won an award for 
Parke, Davis from The Saturday 
Review last year. 

| This year’s repeat ad is appear- 
ing in the Sept. 17 Wall Street 
Journal, Sept. 20 Journal of Com- 
| merce, Sept. 22 Editor & Publisher, 
‘Sept. 24 Life, Oct. 13 Saturday 
Evening Post and the October is- 
sue of Today’s Health. 


' 
| Conover-Mast Advances 
Mast Jr.. Gagney, Byrum 

Conover-Mast Publications, New 
York, has appointed B. P. Mast 
Jr. assistant to the president, Har- 
vey Conover Sr. The post is a new 
one. Mr. Mast also retains his pres- 
ent duties as publisher of Con- 
struction Equipment and a vp of 
the company. 

Richard A. Gagney has been 
named to the new post of assist- 
ant publisher of Construction 
Equipment. He has been with Con- 


B. P. Mast Jr. 


Richard A. Gagney 


over-Mast 10 years and has been 
district manager of Mill & Factory 
in New York and other cities. At 
the same time, Charles R. Byrum, 
formerly regional manager, has 
been named sales manager of Con- 
struction Equipment, another new 
post. Mr. Byrum will continue in 
the company’s Chicago office. Rob- 
ert Fulton and Carl Van Singel 
have been named sales representa- 
tives in Chicago for Construction 
Equipment. 


Anderson Joins Sales Statf 

Herbert L. Anderson has been 
named to the advertising sales 
staff of the Wall Street Journal, 
New York. 


a 


TOR rs 


— 


ec le tie eee 


ear * “ i u , : —— ” is Bie’. 
pa 
ie lr 
Se i 
Sa i 
ae | 
ae, | See eee Ser as AM 
pe. - ow ae Peo 
es a — 2 we net oat. 
Sie ~ 
5 eae ee eeT were ae rene Mean 
Ca gs aye fs - 
ae coon” _ sae 
rai : ae ee ; = Amon me 
Lect pt | |: Cttertalty leading toy” s ~s 
ae? ay y . La So: 5 eae 
Head: . inte seles-qction; 
neous a See ees 
it a | 
1 Re ee a ie : ; 
Yaret > Fag) Ho sy - wt oer ‘ Sa se oS ee See a * - : 
2 Bra ° "apse dictating cc EER NE ig t's at April Bs — At The Toy: * oa ; ¥ 
aoe he SOL og Mee ee Re. he AS ) i ae hs | - ' : 
He ytd ; vai ek: Sih, Seeks i May ae i i prices eS Gn é 
hone Soe Ok ite an oe ee te | JN 
Ohi 5 » PRI csc tia Ra,” | > iim ce St os 1 ae > ee | ‘ 
an Oh ee pie i ener i June —___Chicago Mid Summer Mark 
eh ie MSS) Pe et CS A ek ‘ ee Pee - 
i ee : atc ieee. Arce ee es moe See ase 4s muting? iin eas 
Bt Rs CSF: (a, Se ate tae A ener pe 3 ee ee Dlg Stl SSS ain Sadeae aes 
AL ee bie eg OE ak, og Age EN rg ) Doll Promotion and Lay: SE SY a. Fees 
foes oe ae ee ly bet ie Laat ’ } i enna SSORSTCR Oe ee Se Ee et eee Ee : 
Sn 2 ee Pee ge: ye rane 9 Mes eae : ee ASS as Eats Se ¢ 
5 ala ey te ae . bes AE ore ; ee ai ap i ae . 
feta ns genet, © ope = ae a RS 
2h aa % ot rt ay OG he — Rg August - we fo uaced <S 
tee ST RN SGC et, eee, oe, ke ee: 2 cama cave scouramy 
: wna a iin oer ON yh as i 5 ae ‘ pe . aan 4 
tome hice ; ate alt aye we ae me : oT ee WER Tey Review mer 
hen, & oe RES Bt ie Daley, AEN ee eR Sate ae TT cs ee 0 
a ; LW hoe gma Reid see oy) October — __“Cheich oo aa : j 
“|e eee A ey CRU ee cache ae ~ == J Hing Ne : 
ae oo) RD ie de Sa Bae eer ay or Tias.2 i, eee EE AAs : 
ees PMR, Car). Ni ie ee Coes : ie ee pecs : 
ek oa epee ae Si eee Sf ineaher nae Promotion Number : 
a Reg te ‘ * a a) _ Sat © 2 3 eee 
ie. TOYS and NOVELTIES | “= aber 
ia a? eo > P ™ isi me © } Rumoer 
tees. Vwi , ! a a tion. 
of Vea ; wey es a 
Cee 4B Mew Tore, Weston, pittsburgh, $1. Ue 
ay Los Angeles, Dallas, Atlanta, Kansas City 
‘ as 
A 
oT 2a 
UTTERANCES Nl El a ESTE IS St ee ae ae aT a ee ean . 
ee 
ne | 
es : : = - 
ei ae / Ae — 
Ds Bat ; oo i af < Aal ‘ ri : 
‘sie ae 7 == > 
oe sy “ ry » i oF 
baer th? y 3 ie sf ua fen, | / et wis Pm, ay . > % 
paae ; ‘ by Th. ieee — 
yam ae vss RS a » Pe ‘ 
© ae ots The ei he Bie +) 2 a 
ae Rex gh 4f3 Neal CS hs fe. : oa J 7 
=|. ae af sae ct ve Ws i aye . SS oe “ie i 
Page 2 ae i CA ey” + Pest. aR it ers 4 
fetch. 4 ee ag ffx 4 yo pee = “e ‘ oo. » k : ; 
ae: : Vi i sia — ee 
A “ha - ‘ .H 7 f OE Sag SE ae a : » Z Ss 
et Fr ’ tes? , oa ee 2 mm ee 45 . A os ee, z 
bie ¢ Me “4 4 ee ~ queria Sa a Minas, GS habe” : ; . .. ae as ee 
ae. . TT ee ue — ££, | 
ee om 7 idea he oF iv ye re ; a ‘ f 5 rs, —s|!|Ul 
i de “a, ; Be i ro : as : ‘ ££ atl i 4 fee , é 
at ay , ye Bee \ a cn ea ; 
oa i. : 3 & ia dy ie se a 2 a e « 
come) 4 cn Me E - ae oo eee a é 
a . mi ie ’ KS “ :) , a _—_— a 
Phi ; . ‘ ' 4 = ae Ca te. ei ee on = ae 2 
Lb as + ~, ARE ae rave ae se eh oe Y 
eae): +e | Pohe * aa ot | an odie CD 5 a Sa er : ‘ 
oe > ; v/ ; oot ; ny » fae fou een * ane oii re — *. 
ogee es Fi nag i ee er , gerteet eae tie ae eee ig ‘ 
a: * at eee ag 4 Ae ete Cle Para Sn Rt, ie : 
ee Tit, Se ‘ ; * ee °C i era NEE aa 
ae aia Ng tay. eM a 4 oy —- ~ ? a ae i Mage nee eer as 
Biaie i. ey en ares Ep. roa) OE — ee a Lees f 
ar fo a > 2 th sie 1 5 oe kee a i lee 
an Bing ioe i at C 7 ee ae eB ae _ pave ee > : Sor Pee ; ae a 
or . pete Lie Pees Fd he A : - ‘ a bad i Sn es 
4 ‘ iy, ee Paes fc Be. E bt és i en aa Bee 
oes Ree siaac Monee MEY Sea eae ; See! 2 iach ak — : ; 
“ e © SANE al op MORRIS 1 Sap re  - 3 = = vo “ee , gain Re! ae . ae _ 
ae i SO i RT Looe 15 Se ; att 
at on Tg aos . ee y eee oa wate 
Pe! mi oF Dae a ‘a jeeteestal & ane MOO na es io oa ‘ a4 2g = A a. etre 
five ee See aati on th, os ae oe ae 
Uh ae hE tae eee | Pa ae: ae ee . ee a ee 
be Sg ee ee pgs Ee ae 2 er — 2 
> 3 ee 4 A SoA Saad fa aes gee : Pea We oe ae td Bric. . 
e rier mere os ea Bil aa aes cs a nee: 
ie y ope tay ue i ‘ i aT ; . : ee _ _ * Sees 
eS i ; oon 3 nee F ee : s See en ae é : aaa 
; . : ve ee yo i a ae : ieee F Bee: ote” 
See eran ae ee ae ene i. Sy tke Sai eee 
ee ee? at Pa z ee : pine a ea oe es, 
Heke os ee? vag ; ey ee i cam Lo Tee ee 
hk eerie ita: : Mit Wemecr Ch a ae val Toe ete , 
hipaa : a aay ae oe Pe is Be ie a Bene 
Se bec | ee ease a esa eo ss, ot ee ap . ; : a ae 
; : ray Bae a r +s: ane ore Ete. rae: ia Me i ei. go. ae aaa a : - e 
sae eS So eae = . | aa ee. 
an nc ey SS ot os Bo tee ee 2 Way ee pra bs 
on . P ie ae Oy da re i Bg ey Sal age ro ae Pik cs ' 
af hom aahehe : eS eg - D a oe. aaa eee ; 
om ay utaee: ie y Pins “ti Oe - Seeteee 
yee > ~ aes a ee "= ta of 
3 ts ” ie GO ed ae iat. a aa Sone: 
al a ae tea if Sere al ae 3 ot a 5 
ee > we ¥ Se caer erie a; pet cae cs 
a ah were Se wee Oe eg ss : ee a : 
Jae eae ae ee ae ; are ; 
ag ‘ ie ae Pris nD: vee, . 3 a ee 
= a Po ay ; 
= = ides ;. 
| re h 
ant F, j i 
Ba sh ¥ 
“9a ae = 
a ire < a j 
a a ee 2 
a pe 
ee ie aK" 
a e Rk \ 
nS , ’ ; a ee ie 
es. Ft 2 4 
: .. es a Se eee ee ee | Mesa earthy = Me ee 4 
ee ' Eman sele ‘4 in € 
ae “a Eee 
Be ke ara sf > : ; 
Teor). 
ee . 
es a & 
hg ec pera PRES 
nee. R. G 
Ref aha ‘ 4 
oe ‘ a 2) 
ie UN THE ENTIRE SOUTHWEST _— 
hee ( Pika ee a > * J 
ae * 
ee ‘ 
a ont 
ae 
os 
4 me 4 re Pia v5 Mat >. ry Fa . Om 
. a Sy A BANEE PISS «> ~ So aa “4 Brattice co 
iia ; . 
“Fu Ag 
3 ‘ : 
a ~ OKLAHOMA CITY TIMES 
ae Ay a 
se res oy 
ie dada ~ 
a Stead 
ae oH OKLAHOMA PUBLISHING COMPANY 
ae. Ss REPRESENTED BY THE KATZ AGENCY : 
ae RRMA Shs Nie etd) SARs A Ede 
rie 
> i: 
. s, 
oe ae 
es. 
he 
ins eea 
ew Cag ite é ~ . . ° 
JO Rec eg ee A tre)f" A ae  a ae ae - i “_ ee ee ee ee 


i 


COMING UP! 1957/7 


STARCH, SPLIT-RUN AND 
— STUDIES IN 


9riculturis; 


ANO FAnueER 


STARCH 
READERSHIP 
STUDIES 


1957 


SPLIT-RUN 
AND READERSHIP 
SURVEYS 


HMERE’S REAL HELP for selling Iowa and Wisconsin, two of 
the leading farm markets of the nation. You know all about 
Starch Studies—they are an important part of our reader- 
ship service. In addition we can give you all kinds of val- 
uable data from Split-Run Market Analysis Readership 
surveys ... Who is reading your advertising . . . how old are 
they . . . how many cows do they milk . . . how many hogs 
do these farmers raise . . . do they own or rent their farms 
. . how far do they travel to shop? 


WE SPECIALIZE in finding the answers to specific farm mar- 
ket problems. Let us help you with yours. For additional 
information contact Midwest Farm Paper Unit Offices: in 
New York at 250 Park Ave., in Chicago at 35 E. Wacker 
Dr. ;or at our office in Chicago, 8 S. Michigan Ave. Contact 
us direct at Wallaces’ Farmer and Iowa Homestead, Des 
Moines, Iowa; Wisconsin Agriculturist and Farmer, Racine, 
Wis. On the west coast—Edward S. Townsend Co., Los 


Angeles and San Francisco. Richard S. Pierce, Publisher. 


In 1957, Wallaces’ Farmer and lowa Homestead celebrates its 102nd year of service to lowa farmers. 
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Advertising Age, September 17, 1956 


Carl Miller Gets AAW Post York broadcasting.” It will use 
Carl P. Miller, executive direc- one-minute film announcements 


tor of the Wall Street Journal on on all seven tv stations and spots 
the West Coast, has been named |on five radio stations. In addition, 
chairman of the advancement of |29 five-minute newscasts a week 
business committee and a director will be aired. The drive will use 
of the Advertising Assn. of the/a total of something over 600 ra- 
West. The advancement of busi-/| dio and tv announcements a week. 
ness committee coordinates the Frank B. Sawdon Inc. is handling. 
activities of the association, in- 
cluding publicity, on matters re-|- Boating’ Names 
lating to better understanding of — N Two 
advertising as a tool of business ud Taylor, formerly with 
and a service to the public Newsweek, and Lothar Putnam, 
$ former assistant advertising man- 
ager of Eberhard Faber Pencil Co., 
Robert Hall Sets N.Y. Drive _ have joined the sales staff of Pop- 
Robert Hall Clothes Inc. plans | ular Boating, New York. The mag- 
“one of the heaviest radio and tv azine begins publication in Octo- 


AND REACHING 


ee ATA: fh 


campaigns in the history of New | ber. 


MauTO SAFETY SERVICE 


RAKES STEERING WHEELS MUFFLERS: LIGHTING 


The ONLY Magazine Concentrated on 
Automotive SAFETY SERVICE Business 


$366 MILLION 
ANNUAL SERVICE 
MARKET FOR — 


Brake Adjustments 
Brake Relines 
Brake Drums 
Brake Fivid 

Wheel Alignment 
Wheel Balancing 
Wheel Bearings 
Wheel Cylinders 
Master Cylinders 
Oil Seals 

Shock Absorbers 
Mufflers 

Exhaust Pipes 

Tire Trueing 
Springs 

Lighting 
Windshield Wipers 
Signals 

—AND ALL RELATED 


SERVICE EQUIPMENT 


Automotive Safety Service is a fast growing busi- 
ness. Many thousands of shops are now specializ- 
ing on these vital services. And over 80% do work 
for other service stations, car dealers, garages and 
fleets. Brake and Front End Service, the Auto- 
motive Safety Magazine, takes your advertising 
where the business really IS. No other automotive 
book matches the specialized coverage or ap- 
proaches the expert, Cae apnoea and “clinic” 
type editorial material. This exclusive concentra- 
tion provides the ideal medium for the most 
effective and efficient advertising of automotive 
safety products, equipment and services. 


THE CIRCULATION YOU WANT! 
100% advertising value—no wasted circulation— 
no wasted advertising dollars. 

19,000 Brake, Wheel & Front End Service 

5,100 Automotive Safety Equipment & Parts J 


800 Largest Fleets (with own service) 
1,600 Manufacturer Executives & Salesmen 


26,500 Total Circulation—Verified 
THE READERSHIP YOU WANT! 
Brake and Front End Service pioneered and now 
dominates the automotive safety service market. 
Exclusive editorial interest has captured inten- 
sive readership by the select audience advertisers 
you must sell for volume business in this field. 


THE ADVERTISING RESULTS YOU 
WANT! 

As the only magazine concentrated on automo- 
tive safety service—the one book of predominant 
interest and coverage of your select market— 
Brake and Front End Service provides highest 
efficiency for your advertising dollars. 


BABCOX PUBLICATIONS, INC. Babcox Building, Akron 4, Ohio 
55 Years of Publication Service in the Automotive Field 


CRUSADER—Allstate Insurance Co. 

will use network tv, Life, newspa- 

pers, network radio and direct 

mail starting this month to promote 

its new Crusader auto insurance 
policy. 


Allstate Makes 
Net TV Bow to 
Push New Policy 


SKOKIE, ILL., Sept. 11—Allstate 
Insurance Co. will launch a five- 
media advertising campaign this 
month in support of its new Cru- 
sader auto insurance policy. 

Starting Sept. 22, Allstate will 
sponsor the 15-minute “NCAA 
Football Preview” before each of 
the seven NCAA football games to 
be telecast nationally on NBC-TV. 
This will be Allstate’s first venture 
into network tv. 

Another first for the auto insur- 
ance company is the use of Life. 
A two-color page will run in the 
Sept. 17 issue of the magazine. 


® Robert E. Gorman, Allstate ad- 
vertising director, announced that 
the company also will undertake 
the most extensive newspaper 
campaign in its history. Ads rang- 
ing in size from 1,600 to 750 lines 
will appear in 736 newspapers. 
This represents a 64% increase in 
linage over the first six months of 
this year. 

Allstate also will use its regular- 
ly sponsored Mel Allen ABC net- 
work radio show, plus a direct 
mail campaign, to present policy 
holders throughout the U.S. 

The basic advertising theme em- 
phasizes the fact that “this policy 
is designed to give the greatest 
auto protection in history at All- 
state’s famous low rates.” Chris- 
tiansen Advertising, Chicago, is 
the agency. 


Falstatf Drops Local Show. 
Adds Football in S. F. 

Falstaff Brewing Corp., through 
the San Francisco office of 
Dancer-Fitzgerald-Sample, has 
dropped sponsorship of the Don 
Sherwood “San Francisco Tonight” 
show on KGO-TV. When pur- 
chased a year ago, the sponsorship 
became one of the biggest local live 
tv buys in West Coast history. 

In its place Falstaff will sponsor 
professional football games on 
KPIX and “Celebrity Playhouse,” 
which will shift from KRON-TV to 
KGO-TV. 


‘SEP’ Boosts Ellsworth 

Harold F. Elisworth, formerly 
assistant to the sales manager of 
The Saturday Evening Post, has 
been named San Francisco publi- 
cations manager for the magazine. 
succeeding David W. Cogswell, 
who resigned to open a Bay Area 
office for Reader’s Digest (AA, 
Sept. 10). Mr. Ellsworth has been 
with the Post for eight years in 
research, sales and promotion 
work in the East. 
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THEY STILL WEARING SPATS AT 
FOOTE, CONE & BELDING? 


And you lads at Campbell-Mithun and Leo 
Burnett? Create good advertising but you 
don’t always put it where it will do the most 
good. At least in Philadelphia. Shake it up, 
fellas. Read all about the way to move merch- 
andise in Delaware Valley. 1956 style. 
Ready? First off, you don’t need all three 
Philadelphia papers. Take either of the full- 
size papers and the new DAILY NEWS. You get 


up to 94% coverage in the City Zone. 

Now keep reading, please. Substitute the 
tabloid-size NEWS for either full-size daily. 
What happens? You lose nothing but duplica- 
tion. You sell Philadelphia. And the money you 
save by dropping either of our full-size con- 
temporaries gives you strong local impact in 
markets where no Philadelphia daily is a sig- 
nificant factor. Choose lush towns like Trenton 


REYNOLDS-FITZGERALD * New York * Chicago * Detroit + Syracuse + Atlanta + Los Angeles * San Francisco * Seattle + Philadelphia 


and Camden. Wilmington, Delaware. Norris- 
town or Chester, Pennsylvania. You get these 
free! That’s the sure-fire way to sell the pros- 
perous Delaware Valley, son. 1956 style. 
Alone or in combination, you need the 
NEws. Get the job done . . . and get change. 
Phone our reps for your copy of the “New 
Philadelphia Story.” Then get with it. You'll 
“see the bright difference” in short order. 


PHILADELPHIA DAILY 


NEws 
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where your dollars 
buy the most 


The San Francisco Call-Bulletin concentrates its circulation (and your 


advertising dollars) in the prosperous, productive Target Market— 
ics 3 rich West Bay counties (San Francisco, San Mateo and Marin). 


The most for your money where it counts the most .. . 


Advertising Age, September 17, 1956 


ONCE - OVER— 
Member newspa- 
pers of the North 
Carolina Press 
Assn. are backing 
the state’s indus- 
trial development 
program by run- 
ning a series of 
12 ads as a public 
service. Here 
Gov. Luther H. 
Hodges (seated) 
looks over the 
first ad with Er- 
nest B. Hunter, 
assistant to the 
publisher of the 
Charlotte Ob- 
server and chair- 
man of the asso- 
ciation’s special 
ad committee. 


...And WORCESTER’S OWN LOCALLY 
Edited SUNDAY SUPPLEMENT 


Worcester 
Sunday Telegram 


FEATURE | “$gaTuRE 
PARADE | 


has shown a 


7% 


LINAGE 
INCREASE | 


Jan. thru July 1956 
over Jan. thru July 1955 


Fedture Parade, the Sunday Telegram 
Magazine Supplement, has carried 178,- 
311 lines of advertising for the first seven 
months of 1956 —a gain of 56,651 lines 
over the same period in 1955. The circu- 
lation of 106,798* offers you strong local 
impact on the Metropolitan Worcester 
County Market. 


*March 31, 1956 Publisher's Statement 
(ABC) 


BLW pius 1, 2 or 3 colors. 


a ed 


DIGHTSHIPS «= (or REPAIR at BOST 


enn : a 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 


MOLONEY, REGAN & SCHMITT inc. 


Notional Representative 


Book Wholesalers 
Increase in Numbers, 
Sales, Census Finds 


WASHINGTON, Sept. 11—In 1954, 
there were 1,919 book, magazine 
and newspaper wholesale estab- 
lishments in the continental U.S.— 
a record high for this business— 
according to the 1954 census of 
business conducted by the Bureau 
of Census, U.S. Department of 
Commerce. 

The survey shows that these 
establishments had sales of $697,- 
000,000 for 1954, a 53% increase 
over 1948. The sales were more 
than four times the corresponding 
dollar volume in 1939. 

The number of book, magazine 
and newspaper wholesalers in- 
creased from 421 in 1929 to 866 in 
1939, then to 1,471 in 1948 and 1,- 
919 in 1954. Correspondingly, the 
dollar value of sales has jumped 
from $128,000,000 in 1929 to $169,- 
000,000 in 1939, to $456,000,000 in 
1948 and the latest total of $697,- 
000,000. 


s The largest dollar volumes of 
sales in 1954 were registered by 
New York, Illinois, California, 
Pennsylvania and New Jersey in 
that order. Each had sales of $36,- 
000,000 or more. These five states 
accounted for 57% of the total 
volume. 

The survey also discloses that 
there were 25,280 paid employes of 
these establishments, with an ag- 
gregate annual payroll amounting 
to $83,000,000 for 1954. Employ- 
ment was up 13% over 1948 and 
was 100% greater than 1939. 

In addition to the 25,280 paid - 
employes, 1,153 proprietor-owners 
of unincorporated businesses were 
actively engaged in the trade, a 
total of 26,433. Of this number, 
2,633 were engaged in selling. 


‘Financial Post's’ 1956 
‘Business Year Book’ Out 


The Financial Post, Toronto, has 
published its 1956 “Business Year 
Book.” The 160-page reference in- 
cludes new facts—statistics on the 
metropolitan areas, agriculture and 
Canada’s labor force, plus a break- 
down of the merchandising census 
by province, county, town and city. 
It also lists information on Can- 
ada’s cities and provinces, gives 
reports on leading industries and 
lists new branch plants of foreign 
companies. 

The book may be obtained from 
the Post, 481 University Ave., To- 
ronto, for $3 a copy. 


Manion to ‘Columbus Citizen’ 

Joseph E. Manion, formerly as- 
sistant advertising director of the 
Boston Post, which has been in 
financial difficulties lately (AA, 
Sept. 3), has joined the Colum- 
bus Citizen as retail advertising 
manager. 
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BOYS’ LIFE will be 
bigger in TFS Feteteanen 


TRIPLED SINCE 1950 THE JANUARY 1957 ISSUE 
WILL DELIVER A 28% 

CIRCULATION INCREASE 1,600, OOO 

ABC AVERAGE NET PAID GUARANTEED 

Black and White Page Cost Will Decrease From $3.40 to $3.18 


Just as the biggest news in advertising today is the 
phenomenal growth of the youth market, the biggest 
news in youth publications is the 200% circulation 
increase BOYS’ LIFE has enjoyed since 1950. But, we 
think, of equal significance to you is the fact that, in the 
same period the page cost per thousand has decreased 
almost 34%, from $4.76 to $3.18. 


Perhaps it’s the easiest thing for a magazine to use 
syperlatives about itself, but we honestly believe we’re 
on the go, and we’re anxious to tell you about it. 


BOYS’ LIFE today has the biggest ABC net paid home 
delivered circulation in the field. They’re all individual 
subscriptions, no part of any membership dues. With 
such top art and editorial talent as William Saroyan, 
Norman Rockwell, John Mason Brown, Bruce Catton, 
Richard Neuberger, and sports coverage by men like 
Stan Musial, Bob Mathias and Eddie Jeremiah, we give 
boys the stuff we know they want. 


As an advertising prestige medium, a place where an 
advertiser likes to see his ads, BOYS’ LIFE can’t be 
topped because it’s the official magazine of the Boy 
Scouts of America, and, as such, carries the integrity 
and influence of that organization. 

With the highest 1955 advertising linage on record for 
all youth publications, BOYS’ LIFE forged ahead still 
15% higher in the first six months of 1956. Such 
prominent national advertisers as Chevrolet, Chrysler, 
Convair, Remington Rand and Weyerhaeuser Timber 
ran with us for the first time this year. 


For all boys..... Wim 


We think the reason for our success, aside from our 
circulation, growth, is the belief by more and more ad- 


vertising people that the way to sell young men is to - 


advertise to them in their own language, in their own 
magazine. We reach them between the ages of 10 and 
17, when they’re beginning to buy and when they al- 
ready spend over $41,000,000 a week of their own 
money. 

Since they’re going to buy branded products, why 
not start them on yours? It’s easy to reach them now 
through our magazine alone. When they get older, and 
their interests become more diversified, your adver- 
tising will have to fight for their attention across the 
media board. With BOYS’ LIFE, you not only reach the 
boy market early, but you get the best portion of it. 
The Starch 51st Consumer Magazine Report shows a 


consistent picture of a remarkably high living standard © 


for BOYS’ LIFE reader homes with such indicators as 
car ownership, weekly food expenditure and home 
ownership highest for all magazine audiences listed> 


Ours is a primary medium for products and ideas to be 
sold to the growing American market because the vital 
population growth of America itself is taking place today 
among its youth, and it will continue to do so until 
1965. Your new sales must come from youth. BOYS’ 
LIFE delivers them to you in greater quantity and qual- 
ity than any other advertising medium. They’re eager 
to read what you have to say (see our phenomenal 
Starch readership studies!), and ready and able to buy 


what you have to sell. All you have to do is give them — 


a chance to show their stuff. 


Published by 
the Boy Scouts of America 


2 Park Avenue, New York 16, New York © 9 West Washington St. Chicage 2, Iilineis © Derr Associates, 60 Beyisten St, Besten 16, Massachusetts 


J, @. Davenport Associates, 2412 W. 7th Street, Les Angeles 5, California 
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NOW YOU CAN ACTUALLY HEAR 
RADIO PROGRAM AVAILABILITIES 
SIMPLY BY TELEPHONING 
YOUR NBC SPOT SALES 
RADIO REPRESENTATIVE! 


From the beginning of Radio, the truly vital 
elements of intelligent buying have been the 
programs themselves and the personalities 
who make them sound advertising invest- 
ments. Now, for the first time, national Spot 
Radio advertisers can make important buy- 
ing decisions based on actual performance of 


programs and personalities. 


eran 


a 


Radio-Phonic Spot Buying offers you im- 
mediate auditions of Radio programs carried 
by every station represented by NBC Spot 
Sales. And you don’t have to move from 
your desk! This new and exclusive service 
is available right now to time-buyers in New 
York. Eventually, it will be available in 
other key cities. , 


An up-to-date file of audition recordings is 
as close to you as your telephone . . . and the 
list will soon be expanded so that, eventually, 
you can hear any Radio show on any Radio 
station sold by NBC Spot Sales. Just call 
your NBC Spot Sales Radio Representative 
at your convenience, name the station and 
the show you want to hear, then sit back and 
listen to the sample-in-sound for yourself — 
as much or as little of it as you choose. 


Try Radio-Phonic Spot Buying today! If 


you haven’t received your list of available 
audition recordings, ask your NBC Spot 


Sales Radio Representative. 
. REPRESENTS THESE LEADERSHIP STATIONS: cp) 
NEW YORK wrca, wrca-tv BUFFALO weur SEATTLE-TACOMA komo, komo.tv 
SCHENECTADY*ALBANY-TROY wres LOUISVILLE wave, wave-tv LOS ANGELES xrca 
PHILADELPHIA wrecv, wrcv-tv CHICAGO wmaa, wusa PORTLAND xrptv 
WASHINGTON wrc, wrc-tv ST. LOUIS «sp, xso-tv SAN FRANCISCO xnsc 


MIAMI wext DENVER KOA, KOA-TY HONOLULU Kew, Kona-Ty 
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Oh, how he wishes he was in Peoria! 


This spacebuyer's test schedule should have been in 

Peoria. Peoria is a Burgoyne ‘Test Panel’ city 

...@ self-contained market as far from St. Louis or 

Chicago as Baltimore is from New York. . . 

within easy reach for market checks. Peoria 

Journal Star has more than 100,000 

circulation with a 99.7% circulation ratio to 
homes in metropolitan Peoria— 


Represented nationally by Ward-Griffith Co., Inc. 


“And when the testing’s over and you're gunning for consumer dollars, you'll find 363,448,000 of them in Metropolitan Peoria!” 


aR nm A ea gg aed D2 


Advertising Age, September 17, 1956 


N. Y. Democrats Name Peck 

The New York State Democratic 
Committee has named Peck Ad- 
vertising Agency to handle 
advertising for the 1956 campaign 
in the state. In addition to radio 
and television, newspapers, direct 
mail and special promotions are 
planned. Whitebrook Co., since 
dissolved, formerly handled the 
account. 


Four A's Taps Hillenbrand 
William R. Hillenbrand, Bryan 
Houston Inc., has been named 
chairman of the planning commit- 
tee for the account management 
workshop at the 1956 eastern an- 
nual conference of the American 
Assn. of Advertising Agencies. 


Frank MacEachern Retires 

Frank D. MacEachern, market- 
ing department executive in the 
eastern division of Tidewater Oil 
Co., has retired after 36 years with 
the company. 


WOOD.anw-TV (B16) Lully, 7 


A mighty big spoonful . . . you bet! It’s the 410-million dollar helping 
of food this husky, fast-growing market is currently putting on its 
: tables. So come over and try the fare. We'll spoon up a generous share 

for your product. Western Michigan . . . now the country’s 18th 
4: television market . . . is YOURS when you buy WOOD-TV, Grand 
Rapids’ only television station. Ask to see our menu. 


WOOD-TV 


WOOD and CENTE ® 
GRAND RAPIDS, MICHIG¢ \ 


NBC BASIC; ABC SUPPLE ‘ENTARY @¢ 


GRANDWOOD BROADCASTING COMPANY * 
AND TV, INDIANAPOLIS: WFOF, FLINT; WTCN-AM AND TV, MINNEAPOL' ¢ 


ASSOCIATES: 


WFBM-AM 
REPRESENTED BY KATZ AGENCY 


New Studies Call 
Planning of Cities, 
Expressways Vital 


WaAsHINGTON, Sept. 11—Two big 
national organizations warned 
business men and other civic- 
minded individuals last week that 
there is an urgent need for plan- 
ning now for bypasses and urban 


expressways to deal with the 
growing problem of traffic con- 
gestion. 


In an appeal to business men in 
communities throughout the coun- 
try, the U.S. Chamber of Com- 
merce reported that, contrary to 
general business opinions of only a 
few years ago, experience shows 
that highway bypasses help busi- 
ness and raise property values. 

The chamber’s defense of by- 
passes was spelled out in a care- 
fully documented report, “How 
Bypasses Affect Business.” The 
booklet said many business men 
who formerly opposed bypasses 
now fight to get them. It pointed 
out that many communities will 
face the problem in the immediate 
future, since 42% of the funds in 
the new national highway pro- 
gram are for use in urban areas. 


s At the same time, the Brookings 
Institution released a study by 
Wilfred Owen which warns that 
the new multi-billion dollar fed- 
eral highway program may ag- 
gravate, rather than reduce, urban 
congestion unless cities coordinate 
road construction with community 
development. 

Called “The Metropolitan Trans- 
;poriation Problem,” the _ study 
says for millions of families the 
traffic jam already has made a fic- 
tion of the 40-hour week. Good 
mobility depends on a total pro- 
gram that includes expressway 
construction, parking facilities, 
terminals and mass transit reach- 
ing the entire metropolitan area, it 
argues. 

Calling on transport officials and 
community planners to join forces, 
it says that the only cities which 
{have made a dent in their trans- 
|port problems have combined ur- 
ban redevelopment and slum clear- 
'ance with large-scale expressway 
|and terminal programs and transit 
| reorganization. The report is avail- 
able from Brookings Institution, 
722 Jackson Pl., Washington, for 
$4.50. 


|= The chamber’s discussion of the 
, bypass problem cites testimonials 
ifrom cities which have tried by- 
| passes and careful surveys by the 
| California division of highways as 
demonstrating conclusively that 
bypasses benefit, rather than in- 
jure, a community. 

The booklet says opposition 
comes chiefly from roadside es- 
tablishments, but the advantage for 
|the community as a whole more 
than offsets the injury to the few. 

Elimination of through traffic 
makes the community a more at- 
tractive place for shoppers, the 
booklet said. 

While the loss of tourist business 
is significant in some communities, 
this can be partially offset through 
carefully planned advertising cam- 
paigns. The chamber’s booklet is 
available from Chamber of Com- 
merce of the U.S., Washington, for 
50¢. 


Frank Scott Joins Dole 

Frank G. Scott, formerly an ac- 
count executive with Guild, Bas- 
com & Bonfigli, San Francisco, has 
been named assistant advertising 
manager of Dole Hawaiian Pine- 
apple Co., San Jose. 


Klock Heads Allman Media 

John M. Klock has been ap- 
pointed director of media and re- 
search of Allman Co., Detroit. He 
formerly was advertising manager 
of Lufkin Rule Co., Saginaw. 
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__. FULL COLOR SANTA 
DEAR SANTA TER © 
pOS TERS. cyrzoyts: 


"es By famous illustrators, subjects with 
ee _Aratiadie witnout mit sales appeal and religious designs 


An original reproduction of the famous 2 Artist Showalter with his magic brush and 3 This fine reproduction of one of Frederic 4 my a with her gift as the advertiser 


inting of Santa Claus by Artist Charles deft touch has here caught Santa in an Mizen’s better paintings is a quite different will be with his customers’ response. Box 
ter. equally jovial mood, fairly radiating the portrayal of Santa Claus lending dignity lid can be silk screen decorated to corre- 
Merry Christmas theme. Available (a) with and character to the Christmas theme. spond with the season. 


milk (b) without milk. 


Howard Scott's painting y the re This reproduction of the glowing yrs 10B Ore of the — toy posters ever. Many This beautifully wrapped package contains, 

9 with-himself shopper, who doesn’t forget 5 of the Nativity by the famous “Old M items can be silk screened into the little V7 of course, the finest gift. T The wrapped 

and buys his presents in the best places. ter” Barocci is, we believe, one of the finest girl’s left hand. The word “Toys” does not package, in itself, would compliment the 
Christmas posters ever produced. appear on the poster. finest of stores or shops. 


; NDOO 
GIANT 8. re 
FULL COLOR CUTOUTS | 


INDOOR MODEL HAS RIGID EASEL BACK 
OUTDOOR MODEL IS WEATHERPROOF 
AMD GROMMETED ts 


LIFE SIZE SANTA 


59” Tall, 44” Wide 


Full-figure Santa cutouts in many sizes provide innumerable 
possibilities for outdoor, window, and in-store Christmas 
displays. All sizes are rigidly constructed, mounted on 
heavy cardboard, and equipped with sturdy easels. 

This original and exceptional reproduction of artist 
Showalter’s famous oil painting of Santa Claus, 

showing the jolly old character in one of his merriest 
moods, has virtually become the accepted 
personification of old St. Nick. 


18 SANTAS, ALL SIZES *9°° 


This packaged assortment of Santas in five sizes is the most useful 
accessory any merchandisi inded display manager could 
possibly have. Sontes ore cut out to 
face both right and left, adding 

to their varied usefuiness. 


LITHOGRAPHERS, INC. 


ee 


21 South Niath Street . 


Bi % oF 
a Louis 


rrrvw vw TT so 


No. C-510. Your best 

” buy. 18 Santos, includ- 
ing 9-8", 4-14", 3-17," 
1-31" 1-48". All 

for only $9. 
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Seng Names Doan A.M. 
Seng Co., Chicago maker of me- 


appointed Frankiyn E. Doan ad- 
vertising and public relations 
manager. Mr. Doan, who succeeds 
the late Garth A. Bentley, has been 
public relations director of Roche, 
Williams & Cleary, Chicago, for the 
past 12 years. 


HAMILTON WRIGHT 
ORGANIZATION, INC, 


SAYS. 0s 


We Get 25% More 
Clippings From 


treme ens 
PRESS CLIPPING BUREAU 
Wreley 7-637) 
168 Church Street = New York 7, W.'Y, 


Fisher's Zoom 


chanical devices for furniture, has | 


Cereal Is Set to 


10-serving “taste will tell” test. 

| Later advertising in the series 
/aims at persons who now eat oat-| 
meal as their morning hot cereal. 
Here the headline in b&w ads| 
reads: “Oatmeal users, we chal- 
|lenge you to try Zoom and com- 


Zoom Eastwar d 'a point-by-point check of why 
|“Zoom wins on every count.” 
Seattte, Sept. 12—Zoom, in- The fall series also introduces 
stant-cooking whole wheat cereal|a new couplet that runs through 
made by Fisher Flouring Mills Co., the entire program: “Cooks faster 
will step up promotion of the, than quick, tastes better than 
product in established markets in| good.” 
the Far West and Rocky Moun- 
tains this fall and will move next | ® To open the Minnesota-Dakota 
month into a new market in Min-| market, a color page will run Oct. 
nesota and the Dakotas. 11 in the Minneapolis Star Trib- 
“We challenge you to try Zoom, | une, Duluth News Telegram, Fargo 
instant-cooking whole wheat ce-| Forum and Siour Falls Argus 
real,” reads the headline of three- Leader. Other midwest papers on 
color newspaper advertising that the b&w Zoom schedule are the 
will kick off the promotion, which| Aberdeen American-News, St. 
is scheduled to run for the rest| Paul Dispatch and Superior Tele- 
of 1956. With the challenge, Zoom | gram. 
advertising carries a coupon offer-| In the Far West, a three-color 
ing a refund of 15¢ for making a’ tabloid page color ad is scheduled 


me oa 


ERE? tx 


DH ne a sir 


A. J. Goetz, sales manager, and Fran X. Goetz, general manager, 
GOETZ BROTHERS BROKERAGE COMPANY, Seattle, Washington 


Fran X. Goetz says: 


“It’s a mistake to consider Seattle 


and Tacoma as one big market 
» «ee... they are separate and distinct” 


“Experience has taught us that the Pu 
We've learned there is a Seattle ma 


t Sound area is not one big market. 
et and there is a Tacoma market. 


And promotions in the Seattle market simply do not influence buying in 
the rich Tacoma area. 

“For these reasons, we always ask for localized coverage in the Tacoma 
market .. . which means advertising in the Tacoma News Tribune, as well 
as in the Seattle newspapers.” 


NOW... 


The circulation of the 
Tacoma News Tribune is 


MORE THAN 83,000 
City Zone Coverage . . 91.1% 
Metropolitan area . . . 89.1% 


Represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


ae ah 


coma News Tribane 


of Washington State's 


INCOME 


in these two 


pare.” This set of ads then offers | > 
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WE CHALLENGE YOU TO TRY 


INSTANT 
COOKING 


wou whtaT 
Lexwn bas oll the bam greoctress 
uf firwnt whole hard wheat 
FOOm COE Cease 
ee A ee ng ole eter 
oe al the et re ae hee 
et fe he pa Nenenee BOR IS FLAKPDY 


30 ZOOMING DAYS—Fisher Flouring 
Mills Co., Seattle, uses this three- 
color newspaper ad to promote the 
spread of its Zoom cereal in west- 


ern markets, preparatory to its in-| 


voduction into the Midwest. Pa- 
cific National Advertising Agency 
is Fisher’s agency. 


for Oct. 28 in the Montana Stand- 
trd and Post, Butte, Denver Post, 


Great Falls Tribune, Los Angeles | 


Times, Oakland Tribune, Portland 
Oregonian, San Francisco Examin- 
er, Salt Lake City Tribune, Seattle 
Times, Spokane Spokesman-Re- 
view and Tacoma News-Tribune. 

Other western dailies on the 
Zoom b&w schedule are the Bill- 
ings Gazette, Boise Statesman, 
Cheyenne Eagle & Wyoming Trib- 
une, Fresno Bee, Long Beach In- 
dependent P ess-Telegram, Mis- 
soula Missoulian and _ Sentinel, 
Phoenix Republic, Reno Gazette 


and Nevada State Journal, Sacra-' 


mento Bee, and San Diego Union 
and Tribune. 

Network radio is used through- 
out the schedule in the Far West, 
and selected radio and tv will be 


‘lused in the new Zoom market. 
"| Teaser cards for the trade, tie-in 
|material and point of purchase 


| banners are also provided. 


® Promotion for other Fisher 
|products in the western market 
also is stepped up for the fall and 
winter season. Promotion of Fish- 
er’s Blend flour in Washington and 
Oregon ties in with Betty White, 
tv performer, whose name and 
picture appear in b&w advertising. 
The basic copy appeal is freshness 
and sparkle. The September pro- 
motion is tied to a “new crop flour 
sale” and will be followed in Octo- 
|ber by advertising that features the 
|Betty White easy-slice loaf, with 
Fisher’s Biend flour. 

The flour campaign uses Sunday 
supplements in the following pa- 
pers: Aberdeen World, Bellingham 
Herald, Centralia Chronicle, Ever- 
ett Herald and Olympia Olympian, 
,all in Washington. A dominant 
spot schedule is also booked on 
| KOMO and KOMO-TYV, Seattle. 
| Fisher’s wheat germ has a sched- 
ule in the western edition of The 
American Weekly, starting Oct. 28. 

Pacific National Advertising 
Agency handles the account. 


Mrs. Eva Pattison Dies 

Mrs. Eva S. Pattison, wife of 
|Henry O. Pattison, retired former 
| advertising director of the Wash- 
ington Post & Times Herald, died 
Sept. 9 in Georgetown University 
Hospital. She was 77. Mrs. Patti- 
son was the mother of Henry O. 
Pattison Jr., senior vp and chair- 
man of the plans board of Benton 


& Bowles, New York. She suffered 
a stroke after an operation early 
this month. 


Get a Load of this! 


Western Ontario is a BIG Market 
and it takes a BIG medium to cover 
it effectively . . . and that’s where 
The London Free Press outshines 


any other 


seventh 


media in Canada’s 
newspaper market! 


Not one — but EIGHT localized edi- 
tions thoroughly and effectively 
carry your sales messages through- 
out a rich seven-county market! ~ 


out of a newspaper .. . 
so do advertisers! 
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| 
HOW LIFE FITS YOUR MARKET * 


There are more than 
20,000,000 women 
i working in the U.S.... 


In no other medium can an advertiser start with so large a 
share of the market and be sure he’s getting it. This is one’ 
of the good reasons why advertisers of women’s apparel and 
accessories spend more of their dollars in LIFE than in any 
other magazine. LIFE’s total audience of 26,450,000 weekly 
is larger than that of any other magazine. 


\ Source of LIFE’s audience and percent of working women reached: 
\ A Study of Four Media. 
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Hill & Knowlton 
Forms Subsidiary 
to Handle PR Abroad 


New York, Sept. 14—Hill & 
Knowlton is still on the march. 
The public relations company, 
which a year ago absorbed Robin- 
son-Hannagan Associates, now is 
taking a major step forward in the 
international field. 

Formation of Hill & Knowlton 
International N. V. will be an- 
nounced Monday. The new subsid- 
iary will have headquarters in the 
Hague and an office in Dussel- 
dorf. 

This will be the company’s sec- 
ond foreign subsidiary. Hill & 
Knowlton Pty. Ltd. has been op- 
erating in Australia for several 
years now. 

In addition, Hill & Knowlton is 
expanding the international net- 
work which it helped to establish 
in 1954 through working agree- 
ments with pr companies in other 
countries. It will now have asso- 
ciates in Great Britain, France, 
Belgium, Sweden, New Zealand 
and Canada. 

Cockfield, Brown & Co., Cana- 
da’s largest advertising agency, 
will be the Hill & Knowlton asso- 
ciate in Canada. In the Latin 
American area, H&K will use the 
Associates of Edmundo Lassalle, 
New York pr counselor. 

In announcing the formation of 
the new subsidiary, John W. Hill, 
H&K chairman, stated: 


= “Doing business abroad in to- 
day’s world calls not only for the 
widest possible experience in sales, 
in engineering and in all of the 
elements entering into the devel- 
opment of expanding international 
markets. It also calls for an alert 
ear for significant changes in the 
political, economic and social cli- 
mate in any country where sales 
are sought or investments are 
made. 

“Moreover, companies engaged 
in foreign operations face many of 
the same problems abroad as they 
do at home. They must, for ex- 
ample, build and protect good will 
for themselves and tgeir products, 
communicate with employes and 
customers and, where necessary, 
deal with an unfamiliar press. 

“These needs are providing an 
increasingly vital role for the arts 
and skills of public relations in the 
field of international finance and 
industry. The requirement is for 
fact finding, planning and a wide 
range of public relations services 
and experience.” 


® Bert C. Goss, president of Hill 
& Knowlton, told AA that the 
European company will attempt to 
secure local business as well as 
service American clients. This will 
be in line with the experience of 
the Australian company, set up 
originally at the behest of the Cal- 
ifornia Texas Oil Co. It now does 
pr for a number of Australian com- 
panies as well. 

Mr. Goss would not name them, 
but he said several American 
clients of the company are inter- 
ested in pr services abroad. Hill 
& Knowlton clients who presum- 
ably could benefit from this op- 
eration include Procter & Gamble, 
Texas Co., Avco Mfg. Co., Stude- 
baker-Packard Corp., Coca-Cola 
Co., Gillette Co., Olin-Mathieson 
Chemical Corp. and Electric Auto- 
lite Co. 

Hill & Knowlton also handles 
such strictly international accounts 
as the Nassau-Bahamas Develop- 
ment Board, the 1958 Belgian 
world’s fair and the Suez Canal 
Co. 

Mr. Hill will serve as chairman 
of Hill & Knowlton International. 
The general menager will be Loet 
A. Velmans, a native of Holland 
who has been with the company 
for the past four years, both in 
New York and abroad. 

-J. Carlisle MacDonald, formerly 


se 


assistant to the chairman and di-| 
rector of public relations of U.S. 
Steel Corp., will be a director of 
the new subsidiary and its senior 
consultant. Mr. MacDonald will 
make his headquarters in Paris. 
Another director of the company 
will be Edward W. Barrett, dean 
of the graduate school of journal- 
ism at Columbia University and 
formerly assistant secretary of 
state. Mr. Barrett’s pr company, 
Edward W. Barrett & Associates, 


was absorbed by Hill & Knowlton 


Advertising Age, September 17, 1956 


in 1954. , Washington, has reported in its | spent $936,587,000, or $79.49 each. 
In buying out Robinson-Hanna- | first national survey of hunting | The service concluded that all the 
gan last year, Hill & Knowlton be- | and fishing. The service said the| people of the nation benefit in 
came the largest public relations figures—based on interviews with|some way from the “enormous 
company in the world. It now em- | 9,328 persons who fished or hunted | yearly expenditure” by recrea- 
ploys some 240 persons. jlast year—‘“are accurate within | tional fishermen and hunters. 
5%.” 
Hunters, Fishermen Spend Of the estimated 118,366,000 Breskin Names Gussow A.M. 
Nearly $3 Billion on Sport Americans who are 12 years of age! Breskin Publications, New York, 
Nearly 25,000,000 Americans or older, 24,917,000, or 21.2%, has appointed Burton W. Gussow 
spent an average of $114.42 each | hunted or fished or did both. Total | advertising manager of Modern 
on hunting and fishing during 1955 | spending by the fishermen was put | Plastics and Modern Packaging. 
—totaling a whopping $2,850,979,- | at $1,914,292,000, or an average of He has been on the sales staffs of 
000, the Fish and Wildlife Service, | $91.98 per person. The hunters both publications since 1945. 


Halstaff 


C. Schmidt 


bought it 


eens 


ROD 


es 


bought it 


39 all new half-) ur action-packed motion pictures filmed on location with the full 
cooperation of \\-vada’s law enforcement agencies. Vivid scenes of Mojave desert, 
Virginia City, Laxe Tahoe, Reno, Las Vegas offer backdrop for thrilling adventures. 
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Advertising Age, September 17, 1956 


Companies Seek, Get| 


Local Good WilL 
Says ‘Mill & Factory’ 


NEw York, Sept. 11—To find out 
how American industry rates at 
the community level, Mill & Fac- 
tory conducted a survey among in- 


e Most of the respondents—90% 
—report a friendly attitude toward 
|them on the part of their local 
communities; 9% reported the at- 
titude was indifferent; 1% re- 
ported it unfriendly. 


e Plant executives are active in 
local community affairs, according 
to 95% of the companies replying. 


the respondent companies have 
conducted a poll of their commun- 
ities to sample community atti- 
tudes toward the respective com- 
panies. 


s Methods taken to improve com- 
munity relations, in the order 
listed by respondent companies, 
are as follows: Encouragement of 


dustrial companies of all types and| All of the companies canvassed | plant visits by community leaders, 
sizes. Findings, based on replies | encouraged hiring of local labor,| issuance of news releases about 


from 212 respondents, show the 
following: 


where qualified. 
The survey indicates that 89% of 


company activities, open house 
events, control of waste and pol- 


lution, establishment of funds for 
educational and welfare purposes, 
employe publications, sponsored 
radio or tv broadcasts of company 
activities and contributions to 
community recreation projects. 


Winter Becomes Instructor 

Willis L. Winter Jr., formerly 
national ad manager of the Record, 
Stockton, Cal., has been named 
fulltime instructor in advertising 
at the Eugene school of journalism 
of the University of Oregon. 


Investigate ...and 
Act Now for 
the Big ’57 ahead 


apt TS OS eee, wy 2. aR eae rn 


FILM SYNDICATION 


) 
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HENRY ZWIRNER has been named 

midwestern director of Fairchild 

Publications, effective Feb. 1, 1957. 

For the past 16 years, he has been 

circulation director of the com- 
pany. 


McLoughlin joins ‘Digest’ 

Richard F. McLoughlin, former- 
ly Detroit office manager of the 
Wall Street Journal, has joined the 
Detroit sales staff of Reader’s Di- 
gest. 


Serves Management 
On Shows & Exhibits 


With electronics and other aids 
providing new methods of show- 
manship to advertising, advertis- 
ing managers and others planning 
trade shows and exhibits look to 
AR for ideas, “how-to” articles, 
and new developments they can 
use. Following are typical articles 
that have helped build intense 
readership of AR every month: 


“Closed Circuit TV" 
Redesigning an Exhibit 
Pays Off” 
“How to Mcke Fair Exhibits 
Pay Off" 
“Budgeting for Trade Shows” 
“Fairs as an Advertising Medium" 
“Trade Show Trickery” 
“Yale Puts its Show on the Road” 
“Maturity for Trade Show 
Exhibits” 


Sells Nianagement 
On Shows & Exhibits 


Grouped together with top arti- 
cles on how to stage shows and 
exhibits, advertisers’ messages 
outlining values of their products 
and services naturally get inten- 
sive readership and response. 
Among AR’s current advertisers 
are: 


Middle West Display & Sales Co. 
Exhibit Management Associates 
Hollywood Banners 

Sho-Aids, Inc. 


If shows and exhibits are either 
your problems or your products 
—turn to AR for results! 


ey. A 
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Along the Media Path | 


“How Much Larger is Business 
Today?” is a question answered by 


brochure of that title. The bro- 
chure points out that more and 
more companies are recognizing 
the increasing importance to ad- 
vertising in meeting the challenge 
and opportunity of the business 
world. 


e- The under-20 market will be 
the target of a nationwide food 
promotion this fall when Seven- 
teen launches a “young consumer” 
nutrition-education campaign for 
high school students via public 
and parochial school systems and 
major food chains from coast to 
coast. ‘ 


e The Caller-Times, Corpus Chris- 
ti, Texas, has changed its format 
to an 11%-pica column with two- 
point column rules. 


e The New York Herald Tribune 
has begun distribution to store 
buyers, merchandise managers and 
key executives in the New York 
area of “Briefed,” a digest of busi- 
ness sales ideas. The Herald Trib- 
une is the second newspaper to 
distribute the digest. The Chicago 
Sun-Times began distribution in 
January. 


e National: Broadcasting Co. has 
begun construction of a $4,000,000 
tv station in Washington. The sta- 
tion is being built for WRC and 
WRC-TV, both owned and operat- 
ed by the network. 


e To date, 113 retail stores in key 
cities have agreed to participate in 
Ladies’ Home Journal’s 1956 
Christmas promotion, “Snow 
Sprite.” The figure is nearly 100% 
more than had signed up at this 
time last year. It includes 71 de- 
partment stores, 17 furniture stores 
and 25 jewelry stores. 


e@ The countryside unit of Town 
Journal and Farm Journal is help- 
ing its advertisers by offering 
them long-range weather forecasts 
on a regional basis. 


e Candy Industry, which has been 
combined with Confectioners’ 
Journal, has been completely re- 
styled by Walter Landor & Associ- 
ates. More color and illustrative 
material will be used on the cover, 
and the typography is being re- 
designed to provide greater ease 
of reading. 


e Seventy-six department stores 
in 71 cities will tie in with the 
October issue of American Home 
in a home furnishings promotion. 
The promotion’s theme, “Some- 
thing to Crow About,” will be fea- 
tured in a seven-page article and 
on the cover of the October. issue. 


e@ Department of New Laurels: 

Advertising linage for the Sep- 
tember issue of House & Garden 
is up 36.6% over the same issue a 
year ago. 

Vogue’s September issue repre- 
sents the largest single month in 
advertising dollar-volume in the 
64-year history of the magazine. 
Cembined gross revenue for the 
Sept. 1 and. Sept. 15 issue will be 
in excess of $1,200,000. 

For the second successive year, 
September issues of Scholastic} 
Magazines show sharp gains in lin- | 
age and total advertising revenue | 
over the preceding year. 

The largest edition ever printed | 
by the Evansville Printing Corp..,| 
publisher of the Press, Courier and | 
Sunday Courier & Press, was print- | 
ed Sunday, Aug. 19. The annual} 
progress edition, reporting the his-| 
tory of the past year and predic-| 
tions for the future, carried 238,650 | 
lines of paid advertising with al 
total of 186 pages. 

American Home’s October issue | 
has the largest number of ad pages 


of its history. 

Redbook reports the highest six- 
month circulation figures in its 
history. Average net paid circula- 
tion was 2,288,000 (publisher’s es- 
timate). 

Sports Afield newsstand sales 
were the largest of any July issue 
during its 69-year history. 

Good Housekeeping’s September 
issue closed with $1,890,000 in ad- 
vertising revenue, a gain of 29% 


in revenue over the same issue in 
1955. This is the biggest Septem- 
ber issue in its history. 

The August issue of Jobber 


volume high with 96 ad units. 


Methodist Church Slates 
New Monthly Journal 
The World Service agencies of | 


the Methodist Church will begin |°*8° 
publishing in Chicago next year "ePlace Christian Advocate and 
a new monthly program-promo-| The Pastor. Together, to bow Oct. 


tion journal. First issue of the|15 as a monthly, succeeds Chris- 
publication, as yet unnamed, is|tian Advocate as the “national 
scheduled for February. The new | news journal of Methodism.” New 
magazine will be mailed to Metho- | Christian Advocate, to appear Oct. 
dist ministers and members of |] as a monthly, will be circulated 


Methodist commissions, and will 
combine functions of five publica- 
tions formerly published by vari- 
}ous church boards and agencies to 
Product News sets an alltime ad| promote their own work. It has 
|not yet been decided if the new 
book will accept advertising. 

Two other official publications 
of the church, both put out by 
Methodist Publishing House, Chi- 
will appear in October to 
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to 25,000 Methodist ministers, 
teachers and officers. It will com- 
bine editorial features of both 
Christian Advocate and The Pas- 
tor. Warren P. Clark continues as 
manager of the advertising, cir- 
culation and business departments. 


Philco Boosts Two 

Harold W. Schaefer, a vp of the 
division, has been appointed vp 
and general manager of the ap- 
pliance division of Philco Corp., 
Philadelphia. At the same time, 
Larry F. Hardy, a corporation vp, 
has assumed a new position as vp 
in charge of consumer products di- 
visions. 


ALL THE NEWS 
AND ITS BUSINESS 
SIGNIFICANCE 


THE WALL STREET JOURNAL. 


The National Business Daily 


Port Revamp 
Trailerships May Spur 
Waterfront Facelift, 
Opening of New Ports |+ 
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FCC Approves First 
Three ‘Translator’ 


Television Stations 


WasHIncTon, Sept. 11—The Fed- 
eral Communications Commission 
has approved the first three tv 
“translator” stations, to relay tv 
programs from major stations to 
isolated communities. 

One “translator” on Channel 70 
will 
KRON-TV (Channel 4), 
Francisco, for reception at Haw- 
thorne, Nev. Two stations, owned 


by James R. Oliver, were author-/| a maximum of 98 watts, with an 8’! Fortune. 


retransmit programs of) 
San | 


ized for Bishop, Cal. One, on, 
Channel 70, will retransmit KNXT 
(Channel 2), Los Angeles, and the 
|other, on Channel 73, will carry 
programs of KRCA (Channel 4), 
Los Angeles. 


s “Translators” are low-power) 
transmitters operating in the top) 
uhf channels. While they are in- 
dependently owned, they pick up 
programs of existing stations— 
with their permission—and relay 
them with sufficient power to 
reach residents of small, isolated 
areas. 

The Hawthorne station will use 


antenna. The Oliver stations will, 
use 83 watts, and 30’ antennas. 


KSON Drops Hooper: | 
| \ Says Rating Lacks 


Hedges Joins Michel-Cather 
Robert W. Hedges, formerly an| Value i in San Diego 
account executive with Harry W Saw Dreco, Sept. 11—Station 


|Smith Publicity, has been nseiaial 


an account executive of Michel- 
Cather, New York industrial agen- dropped the Hooper radio survey. 
cy. | In announcing the cancellation, 
| Fred Rabell, president of the com- 
, : pany which operates KSON, noted 
McGee Joins ‘Fortune that, the poe was being taken 
Norman S. McGee Jr., formerly | “despite our favorable position in 
an account executive with Batten,' the current index.” 
|Barton, Durstine & Osborn, has | He described the Hooper survey 
joined the New York sales staff of | for San Diego as having “no value 
as a research tool.” 


'KSON announced today it has 


How 488 Companies are 
advertising in 1956 


...to reach America’s most 
responsive business market! 


A valuable guidebook for sales, advertising, media and 
creative executives! Covers almost every industrial and 
commercial field with numerous examples of sales-making, 
opinion-molding advertising! In this Composite Edition you 
will find answers to the folowing qeeene: 
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Mr. Rabell’s announcement, sent 
j}to San Diego advertising agencies 
and advertisers, explained the sit- 
uation as follows: 

“Lest you may feel that our ac- 
tion is motivated by the competi- 
tion of a new independent in the 
|market, may I point out that our 
current Hooper, Monday-Friday 
index is 19.1 and last year before 
this competition it was 16.0. 


s “It is our considered opinion 
that the Hooper survey for San 
Diego is, at this time, of no value 
as a research tool to either time 
buyers or this station because of 
the following facts: 

“1. C. E. Hooper Co. states that 
40% of the respondents to their 
survey calls in San Diego are un- 
able to identify station listened to. 
Hooper then asks for dial position. 

“2. The three independents in 
San Diego are at 1130, 1170 and 
1240, and today’s radio dials just 
do not show these individual fre- 
quencies, so, in our opinion, any 
answer is valueless. 

“3. There is at present in San 
Diego one independent whose pol- 
icy is one ef gimmicks that consist 
|of cash awards or valuable prizes 
to listeners. Many of these are 
based on the telephone angle such 
as: ‘We are conducting a survey, 
and if we call you and you say you 
are listening to you will 
receive $500.’ 

“4. These tactics, we believe, 
tend to distort responsés to any 
telephone survey such Hooper, 
not necessarily increasing listening 
but influencing response even if 
radio is turned off. 


s “This is not meant as an attack 
on the Hooper people in any sense, 
as we do not doubt their sincerity, 
and we sympathize with them, as 
we do not feel the coincidental 
phone survey can cope with the 
practices of an independent opera- 
tion such as now exists here, or 
with a situation such as exists in 
San Diego as to assigned frequen- 
cies.” 


Hugh LaRue Named Exec VP 

Hugh Ben LaRue, general sales 
manager of WINS, New York, has 
been appointed exec vp of KTVR, 
Denver tv station. KTVR is owned 
jointly by Founders Corp. and 
Gotham Broadcasting Corp., which 
also has major interest in WINS. 
Jon R. McKinley, general manager 
of KTVR, will continue in that 
capacity. 
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market fact about Meriden- 
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ered by Hartford and New 
Haven newspapers.” Only 
The Record & Journal sell 
this 100,000 market. Get 


complete information now. 
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Reborn in Crisis, Clint Frank Inc. 
Trebles Its Billings in Three Years 


(Continued from Page 3) 
started the year right by making 
the agency’s name Clinton E. 
Frank Inc. 

In less than three years since 
that time, it is no exaggeration to 
say that the Frank shop has be- 
come a new agency. It can be 
added that the agency’s fortunes 
have been looking steadily upward 
since that time. 

The newness of Frank extends 
to both clients and personnel. Of 
its 50 present employes (compared 
with 25 in the dark days of '53), 
only a handful were with the com- 
pany three years ago. They include 
Mr. Frank himself, Jack L. Mat- 
thews, media director, and Wayne 
R. West, formerly “accounting 
manager,” now secretary. 


® With those exceptions, a whole 
new generation of key officials has 
arisen, so that Clint Frank finds 
himself something of an “old 
guard” at the age of 40. Since '53 
a new exec vp has arisen, and de- 
parted—Guy Mercer, who moved 
to Tatham-Laird last spring. Other 
agency top-kicks have been gath- 
ered from all along this city’s Ad 
Row: 

M. Wayde Grinstead, account 
exec on the Reynolds Metals con- 
sumer account at Russel M. Seeds 
Co., accompanied that business to 
Frank two years ago. He is now vp 
and account supervisor on Rey- 
nolds. Robert E. Blackburn trans- 
ferred from MacFarland, Aveyard 
& Co. to become Frank’s creative 
director (and vp) and Bucking- 
ham Gunn left Foote, Cone & 
Belding to become vp in charge of 
radio and tv. 

Philip E. Bash came over from 
Leo Burnett Co. to become vp in 
charge of the Quaker Cats business 
(Frank now has Quaker’s family 
flours and _ institutional). Hill 
Blackett Jr. left Grant Advertising 
to become account executive, later 
vp and account supervisor, on the 
Toni business. 

Louis Schueler, formerly re- 
search director of Toni Co., was 
appointed to the same position at 
Frank. And Frank Newton trans- 
ferred from Leo Burnett to become 
copy chief. 


s On the client’s side, the turn- 
over has been almost as thorough. 
Frank has about the seme number 
of clients (nine) as the old Price, 
Robinson shop did. But six of the 
clients are completely new, and 
two others (Reynolds and Toni) 
have been transformed from small 
and tentative tie-ups into the 
agency’s top accounts. Only Quak- 
er remains from the original Price, 
* Robinson roster. 

The new accounts added since 
“the change” are: Chicago Chev- 
rolet Dealers (local); Dean Milk 
Co. and Fould’s macaroni and 
spaghetti (regional), and Standard 
Railway Equipment, Kitchen Art 
Foods Co. (Py-O-My) and Fort 
Howard Paper Co. (national). The 
Fort Howard account is brand-new 
(AA, Aug. 20), and formally 
transfers to Frank on Oct. 1 (from 
Baker, Johnson & Dickenson, Mil- 
waukee). 

The big cards at the agency now, 
however, are undoubtedly Toni 
and Reynolds, and both of them 
became big there in no dramatic 
fashion, but through a process of 
accretion. “We simply started with 
small business, did a satisfactory 
job and then added more,” the 
younger Hill Blackett declared of 
Toni. 


® Toni entered the shop in 1952, 
on a very tentative basis: Frank 
was assigned to test some experi- 
mental products which, as it 
turned out, never did reach the 


market. But Frank continued to do 
development work, which paid off 
for agency and client in '53, with 
a new product called Pamper 
shampoo. Then, in ’54, the agency 
helped introduce another one— 
Casual pin-curl permanent. 


It wasn’t until late last year that 
Frank was assigned its first 
“going” Toni brand—Tame Creme 
rinse, which Tatham-Laird had 
handled. This, incidentally, was at 
the time the new North Advertis- 
ing was scooping up Toni accounts 
from one and all (AA, Sept. 12, 
55); Frank was the only one of 
Toni’s previous agencies to make 
a clear gain in that shuffle. 

The Reynolds account also 
started small. When the agency 
first landed it—through Clint 
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Frank himself—in 1951, it con- 
sisted of industrial merchandising 
and parts advertising. Since then 
all kinds of industrial and con- 
sumer products have been added, 
including the radio-tv end of the 
precious Reynolds Wrap aluminum 
foil business, and the promising 
do-it-yourself materials account. 


= By now, the Toni and Reynolds 
accounts have grown to the point 
where each bills above $2,000,000 
a year through Frank. In the agen- 


cy year which ended Sept. 1, they 
accounted for two-thirds of Frank’s 
total billings of $6,000,000. That 
$2,000,000 figure, incidentally, ap- 
proximates Price, Robinson's total 
billings three years ago. 

Still a relatively small agency, 
but handling national accounts, 
Frank has had to be ingenious, es- 
pecially in the matter of tv. Tele- 
vision is a strong suit at Frank; 
nearly two-thirds its annual ex- 
penditures go into that medium, 
and the ability to function well 


WHY THIS ADVERTISER TREND TO |f 


Better access to bigger sales opportunities! 


Consider the three basic reasons why building product manufacturers and their agencies 
have boosted Architectural Record from 13th to 4th place among all U. S. monthly 
magazines in advertising page volume in the past five years. 


1, A succession of record-breaking years for architect-engineer-planned building. 
$14 billion in 1952; $19 billion in 1955; estimated $20 billion in 1956. 


2. Widespread recognition that the primary importance of architects and 
engineers in the sale of building products demands primary attention to the special 
needs and interests of architects and engineers in advertising and selling. 

Today, architects and engineers, full-time building experts, plan—and specify 
the products that go into—80% of all U. S. building. 


3. Growing agreement that the best-place to advertise specifically to architects 

and engineers is in the one magazine edited specifically for architects and engineers 
and steadily preferred by them. 
Architects and engineers have now voted Architectural Record their preferred 
magazine in 85 out of 93 readership studies sponsored by building 

product manufacturers and advertising agencies. 


Strong and steady advertiser trends—like this trend to Architectural Record—must be 


earned with orders for building products. 


May we discuss with you the ways in which Architectural Record can help your 
advertising earn more orders in the biggest architect-engineer-planned building market 
in history? 


1952 


| Se wrt 


Recor 


1953 


Architectural 


‘4workbook of the 
active architect 
and engineer’? 


F. W. Dodge Corporation, 119 West 40th St, New York 18, N. Y. 
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there has been important in com- | 
peting against big agencies on big 
accounts. An especially important | 
feather in the agency cap has been | 
the bundle of awards and honors | 
won by the Reynolds Wrap tv com- | 
mercials. 

That kind of service, however, | 
involved strenuous effort, includ-| 
ing weekly forays to both coasts to | 
supervise Reynolds’ and Toni’s | 
network commercials. Frank eased | 
that somewhat this year when it 
signed up a new company, Agency 
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Wayde Grinstead 


|of Reynolds’ 


Represent-|York every weekend to 
atives, to handle the commercials—an 
in-studio super-| which Mr. Grinstead and Bill 
vision of Toni| Maloney, Reynolds account execu- 
commercials’ in| tive, handle on a shift basis. 

New York. An- 
other rep, Nye &|®@ Right now, the Frank agency 
Davis, is doing|appears content with the “start 
the same thing|small and expand” format, other- 
for both Toni and| wise known as “watching our 
Reynolds in Hol-|clients’ business grow.” On the| 
lywood. For most | other hand, it is noted for being in| 
shows, though,|on almost every new-business 


the agency still junkets to New! opening known to account men, 


assignment 


“do” | from the smallest to the biggest, 


‘and it confesses to having “tre- 
| mendous ideas” in such fields as 
beer and appliances. 

Basically, though, Clint Frank 
disclaims any special success se- 
crets. 
business other than damned good 
people,” he told AA. “And we’ve 
got them now.” 

Putting his conviction into ac- 
tion, Mr. Frank has started to 
| move out of his position as sole 
| owner of the agency. “I've already 


ARCHITECTURAL 
RECORD? 


1955 


1956 


“There’s no secret to this| 


47 


O. QUINTIN DIMARIA has been name 

associate advertising manager of 

the Wall Street Journal’s national 

edition, a new post. He has been a 

member of the Journal’s New York 

staff since 1952, covering retail 
and consumer accounts. 


sold stock to officers cf the com- 
pany, and I intend to sell more,” 
he said. Furthermore, the agency 
just finished installing an across- 
the-board profit-sharing plan 
which promises to be a lot more 
than a pious gesture: On Aug. 31 
it paid 15% of salary to everybody 
in the shop. 

Perhaps the only alloy in its 
ingot of contentment is a familiar 
one—living space. Early this year, 
Frank expanded upward to a king- 
size penthouse atop the teeming 
Merchandise Mart. The added 
space is already used up, however, 


toward the roof and the fire es- 
cape. 


Eureka Vacuum Cleaners 
in Pre-Holiday Drive 

The Eureka division of Eureka 
Williams Corp., New York, will use 
color insertions in four magazines 
for a 100-day pre-holiday program 
for Eureka vacuum cleaners. The 
campaign begins with a_ color 
spread in the Sept. 17 Life, fol- 
lowed by full and fractional-page 
insertions in Good Housekeeping, 
Life, Maclean’s and The Saturday 
Evening Post. 

All three Eureka models will be 
featured in the ads, which offer a 
free 16-page illustrated booklet on 
rug and carpet care. The national 
campaign is backed by local news- 
paper advertising on a cooperative 
basis. For the trade, color spreads 
have been scheduled in Electrical 
Merchandising. A! Paul Lefton Co., 
New York, is the agency. 


and staffers are looking longingly - 
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51,025 


Be 30, 1954, Pora. 28-b. 


© BIGGEST pop. gaoin—18% last 5 yrs. 
@ BIGGEST home building boom. Over $7 
Million in new construction in 55. 


@ OVER 100 INDUSTRIAL PLANTS. Valve 
of manufactured products in ‘55 over 
$150 Million (est.) 

@ AVERAGE FAMILY INCOME $6,120 
(Nationol av. only $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 

(Exciuding Chicago) 


Ww $147 MILLION SUBSCRIBER RETAIL PURCHASES 
w® $30 BULLION suescaece Fooo puaceases 
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KNOWS 


How inca DAVENPORT rows: 


— that’s why they’re manu- 
facturing space .. . in DA NPORT! 


FOR THE NINTH CONSECUTIVE 

YEAR— FIRST IN LINEAGE IN 

ALL IOWA AND FIRST IN THE 
QUAD.-CITIES! 
Represented by Jann & Kelley 


CIRCULATING DAVENPORT, IOWA, ROCK 
ISLAND, MOLINE AND EAST MOLINE, ILL. 


"DAVENPORT 


ea 


"NEWSPAPERS 
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Viewers Like 


Commercials for 


Piel, Hamm: ARB 


WASHINGTON, Sept. 11—A special 
question in the monthly tv viewing 
report of the American Research 
Bureau established that Piel’s beer 
and Hamm’s beer commercials 
were the “most admired” during 
August. While the question was 
submitted on a nationwide basis, 
both winners were regional ad- 
vertisers, Piel’s in the New York 
area and Hamm’s in the Midwest. 

ARB did not report the degree 
of response it got to its question 
on commercials, but the “most 
admired” scored only 7.7% of 
those who answered the question, 
second “most admired” scored 
6%. Of 28 “top choice” commer- 
cials for August, 16 were carry- 


Louisville’s 
BEST KNOWN FIGURE 


. He’s the WHAS-TV Channel 11 figure, reminding viewers in this 


instance of WHAS-TYV’s popular 6:00-6:15 pm, Monday through 


Friday interview program, “Small Talk”. At other hours he 
addresses a typewriter and becomes a sportscaster to promote 
another WHAS-TV production, “Sportraits”. 

Many local and national advertisers recognize the value of 
participating schedules on these and other well-produced 
WHAS-TV shows. The Channel 11 figure constantly reminds 
viewers of WHAS-TYV’s excellent programs. 

’ He should remind you that for selling results, individual 


and distinctive treatment, your advertising deserves the impact 


of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Stetion Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Lovisville Times 


516,090 Waj;- 


overs from a similar study last 
May. Only eight were mentioned 
by more than 2% of the families 
answering the question. 


® Best-liked commercials listed in 
the August rating and per cent 
were: 


© 3 PS > GO PO > 


. Pepsodent 
. Gillette 
pe II ehienbingdi ds csésccacrennchieh 


. General Electric 
. Snowdrift 


. Kraft cottage cheese .... 
. Northern tissue 


. National Bohemian 
. Lucky Strike 


. Top Value stamps 
. Valley Dale meats 


White Is Trite and 
‘Black Is Back, Says 
Chrysler Car Stylist 


Detroit, Sept. 11—Chrysler 
|Corp.’s chief color stylist, Robert 
'E. Bingham, is predicting that 
|black—now the most preferred 
|color in Plymouths, Dodges, De- 
|Sotos, Chryslers and Imperials— 
| will be the most popular car color 
jin 1957 and perhaps in 1958 as 
| well. 

He pointed out that the second 
| quarter of this year was the first 
‘time since 1950 that black had 
'been most preferred. It was in 
third place during the first quar- 
‘ter, he said, but then it jumped to 
the top spot last spring to displace 
| light blue, which is now in seccnd 
place. 

The switch-over to black is es- 
pecially noteworthy, said Mr. 
Bingham, since it occurred during 
the spring months when special 
“sunshine” colors are traditionally 
introduced. 


= “We are detecting a growing 
preference [among car buyers] 
for darker colors generally,” Mr. 
Bingham said. “This return to 
elegance not only means blacks 
and grays. It means that most col- 
ors will be more subtle and quiet- 
er.” 

Taking a long-range look at the 
color spectrum, he went on to pre- 
dict that beige, tan or sand, and 
navy blue will become increasing- 
ly popular in 1957 and on into the 
early ’60s. 

He also noted that starch white, 
which has been in high vogue for 
more than a year now, is “losing 
out completely to the off-whites, 
| especially to the beige-whites.” 
This, he says, is in keeping with a 
‘current trend to less sharp con- 
trasts and fewer bright colors with 
which white has been used. 


Casco Plans Fall Push 


Casco Products Corp., Bridge- 
port, Conn., is planning its biggest 
advertising and sales promotion 
campaign, beginning this fall. Cas- 
co has added two. products to its 
line of heating pads and irons—an 
electric blanket and electric grid- 
dle. Pages in Life are scheduled 
plus insertions in Better Homes & 
Gardens, Ebony, Good Housekeep- 
ing, Ladies’ Home Journal, Mc- 
Call’s and Sunset Magazine. Local 
newspaper ads and tv and radio 
spots will be used, and the cam- 
paign will be backed in trade jour- 
nals. Dowd, Redfield & Johnstone, 
New York, is the agency. 
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When You Judge | 


and Choose a | 


Construction Magazine- 


Consider All These 


sf 


Points Together. . . 


i 
ohh 


Cl RCU LATION Often misunderstood and pe som mis- 


judged, circulation offers the analyst an opportunity to buy real value, if he 
remembers that value never depends on cost per thousand or even volume 
alone, because: in every industry there are specific segments that influence 
purchases and preferences; in every industry there are more people who read 
than buy; and—for maximum value, a magazine must offer maximum coverage 
of those important groups that influence the purchase and preference for their 
advertisers’ products and services... anything less is too little and anything 


more is too much! 
Contractors do the buying and C & E delivers more contracters! 


EDITORIAL With business becoming not only more diversified 


but increasingly complex, magazines can and do perform an indispensable 
service to readers by keeping them informed —on a current and authoritative 
basis! New job methods and procedures, new products and services, better 
management planning and scheduling — all these are editorial elements that 
add not only reader interest in the magazine but create a confident, loyal follow- 
ing that adds a tremendous value for those who seek a market. 


C & E delivers more editorial and a higher ratio of editorial to advertising! 


FORMAT All too often, format is overlooked in analysing effective- 
ness and value. Thoroughly researched reading habits, optical mechanics and. 
the correlation of visual accessibility to elements of reader interest are only a 
few criteria by which format and what it may or may not contribute to a 
magazine’s value can be judged. Size, and arrangement of both editorial and 
advertising layout, together with overall organization of contents must all be 
evaluated pi § analysed when a magazine’s worth, as an advertising medium, 


is being judged. 
Only C & E helps the advertiser with reading matter above and beside 
every 7 x 10 ad and standard spread. 


ADVE RTISI NG The de of advertiser confidence in a mag- 


azine is often shown by many things. The number of advertisers, of exciusive 
advertisers and amount of advertising—all these are important considerations. 
Coupled with the character and type of advertisers, the analyst is afforded a 
multiple ee for valid, qualified decisions that make advertising 
schedules solid, profitable investments. 


More advertisers, more exclusive advertisers, more advertising in C & E! 


If you're looking for sales, look to the big magazine of the industry 
... the magazine that has more, does more, and delivers more—-month after month! 


Contractors and Engineers 


magazine of modern construction 
470 Fourth Avenue, New York 16, N. Y. 6-237 
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Adman’s Flyer in Distribution Ends 
in Bankrupicy, Despite Booming Sales 


(Continued from Page 2) 
appliance field, was catapulted in- 
to appliance distribution when he | 
first sought the Amana advertising 
account. 

Fresh from years of sales train- 
ing and merchandising for Motor- 
ola—as well as frofn handling the | 
company’s advertising—Mr. Gour- 
fain made his bid for the Amana 
account in 1952. Amana said it was 
happy with its agency, but Ed 
Gourfain made his bed when he 
told George Foerstner, Amana’s 
exec vp, “All right, I can’t sell you 
any advertising, but I'll bet you 
ten to one that your Chicago, Mil- 
waukee and Detroit distributor 
systems stink.” 


® On inspection, the Chicago set- 
up proved so bad that Amana fired 
its distributor. Mr. Gourfain won 
his bet—and inherited the Amana 
distributorship. 

Amana-Chicago, later renamed 
Mainline Distributors, spread its 
wings and gathered in other ap- 
pliance lines, including 
vacuum cleaners, Republic Steel 
Kitchens and Sentinel radio and 
tv. Gourfain-Cobb (the agency) 
won part of the Amana national 
advertising account, then resigned 
it in 1953 when, according to Mr. 
Gourfain, “We and Amana found 
an area of general policy making 
on which we didn’t agree, and so 
we stepped out.” 

In May, 1954, Gourfain-Cobb 
added the Sentinel account as an 
advertising client and applied Mr. 
Gourfain’s merchandising philoso- 
phies to promoting its products 
nationally as well as through 
Mainline at the distributor level. 

During the past few years, 
Mainline’s activities have been re- 
ported in glowing terms, and it 
appeared that Mr. Gourfain’s mer- 
chandising and promotional ideas 
were paying off. 


® Quite suddenly, last June, Main- 
line offered to cancel its franchise 
with Amana and sell out its in- 
ventory and other physical assets 
to the Amana Refrigeration Co., 
with the suggestion that Amana 
set up its own branch to distribute 
in the Chicago area. Mainline also 
proposed to liquidate completely as 
a distributor and give up its other 
appliance lines. 

The reasons for this withdrawal, 
Mr. Gourfain told AA, are many, 
but all hinge on his conviction that 
the day of the independeat ap- 
pliance distributor in key-city 
markeis has passed. Supplanting 
them, says Mr. Gourfain, are 
branch operations controlled by 
manufacturers. 

Mr. Gourfain said dwindling 
profits sank so low that, as early 
as six months ago, he considered 
closing up shop. “With all predic- 
tions pointing to a big air condi- 
tioner season,” Mr. Gourfain re- 
called, “we decided to hold out 
until September and see what 


happened.” 


@ The air conditioner market 
failed to materialize, and by mid- 
year, although Mainline still re- 
ported itself solvent, Mr. Gourfain 
decided once and for all to call it 
quits. -~ 

Mr. Gourfain says that Mainline 
ranked as Amana’s No. 1 distribu- 
tor fog,.the month of June and No. 
3 for the year to date, according 
to the manufacturer’s own records. 
Mr. Foerstner says Mainline 
ranked 57th among Amana’s 80 
distributors “for the year, based on 
quota performance.” | 5 

The discrepancy in these state- 
ments, AA found, lies in the meth- 
ed of computing rank. Mr. Gour- 
fain’s computation is’ based on 
Amana’s “Who’s Who in Amana 
Distributor Standings,” a bulletin 


‘ 


a 


Le 2 


published monthly by the manu- 
facturer. It divides distributors in- 
to groups and Mainline is in group | 
IV, along with such markets as| 
Los Angeles, Montreal, San Fran- | 
cisco, Alexandria, Va., and Phila- 
delphia. 
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However, as further proof of| although C. K. Reynolds Jr., man- 
Mainline’s effectiveness, Mr. Gour-| ager of steel kitchen sales for Re- 
fain submitted the 1956 consumer | public, told AA, “It simply isn’t 
analysis prepared by the Chicago| possible that Mainline stood that 
Daily News. In the city of Chicago, | high.” He declined to comment 
this report ranks Amana first, with | further. 


14.3% of the market, and Sears 
second, with 12.9%. In the suburbs 
the ratings are reversed. There, 
Sears leads, with 25%, and Amana 
is second, with 19.1%. 

Mr. Gourfain said Mainline was 
no lower than third place nation- 


Mr. Gourfain said Mainline was 
probably in first place nationally 
with Sentinel and “no lower than 
third for Lewyt.” 

Sentinel declined to comment on 
its relationship with Mainline be- 
cause the company “is in litiga- 


ally for Republic Steel Kitchens, | tion.” However, Robert B. Parks, 


Sentinel sales manager, said, 
“Mainline was not our No. 1 dis- 
tributor, but it was near the top.” 

Mr. Parks will not announce 
Chicago area distribution plans 
until some time next week. 


s Walter J. Daily, vp and sales 
manager of Lewyt, said Mainline 
was not in first place this year. “It 
was in the top ten in 1954 and 
1955,” said Mr. Daily, “but I doubt 
that it rated that high in 1956.” 
Mr. Daily pointed out it is be- 


a <>. 


SS 


“People depend 


With time out for duty with the Army Air Force during World War II, 
Eugene Raven spent the first 10 years of his business career with news- 
papers, including the Omaha World Herald and the Des Moines Register 
and Tribune. Late in 1944 he joined United Air Lines as Assistant Adver- 
tising Manager. Today he is Director of Advertising. When Mr. Raven 
recently agreed to discuss business publications with us, we promptly 
lew (via United Air Lines) to his Chicago office. Here are the highlights 


of the discussion which followed. 


Q whet is the early history of United 
Air Lines? 


A United is actually the outgrowth of 
four different companies. The _ first, 
Varney Air Lines, was started in April 
1926. Close on its heels came Pacific Air 
Transport, National Air Transport, anc 
Boeing. All four were merged to form 
United Air Lines in 1931. Our company, 
as presently organized, was incorporated 
in 1934, 


Qa: what point did advertising enter 
the picture? 


A Very early in the game. Offhand, as 
early as 1928. 


Q What has been your basic advertis- 
ing philosophy? 


A We have always been a firm believer 
in the value of advertising, and we have 
operated on the basis that we are willing 
to spend an advertising dollar i! it 
attracts more dollars to the business. 


That was our policy even in our early 
years, when other airlines considered 
advertising a questionable expense. 


Q What was the general purpose of 
your early advertising? 


A In those days the big job was to con- 
vince people that it was safe and econom- 
ical to fly. We had both fear and fare 
to overcome. You must remember that 
in the late 20s a passenger was a fellow 
who sat on the mailbags if there was 
room enough for him. Airplanes were 
designed to carry mail, not passengers. 


Q What accounted for the change in 
attitude about passenger traffic and 
the development of passenger planes? 


A Despite the early fears of flying and 
the $400 fare coast-to-coast, hardy 
individuals demanded the speed of air 
travel in emergencies. Quite a contrast 
when you figure 36 million people will 
fly this year and coast-to-coast fares are 
as low as $80. 


On business 


Q Were your first advertising activities 
of a localized nature? 


A Yes. Our first advertising was in 
newspapers. 


Q When did United first enter into busi- 
ness paper advertising? 


A We first started using business publi- 
cations in 1939. 


Q What is the objective of your business 
publication advertising today? 


A It is twofold. A large portion of our 
business paper advertising is directed 
toward freight sales, the rest toward 
passenger sales. On the freight side, we 
use both horizontal and vertical publica- 
tions to reach our customers and pros- 
pects. We do, however, try to concentrate 
our efforts to reach those specific 
industry groups which account for the 
major part of the freight we carry. 
Machinery parts and tools, for example, 
are two of the major sources of our 
freight revenue. The story we have to 
tell is a big and important one. We must 
make known to those readers the 
services of United available to industry— 
new and improved equipment, more and 
faster schedules, special facilities for 
handling various types of freight, and 
the like. 


Qre whom are your freight messages 
addressed? 


A Basically to manufacturers and ship- 
pers—but in addition to those people, 
we are interested in reaching purchasing 
agents, for they also dictate the method 
of shipment to a very large extent. 


Q And how about the passenger side 
of your business paper advertising? 


A On the passenger side the job we 
have to do, in simplest of terms, is to sell 
seats. To do this we not only talk di- 
rectly to prospective passengers through 
national magazines, but also to some 
2000 travel agents through their own 
trade publications. It is the responsibility 
of the Advertising Department to keep 
these agents, who are a very real part of 
our sales force, fully informed about the 
things we have to sell the traveling 
public—such things as new types of 
equipment, new nonstop schedules, and 
holiday tours. We have found from ex- 
perience that the best way to get this 
information across is through the use of 
various business publications. 
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coming increasingly difficult to get the other is capital. 


go. “Due to the scarcity of inde-| ers have turned to branch opera- 


pendents, Lewyt will sell direct to tions is that it takes more capital | s But the very fact that Mainline 


promotions. 
independent distributors in Chica-| “One reason many manufactur-| work just the opposite.” 


manufacturers; from manufacturers and the com- 


| petition from branch operations 
run by other manufacturers. 
“They offer special deals to big- 


key accounts in Chicago and sellin some markets than many in-| rated so high in sales volume, Mr.| volume dealers that the independ- 
other dealers through Efangee Co.,' dependents have available. As far Gourfain told AA, is the reason it;ent can’t match. And they have! chandise other than appliances, he 


a housewares distributor,” Mr.\as high discounts and key-city failed. 
Daily declared. 


Mr. Daily, who does not agree lieve manufacturers can offer both. we lost the pennant.” 
“I question,” he said, “whether | other independents couldn’t do.” 


that the days of independent dis- 


the ball unlimited capital, so they can ex- 
money is concerned, I don’t be- games,” said Mr. Gourfain, “but| tend long-term credit to dealers. 


|This is something Mainline and 


tributors are numbered, said that = “Lewyt gives its distributors a or not an independent distributor! Mr. Gourfain pointed to the 
two basic ingredients are needed high discount,” Mr. Daily said, can make it in a major market to- many added branch operations run 
to operate successfully. One is an|“and expects them to buy their day. The things that defeated us| by major appliance manufacturers 


experienced management team and| own displays and support local were lack of key-city 


support/in Chicago and nine other key 


publications to keep informed...” 


Q You of course supplement ' such 
advertising? 


Aon yes. We use direct mail and make 
numerous personal calls, but business 
publications carry the bulk of the load. 


Q What do you consider to be the high- 
light of United’s advertising history? 


A Well, the first thing that comes to my 
mind is the advertising campaign which 
announced the introduction of steward- 
ess service, which incidentally was in it- 
self an industry “first.” Another is the 
fact that United was the first airline ever 
to use magazine advertising. 


Q Just when was that? 


A About 27 years ago. And we have 
advertised in magazines constantly ever 
since then; even during the war years, 
when the only thing we had to talk about 
was what we thought would be the air- 
plane and the airport of the future. 


Q How many business publications do 
you use at the present time? 


A My answer depends on just what your 
definition of a business publication is, 
but if you include any magazine edited 
to appeal to the men and women within 
a certain industry or horizontal industrial 
group, the number is approximately 50. 


Q How do you determine your adver- 
tising appropriation? 


A We first determine the job to be done 
and relate the cost of doing that job to 
anticipated growthand volume. Naturally, 
there must be a sound relation between 
the amount we spend and the amount we 
take in; but we do not believe in ap- 
propriating a set percent of gross and 
then trying to figure out how to spend it. 


Q Do you believe that advertisements 
in themselves are important to the 
reader of a business publication? 


Al definitely believe they are. An 
advertisement properly prepared will 
give the reader additional information 
to that found on the editorial pages. 


Q Do you believe that business publi- 
cations are increasing in their impor- 
tance to the advertiser? 


A Yes I do, and my reason for believing 
so is that business publications are be- 
coming increasingly important to the 
reader. People depend on_ business 


publications to keep informed of de- 
velopments and trends within their 
business or industry, and because the 
reader has high interest in the publica- 
tion, an advertiser has an opportunity 
to talk to him about new and improved 
products or methods, or new and im- 
proved tools or materials, at a time when 
he is actually seeking such information. 


Qpdo you feel that business publica- 
tions are meeting their responsibilities 
to the industries they represent? 


. 

AI think they are. Not only are they 
doing an excellent job, but they are 
increasing their value through editorial 
research. From their vantage point with- 
in an industry, editors are able to take 
a broad, impersonal view of trends and 
developments. They can dig, probe and 
compare; then interpret and report 


their findings in a way that is both in- 
teresting and, more importantly, useful 
to the reader. In this way business 
publications are making major contribu- 
tions to industry. 


Q What are your views on the subject 
of frequency? 


A We firmly believe in consistent 
advertising. We believe we must come 
back month after month with a continu- 
ing story about the services we have to 
offer, the various uses that can be made 
of those services, and their advantages. 
We never know just when a customer or 
prospect will be ready to use our service, 
but through consistent advertising we 
can hope that once he is ready he will 
remember that United Air Lines is an 
organization well qualified in every way 
to meet his needs. 


Through the use of business publications you are able to communicate with 
your customers and prospective customers in an atmosphere that is natural to 
them and most productive for you. In this respect, today’s responsible business 
publications serve a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 
a strict control of circulation that assure confidence on the part of readers 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylrania 


F r= CHILTON PUBLICATIONS: Department Store Economist + Hardware Age 
= & *% The Iron Age « Jewelers’ Circular-Keystone + Distribution Age » Motor Age 
Automotive Industries « Optical Journal and Review of Optometry + Spectator 

i Commercial Car Journal + Boot and Shoe Recorder + Hardware World 

Ga 


s « Electronic Industries + Butane-Propane News * Book Division 


51 


jmarkets throughout the country. 
There’s only one large independent 
| distributor left in Chicago, for ex- 
|ample, and it is strengthened by a 
number of diversified lines of mer- 


| said. 


# Mr. Gourfain still believes his 
merchandising tactics were sound, 
| and substantiates his belief by ref- 
}erence to Mainline’s sales record. 
One weakness, he believes, is that 
independent distributors buy at 
the same price from manufaciur- 
ers, regardless of quantity. 

“This,” he says, “is in direct 
contradiction to the situation with 
respect to dealers. The more they 
buy, the bigger the discount. Their 
salesmen get added commissions, 
and the money often comes, at 
| least in part, from the distributors’ 
| pockets.” 

Stated another way, this means 
that Mainline paid dearly for its 
high sales volume. In order to get 
volume today, Mr. Gourfain he- 
lieves, hefty sums must be spent 
on advertising, promotion, pub- 
| licity, merchandising and displays 
by the independent distributor on 
the local level. 

Where does the money come 
from? 

Two sources, said Mr. Gourfain. 
| One is direct from the distributor, 
and this is possible only when his 
profit margin is high enough to 
provide such funds. Under today’s 
| marketing plans, he said, this is 
not possible. 


® The alternate method is for the 
{manufacturer to underwrite ex- 
| pensive marketing activities by 
distributors by making direct con- 
tributions of money to finance spe- 
cific activities—or even in a lump 
sum to be spent at the discretion 
of the distributor. Mr. Gourfain 
contended that although this meth- 
od is sometimes practiced by man- 
ufacturers, it’s not done sufficiently 
or consistently enough to satisfy 
the distributors’ needs. 

While Mainline’s passing may 
mark another phase in the even- 
tual elimination of the independ- 
ent distributor in key markets— 
and perhaps in secondary ones, too 
—Mr. Gourfain believes that their 
function must be continued if ap- 
pliance makers are to prosper. 

Could appliance manufacturers 
give independent distributors the 
needed support if they wanted to 
see the wholesale system continue? 

“Yes,” said Mr. Gourfain. “But 
they’d have to revise their entire 
marketing strategy and plans.” 


= Mr. Foerstner doesn’t quite 
agree with all of Mr. Gourfain’s 


ON THE U.S. COAST GUARD 
MARKET THROUGH THE 
EXCLUSIVE COVERAGE OF 


. 
We 


MAGAZINE 


Only U.S. Coast Guard Magazine serves the 
special interests of Coast Guardsmen exclusive- 
ly. Get attention—and results—in this impor- 
tant serviceman market through the coverage- 
in-depth of U.S. Coast Guard Magazine. Write 
today for rates, copics and market information. 
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: Milk Cans to Guided Missiles .. . 


U.S. Industries, Veteran Industrial 
Advertiser, Sets Institutional Drive — 


Once Pressed Steel Car | booked fabulous orders for the| 


‘ company’s radically new all-steel 
Made Freight Cars; Now (freight cars. The company also. 

. ified built the first all-steel passenger | 
Products Are Diversi car in 1906. Its executive office 


1—US. In-| then was in Pittsburgh. 
sae oak wale bee In 1948 the present manage- 


‘ | dustries, which will launch its first IEE: aes 06 Oe canes 
li rti i co! . 
ing and sales promotion director of | | relatively new meme among na ‘h had become a feast or famine kind 


Swingline Inc., has formed Nell | tional advertisers. But it is actual-|°f business. Patents had run out, 
vigorous new competitors had en-| Gaiery—U. S. Industries, a holding company of 12 diversified 


Lee Litvak Advertising, with of- | ly an old company with a new onmah the a 1 
fices at 136 E. 57th St., New York. name. prone a oedboey Danae, | manufacturing divisions, is launching its first institutional ad cam- 
, | paign in October in Atlantic, Business Week, Fortune, Harper’s, 


The old company—Pressed Steel 
The company’s management was 
The New Yorker and U. S. News & World Report to clarify public 


sus! Si * be tell AA Car Co.—was formed in 1897 and scent ain tire teins 
conclusions. “Since,” he to " . Di i oa . 
incorporated in 1899. Diamond Jim liquidation or diversification. understanding of the company and its ramifications. 


“Mainline’s audit last January! Brady was one of its star sales- 
showed a profit—and the audits| men. With an expense account to 
prior to that showed profits—how | match his appetite, he ran rough- 
can he say that manufacturers|shod over all competition and 
forced him out of business by lack 
of support and adequate discounts? 


“When Mr. Gourfain told me he s 
wanted to liquidate his business, Tr 
we did tentatively agree to take ] en e 
over the physical assets of Main- 
line. On July 26, Mr. Gourfain and 
his accountant came to my office 
and gave me a verbal report on 
the state of the business. It showed 
no loss. It wasn’t until later that 
the loss was discovered.” 

Mr. Foerstner is just as puzzled 
about the shortage as Mr. Gourfain 
is, and Amana is now conducting, \ 
at its own expense, a detailed au- 
dit of Mainline. te ‘ (le . 

As an interim measure, Amana ~ ' }! 
is handling distribution out of tem- Wy) )). 


porary quarters in Chicago, and a 


permanent branch operation will { ' 
shortly be set up under the direc- WD yn 


® Since 1949, the company has'| lest diversification program. In|the Solar-Sturges Mfg. Co., Chi- 
been actively engaged in a prod- December of that year it acquired! cago, manufacturer of milk cans 


tion of Thomas Fitzgerald, a vet- 

| eran Amana field representative. 
@ Mr. Reynolds said Republic con- 
sidered the appointment of a new 
distributor in Chicago for about 
six months before Mainline col- 
lapsed. “As a matter of fact,” he 
said, “we stepped out in June be- 
fore the trouble started, so we’re 
not involved in the bankruptcy 
proceedings.” 

Republic appointed Barry Sup- 
ply Co., an independent distribu- 
tor, to handle its line. The reason, 
according to Mr. Reynolds, “is 
simply that we thought another 
distributor could do a better job 
for us.’ 


Cordner Joins Geyer 
Carter B. Cordner, formerly 
copy executive of Compton Adver- 
tising, has joined the copy depart- a mm e n 
ment of Geyer Advertising, New , 
York, as group head. 
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There's volume and profit and PRESTIGE 

on tap for manufacturers of communica- 

tions and electronic Sonor i but you've 
got to go at it the right way. Preparation 
of specs is very tepestent. and Bee-line 

approach to the personnel who really 
count is most essential. 

Through the inexpensive pages of SIGNAL 
ou reach the 10,000 primary Defense 
uyers and sub-contractors who, as mem- 

bers of the Armed Forces Communications 

and Electronic Association, firm! 

upon their “house organ” for authoritative 

information and news of current develop- 

ments. — ey needs, technical im- 

provemcne, histories authored by 

IGNAL feeds an 
how they do eat it up! To skim the very 
Government communications 


ELECTRICAL 
sR 


Published by the Published by the Published by the 


American Institute of American Society American Institute of 
ical Engineers of Civil Engineers Electrical Engineers 


B Wan. C. Copp & Associates = 


2 1475 Broadway, New York 36, N.Y. 
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and stainless steel cookware. It is 
now called Solar Permanent Co. 
In 1951, the company acquired the 
Chicago Steel Tank Co. and its 
subsidiary, the Conduit Fittings 
Corp., also in Chicago. 

In '52 Axelson Mfg. Co., Los 
Angeles, manufacturer of petrole- 
um pumping equipment and spe- 
cial lathes used in the aircraft 
and heavy tool industries, was add- 
ed to the company’s divisions. In 
1954 the Clearing Machine Corp., 
Chicago, manufacturer of mechan- 
ical and hydraulic presses for the 
metal forming industry, was ac- 
quired. Also in 1954, the ee | 
disposed of all of its freight car | 
business. 

Since it no longer manufactured 
freight cars, the corporate name 


was changed in November, 1954 to. 


U. S. Industries. The name was 
chosen to describe its diverse op- 
erations in both products and 
geography. 


In 1955, USI acquired Garrett 
Oil Tools, Longview, Tex., manu- | 
| Goleta, Cal., 
‘craft, guided missiles and elec- confusing. Hence the current in- divisions make. The campaign is 


facturer of tools and equipment 
for the production and distribution 


of oil, and Southern Pipe & Casing 
Co., Azusa, Cal., manufacturer of | 
welded steel pipe for transmission | 
of water, oil and gas. It also took | 
over A-1 Bit & Tool Co., manu-| 
facturer of special tools and valves 
used in the oil fields, which it 
merged with the Garrett meee 


® Since 1923, Koppel (Philip-| 
pines) Inc., in Manila, sales agen- 
cy for many well-known com- | 
panies such as Westinghouse} 
Electric, John Deere, Caterpillar | 
Tractor and Ingersoll-Rand, hed 
been a subsidiary of Pressed Steel | 
|Car Co. This year USI took over | 
General Farm Equipment Co., San | 
Juan, P. R., which does a job 
there similar to that done in the. 
Philippines by Koppel. 

In addition, USI operates an 
ordnance division at Rockford, IIL; 
the USI international division, 


|merchandises industrial and rail-| 


way equipment overseas, and) 


. CLEARING PRESSES .. 


CAeaeiRe PACH ime 


Ceaw Se Hemet Srmnee HH 


On PORATION 


presses—Here is an ad for one of U. S. Industries’ divisions, Clear- 
ing Machine Corp. It appears in Automotive Industry, August; Iron 
New York, which exports and| Age, Oct. 11, and the October issues of Machinery, Modern Indus- 


trial Press and Production. 


Western Design & Mfg. Corp., tronic parts and equipment. 
his is a little people what USI is and what its 


manufacturer of air- 


USI realizes all 


,Stitutional ad campaign to tell 


+ zine, The 


Be sure 


you sell 


170,000 executive-engineers 


who control equipment 


and material purchases for industry. 


More and more key men in management, and those coming up through the 
executive ranks, are accredited engineers. Because of the increasing com- 
plexity of industrial production and design, these important positions de- 
mand the training and knowledge that is basic in an engineer’s education. 


These engineers are men you must reach and influence in selling to industry. 


Most direct avenue to all 170,000 executive-engineers is through the pages 
of Engineering Society publications. Engineers depend on these publications 
to keep them fully informed on the new, timely, significant facts they must 
have. Written by the acknowledged engineering leaders in their own fields, 
these magazines are circulated exclusively to engineers. The cost to reach 
this selective audience is low. 
Want proof? Then write or call any of the publications listed below. 


Remember ... engineers are educated to specify and buy! 


7,000 


Published by the 


American Institute of 


Mining and Metal- 
Jurgical Engineers 


Published by the 
American Institute of 
Mining and Metal- 
lurgical Engineers 


MECH 
bE NGI 


NICALT 
-ERING 


» |scheduled to run for 12 months in 
|The Atlantic Monthly, Business 
Week, Fortune, Harper's Maga- 
New Yorker and U.S 

| News & World Report. Erwin, Wa- 
ey & Co. is the agency. 


le Both the campaign and _ the 
“agency are new to USI. The cam- 
| paign is conceived as part of USI’s 
public relations program. It is un- 
der the supervision of James H. 
Cassell Jr., director of public 
|relations. But Mr. Cassell empha- 
|sized that Theodore Singelis, di- 
rector of advertising, whose head- 
|quarters is in Chicago, and who 
|handles all of the company’s di- 
visional advertising, is really the 
'one who okays the technical as- 
pects of all ads. 

Currently USI, which in 1955 re- 
ported net sales of $81,279,343, 
compared with $60,583,233 in ‘54, 
and net income in ’55 of $2,923,- 
708, compared with $1,606,170 in 
54, is spending $1,000,000 for ad- 
vertising. 

Most of this is done by the com- 
pany’s divisions. Albert Frank- 


Craigle Advertising Agency, both 
Chicago, service all divisions ex- 
cept Axelson Mfg. Co., which is 
handled by Charles Bowes Adver- 
tising, Los Angeles, and Garrett 
Oil Tools, which is handled by W. 
L. Culver, Houston. 

The larger part of the divisional 
advertising is in business papers, 
but Axelson, Clearing and Chicago 
Steel Tank also use Business Week 
and Fortune. 


® Originally, the company’s head- 
quarters was in’ Pittsburgh. In 
‘51 it was moved to Chicago. In 
‘55 it was moved to New York. 
But the divisional advertising of- 
fice is still in Chicago. 

The new institutional advertis- 
ing campaign, however, is being 
handled in New York. The selec- 
tion of Erwin, Wasey (AA, Aug. 
27) was very simple, Mr. Cassell 
said. The agency was known to 
several executives of the company, 
it was in New York and it was 
designated on its record. There 
were no interviews or requests for 
presentations. The problem was 
presented, and the agency, in co- 
operation with Benjamin Sonnen- 
berg, publicity consultant, devel- 
oped a campaign, which will be 
supplemented by publicity releases 
and merchandising of the ads by 
the company and its divisions. 

Each division, it should be noted, 
is entirely autonomous in its op- 
eration. Each handles its own pro- 
duction, sales and advertising as a 
unit. The only tie-in is the use of 
a USI logo in the divisional ads. 


@ The company attributes its cur- 
rent position to the vision and 
foresight of its president and board 
chairman, John !. Snyder Jr., and 
its board of directors. These in- 
clude James Bruce, former ambas- 
sador to Argentina and a director 
of American Airlines, Commercial 
Credit Corp., National Dairy Prod- 
ucts and Republic Steel; Georges 
F. Doriot, president of American 
Research & Development Corp. and 
professor of industrial manage- 
ment, Harvard Graduate School of 
Business Administration; R. W. 
Glasner, USI vp and founder, who 
is president of Clearing Machine 
Corp.; John Hilldring, president, 
General Aniline & Film Corp.; F. 
L. Johnson, retired USI vp and 
president of Roseland Standard 
Savings & Loan Assn.; Thomas A. 
Morgan, former chairman and 
president of Sperry Corp.; Warren 
Lee Pierson, chairman of Trans 
World Airlines, and W. F. Wilmas, 
exec vp of USI. 


San Salvador Station Bows 


YSEB-TV, San Salvador, El 
Salvador, went on the air Sept. 7. 
Caribbean Networks Inc, New 
York, is the U. S. and Canadian 
sales office for YSEB-TV. 


Guenther Law and Grimm &. 
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Advertising Pages and Linage in Consumer Magazines 


August and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


—l_ ines 


Aug. Jan.-Aug. 
1956 


dan.-Aug. 


Aug. 
1955 


1955 1956 
Weeklies, Bi-Weeklies, Semi-Monthlies 


"s Weekly 
tChristian Advocate 


P 
Aug. 
1956 


By 
ma 


7 
at pel ett ot mh ee 
NROauNrKROWUUYw 


me 


z8 


Presbyterian Life 
The Reporter 
Saturday Evening Post 


ERR on 


os 
Pr 


' 9,916,153 
1956; two issues in August 1955. 
$Four issues in August 1956; five issues in August 1955. |||Five issues in August 1956; four issues im August 1955. 


Women’s 

§Bride’s Magazine 

Everywoman's Magazine 

Family Circle 

Good Housekeeping 

Ladies’ 

McCall's 

tParents’ 

Seventeen 

Western Family: 
Southwest Edition 
Mountain Edition 
ZtNo. Calif. Edition 


seeaxe Segsesn| 
RONOKNN ASCkREAOe 


Bix 
is 
‘o 


3,221,144 


tincludes linage carried i scout section 


| 


§Published in January, April, July, 
per page). <Not included in totals. 


General 


tAmerican Artist 


National Geographic 
Promenade 


Eastern Edition 
#Central Edition 
Southern Edition 
Western Ediiion 


tNot published in July and August. September tabulation. 
§July and August 1956 issues combined, Larger page size (628 lines) in August 1955. |||Started accepting advertising in 
April 1955. *Published bi-monthly; figures shown are for July-August issue. <Not included in totals. **American Mag- 
azine suspended publication following the August, 1956 issue. 


Home 


S 
De 
— 


#32 


REESSES 
rPveeuUen Ce 
$338 


RSRSERIS 

Sucu@nrwo 
35) 

S85 


~ 
& 
be 
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Motion Picture & TV Magazine . 
True Confessions 

Hillman Romance Group 

Hiliman Women's Group ...... 


war RER 
vive Few 


bee 
w& 


| Ideal Women’s Group: ........ 


| 


_Magazine Linage Trend 


Pages— Li 
dan.-Aug. Jan.-Aug. 
1956 1955 


nes— — —————— 
Jan.-Aug. Jan.-Aug. 
956 1955 


Aug. 
1955 


127.4 
149.0 
149.2 


Intimate Romances 
Movie Life 

Movie Stars Parade 
Personal Romances 


Secrets Romance Group: 
2tConfidential Confessions 
24§Daring Romance 
Revealing Romances 


True Story Women’s Group: 
Photoplay 
TV-Radio Mirror 
True Experience ... 
True Love Stories 


the group as a whole PLUS additional advertising carried by each individual publication. 

tJuly-August issues combined; started publication as a bi-monthly with March-April 1955 issue. tAugust-September issues 
combined. §July-August issues combined. |||August-September issues combined; started publication as a bi-monthly with 
April-May 1955 issue. Not included in totals. 


Figures in thousands 


WEEKLIES 
J 


1956 
auc.| 868 


sury| 945 
1985 


i = zz~« 


370.812 
1.501 844 
338.227 
159,919 
171.006 
626.628 
120.095 


3.288 531 


414,284 
1.568.320 
348.153 
180,073 
205.875 
802.166 
148 368 


3.667.239 


71,979 


tNot published in summer months. 


| Outdoor & Sports 


| American Rifleman 


| Outdoor 


Field & Stream 
Fur-Fish-Game 
Life 
Sports Afield 


93.3 
53.9 


16.1 147.2 


Dell Men's Group 
Thrilling Fiction Group 


| Newspaper Sections (I) 


Nationally distributed with Sunday newspapers) 
American Weekly 


Newspaper Sections (II) 
All other newspaper sections and comics) 
“Chicago Tribune Magazine ... 
st 3 Markets Group 
w York Mirror Magazine 
w York Times Magazine .... 
Total Group 
Not included in totals, as Chicago Tribune Magazine is also a wember 


Comics Magazines 
American Comics Group 
‘rchie Comic Group 

arvey Comics Grqup 


861.7 

341.9 

250.7 290.2 

1,813.5 1,598.4 . r 358, 

2784 ~2453 2427.2 2,230.5 Wizs4z 75.609 1933,609 
of the First 3 Markets Group 
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L of ALL teen-age girls” 


have purchased merchandise : 


hey saw advertised , (! i (! I / (! (? f/ 


Astounding, isn’t it? Of all 8,000,000 Young Women Under 20 in America, 41.8% —almost half—have purchased merchandise they saw advertised in ae 
SEVENTEEN magazine. Such reader response is possible only with SEVENTEEN’s unique reader loyalty. THATS WHY ADVERTISERS PLACE 
MORE LINAGE IN SEVENTEEN THAN IN ANY OTHER WOMAN’S MONTHLY MAGAZINE. 


SEVENTEEN’s phenomenal advertising ACTION demonstrates the deep and unshakable confidence of its readers. They believe in SEVENTEEN...live by 

SEVENTEEN...BUY by SEVENTEEN. In just three issues, 75% of all teen-age girls in America read SEVENTEEN—no other magazine so completely dominates this 
market. And because an amazing shift is taking place in America’s population age-groups, this vast Under-20 market will increase — 

by more than 50% by 1965, while the 26-40 age-group will decrease 8%."* 


What are YOU doing about this big shift in population age-groups? 
More and more prominent advertisers are becoming aware of the great growth of the Under-20 market and they’re DOING something Be 
about it. They’re joining SEVENTEEN magazine’s ‘blue chip’ list of advertisers to réach this big, booming market NOW— before 
fixed buying habits set in. They're selling America’s Young Women Under 20 today in ONE magazine, SEVENTEEN, 
because tomorrow it will take many magazines and much more money to reach these same Young Women. 


/ 


of ; 


ee 


. Ls 


Take stock of the times! Take advantage of the big trend to YOUTH. Do as * 
other advertisers are doing...sell in SEVENTEEN because ? 
ag it’s easier to START a habit than to STOP one! 


*Eugene Gilbert Research Company Survey 
**U. S. Census, 1950-1955 


it’s easier to START a habit than to STOP one! 


©1956 TRIANGLE PUBLICATIONS, INC. SEVENTEEN MAGAZINE, 488 Madison Avenue, N.Y.22  PLaza 9-8100 
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National Comics Group: 
(Total 2 Unite) . 


“WS “8a “Mes “M28 “0s Wess 
tPublished bi-monthty; figures shown are for July-August issue. 2Not included in totals. 


G@anadian National Weekend Newspapers (Rotogravure Linage) 


48,638 
40,578 
40,775 
52,682 


41,565 43,690 
517.6 


"108,249" 
Australian 


British 
Caribbean 
Danish 


tTime-Latin American 
| {Time-Pacific 

Visao (Portuguese) 
Z||||Vision (Mexican) 


tTwo issues in August 1956; three issues in August 1955. {Four issues 


Advertising Age, September 17, 1956 
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: 53.3 ‘ 
1,955.7 1,776.9 15.4839 13,7578 


in August 1956; five issues in August 1955. 


$Asian and Tokyo Editions combined as of March 5, 1956; figures shown above represent the combined edition and the 


364,310 327,505 


average of the two previous editions. |||Started publication in January 1956. ||||Started publication in November 1955. 
40,460 55,845 357,255 351,985 ZNot included in totals. 


Coleman Names Lowe A.M. 
Robert H. Lowe has been named 
advertising and sales promotion 
manager of Coleman Co., Wichita, 
maker of heaters, furnaces, air 
conditioning plants, lanterns and 
camp stoves. Mr. Lowe, who joined 
Coleman in January, 1955, as pro- 
motion manager of the utilities 
operation department, succeeds 
Julian F. Warren, who resigned to 
establish his own wholesale dis- 
tributing company in Houston. Mr. 
Lowe also has been with Ketchum, 
MacLeod & Grove. \ 


Galub to Bennett Associates 
Jack Galub, public relations con- 
sultant, has been appointed man- 
aging director of Bennett Associ- 
ates, public relations division of 
Victor A. Bennett Co., New York. 


Independent Grocers 
Get Promotion Assist 
from WMAQ., Chicago 


Curicaco, Sept. 11—For the pres- 
ent, at least, radio and tv stations 
are mentioned only as “third party 
ntermediaries” in the Federal 
Trade Commission’s current com- 
plaints against advertisers using 
“Chain Lightning,” “Super Mar- 
keting,” “Mass Merchandising” and 
similar radio-grocery store promo- 
tion tie-in plans (AA, July 30). 
But, implicit in FTC’s com- 
plaints is the idea that the radio 
and tv stations, while themselves 
not guilty of anything, nonetheless 
may be doing something for the 
chain stores that they aren’t do- 
ing for the independent stores. 
In this respect, at least one sta- 
% tion—WMAQ, Chicago—feels it is 
on pretty solid ground. For since 
early 1952—about the time Nation- 
-— BY THE MILLIONS — al Broadcasting System introduced 
Rates & Deta for the asking |“Chain Lightning” for chain stores 
PUBLISHERS CLASSIFIED DEPARTMENT | in the New York area—NBC- 
9 S. CLINTOM ST., CHICAGO 6, ILLINOIS ~=¢ Owned WMAQ has been providing 
$9999 | much the same sort of promotional 


MAGAZINE CLASSIFIED 


— BIGCEST — 


Your national advertising is 
incomplete without EBONY coverage 
of the active Negro market! 


Largest circulated Negro publication in the world! 


IEW YORK: 55 W. 42nd St wes 
LOS ANGELES: 1127 Wilshire Bivd. » Mutual 530 


; 


device for more than 1,100 inde- 
pendent grocery stores in Chicago; 
they are being promoted as WMAQ 
Quality Stores. 


|s The WMAQ Quality Stores at 
present consists of 1,105 independ- 
}ent stores belonging either to the 
Central Grocers Cooperative, the 
Midwest Grocery Co., or the 
Progressive Food Stores. Consum- 
ers can identify the stores by 
WMAQ Quality Store labels on 
front doors or windows. 

WMAQ developed the Quality 
Stores setup not to duplicate 
|“Chain Lightning,” but to provide 
the independents with a radio 
voice for their newspaper ads to 
tie into. 

The station does not guarantee 
to an advertiser that his time pur- 
chase will get him any in-store 
promotion; it cannot do so. It can, 
however, assure an advertiser that 
_it will get some newspaper ad tie- 
j}ins—and possibly some in-store 
| promotion. 

In return, the independents in 
the WMAQ Quality Stores are 
| given seven one-minute spots each 
week—two on Thursday, two Fri- 
day and three Saturday—in which 


products suggested by the station 
and about three suggested by the 
stores. 


® The three food store groups 


take turns on each weekend pro- 
motion, each one promoting its 
own stores and products. 

Focal point of this arrangement 
is a half-hour recorded music pro- 
gram every Saturday morning 
called “Quality Set To Music,” 
broadcast in the name of WMAQ 
Quality Stores. 

An interesting 
show each week is a seven or 


resentative of the food industry— 
a company president, a merchan- 
dising man, a home economist, a 
retailer or a food processer—who 


provides information on different | 


brands, their development, proc- 
essing, manufacture, sale and uses 
by the housewife. The selection of 
people to be interviewed is worked 
out between the station and the 
food store groups. 


8 How do the pa'ticipating inde- 
pendent stores fee! about the ar- 
rangement? 

“It’s very, very good,” says Hal 
Sweeney, ad manacer for Progres- 
sive Food Stores. ‘It’s big league 
for the indepencd«nt stores that 
don’t have the buiget to get that 


kind of promotio: completely on 


the independents advertise four | 


comprising WMAQ Quality Stores | 


eight-minute interview with a rep- 


| their own. 

| “Another result of the WMAQ 
Quality Stores promotion,” Mr. 
Sweeney adds, “is that it has made 
the stores much more advertising 
conscious.” A good many of the 
stores, he says, have learned the 

|value of tie-ins between their 
newspaper ads and the radio pro- 

| motion. 

As to the effectiveness of the 
WMAQ Quality Stores in putting 
| the independent stores on a more 
| nearly equal basis with the chains, 
_ spokesmen for some of the stores 
feel that while it goes a long way 
|in that direction, it falls short at 
the store end. 

The independent stores belong- 
ing to a cooperative grocer group 
are still independent, they point 
out, and they can’t be made to do 
promotional follow-up and tie-in 
| work. For this reason, they believe, 
| the independents aren’t able to use 
this kind of promotion as effec- 
tively as the chain stores do. 

But as for the radio station, Mr. 
/'Sweeney of Progressive says, 
|“WMAQ is certainly doing its part 
|to put the independent stores in 
an advertising position comparable 
to what the chains enjoy with their 
radio promotion.” 


Knox Reeves Boosts Phillips: 
Appoints Halvorson to Statf 
Knox Reeves Advertising, Min- 
neapolis, has advanced Paul R. 
| Phillips to business manager. Mr. 
|Phillips, with the agency since 
1948, has been an account execu- 
tive for the past four years. He 
will continue as account executive 
for Art Instruction Inc. in addition 
| to his new duties. 
Knox Reeves also has named 
Donald E. Halvorson to its creative 


| Advertising; before that, he was 
copy chief and a copywriter of 
|Brown & Bigelow. 


Republic Stee] Boosts Osman 
Jack E. Osman has been ap- 


| staff. Mr. Halvorson formerly was | 
feature of the} co-owner of Boettcher-Halvorson | : 
Banks and financial 


Brewers Climb as 
TV Films Sponsors, 
TPA Study Reveals 


New York, Sept. 12—Syndicated 
tv films are getting their strongest 
support from food packers, accord- 
ing to a study by Televisien Pro- 
grams of America. 

Second largest category of ad- 
vertisers in film syndication is 
the brewing industry, followed by 
dairies, bakeries, retail stores- 
supermarkets, banks and automo- 
tive, in that order. The analysis 
covered TPA advertisers for the 12 
months ending July 31. 

Food products also were first in 
the 1954-55 study made by TPA, 
but breweries ranked fourth in 
| that instance. 

Michael M. Sillerman, exec vp 
|of the film producing and distrib- 
uting company, noted the growing 
prominence of breweries in the 
field. 
| “Research has shown for some 
time that most beer purchases are 
now made by housewives, and 
most beer is consumed in the 
home,” he said. “Of the beer con- 
sumed in the home, oddly enough, - 
most is drunk while watching tele- 
vision. This has led to increased 
emphasis in brewer sponsorship of 
programs which appeal to women 
as well as men.” 

Here are the over-all sales to 
advertisers in terms of percentage 
of TPA syndicated shows: 


i a 


| Dairies 
Bakeries 


Retail stores-supermarkets 


| Miscellaneous 


Drummy Joins WFAA-TV 


Dick Drummy Jr. has been 
named commercial manager of 


pointed assistant director of ad- /WFAA-TV, Dallas. He has been 
vertising of Republic Steel Corp., | western sales manager of the Pa- 
Cleveland. A member of the com- cific Coast television network of 
pany’s advertising division since | American Broadcasting Co. for the 
1950, Mr. Osman succeeds Harold past two years; previously he 
Oldham, recently promoted to di- | headed the Dallas tv sales office of 
rector of advertising. | Edward Petry & Co. 


BERNARD P. GALLAGHER 
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One of a series of comments on Metropolitan Oakland «:< 
a market by Pacific Coast advertising agency executiv: 


Yes. 

It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market. 

It is equally important 

to remember this fact: 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND 


Daily 202,109 

Sunday 222,313 

ABC Publisher’s Statement 
March 31, 1956 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


une 


“Those concerned with advertising and selling to the rich Pacific 
Coast market have long since learned how important it is to watch 
Metropolitan Oakland (Alameda County). Last year, for example, 
we suddenly saw it emerge as the second largest population center 
in the West, with 58,000 more population than San Francisco. 
Every time figures become available, the area makes news with 
significant increases that reflect its growing importance in Western 
sales.” 3 
A.W. NEALLY, @ 

Vice President and Resident Manager 

BATTEN, BARTON, DURSTINE & OSBORN, INC., [J 


Los Angeles 
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Now over 
Vq MILLION PEOPLE 
with 
57% on the Illinois side 
ROCK ISLAND « MOLINE © EAST MOLINE 


Represented By 
ALLEN-KLAPP CO, 


<The Rock Island Argus. 
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Bigger Glenmore 
Push Backs Revised 


Brand, New Packages 


LOUISVILLE, Sept. 11—Backed by 
intensive market research and last 
year’s 14% profit lift, Glenmore 
Distilleries Co. will launch next 
month an increased advertising 
campaign, with increased linage in 
300 newspapers and _ full-color 
pages in seven national magazines. 

Three magazines have been add- 
ed to the schedule this year: Cue, 
Playbill and Newsweek. In addi- 
tion, magazines to be used include 
Life, Sports Illustrated, The New 
Yorker and Time. 

Arthur P. Bondurant, vp and 
director of advertising, describes 
the forthcoming campaign as “a 
breath of newness which will fla- 
vor Glenmore’s entire business op- 
eration.” 

As a new “first” product, the 
company will introduce Old Ken- 


tucky Tavern as an 86 proof! 


* 


> 


bi 7 . 


‘* 


"All I know is young Maxwell stopped taking the subway the day after the boss 
heard him in the media meeting talking about how things bave changed in Cincinnati.” * 


agi wl one 


“THE RUNAWAY NO. 1 DAILY NEW. 
CINCINNATI ENQUIRER. No. 


No. 


Automotive Display). 


AS AIO 3 


ae ows 


ao. oe 


Solid Cincinnati reads the CINCINNATI ENQUIRER 
Represented by Moloney, Regan & Schmitt, Inc. A mem er of the Metro Sunday Magazine Network. 


SPAPER IN CINCINNATI IS NOW THE 


l in City Zone cj 
reul 
1 in Retail Display linage. No. el 


name-it (including Total A 


1 in just about you- 
advertising, Total Display, 


Col. Thompson 
Always Steers the 


KENTUCKY 
TAVERN 


hee tome oy 


PERSONALITY AD—This is one of sev- 
leral ads in Glenmore Distilleries 
(Co.’s fall campaign which have 
been developed around the person- 
ality of Col. Frank B. Thompson 
and the three generations of tra- 
ditional family distilling that he 
‘represents as board chairman of 
\the company. The schedule calls 
for use of 300 newspapers and 
seven national magazines. D’Arcy 
Advertising Co. is the agency. 


straight bourbon whisky. It will 
‘be, he said, “the first premium 
|seven-year old bourbon to be of- 
fered at this lighter, milder proof. 
| “Secondly,” Mr. Bondurant said, 
\“new and entirely redesigned 
packaging will be introduced to 
help retailers capture a greater 
share of the year ’round market. 


® “Thirdly,” he said, “the new 
advertising strategy will show how 
nature’s way and family tradition 
go into making Glenmore brands 
quality products.” 

Many of the forthcoming ads are 
developed around the personality 
of Col. Frank B. Thompson and 
the three generations of tradition- 
al family distilling that he repre- 
sents as board chairman of the 
company. 

The ad campaign also will in- 
clude regular business paper 
schedules, and extensive direct 
mail and point of sale material 
will be used. 

D’Arcy Advertising 
York, is the agency. 


Knipschild Names Krenek 

Roy Knipschild & Co., Chicago 
sales promotion company, has ap- 
| pointed Richard J. Krenek an ac- 
count executive. Mr. Krenek for- 
merly was head of the Chicago 
sales promotion division of Mc- 
Cann-Erickson. Knipschild also 
has named George Schneider an 
art director and Kay O. Abbey to 
the creative staff. 


Co., New 
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STYMIED... 


AT THE PAY-OFF! 


Ever faced a situation like this: an ad campaign set to break par— 
but stymied at the pay-off? Well... it’s all in a round of golf for the 
man behind the putt, but it’s a serious business when your 

money is riding on an ad campaign that must produce results! 

When it comes to the most important aspect of your entire 
program—Merchandising at the Point-of-Sale—we’re old pros. 

For more than 50 years our job has been to create new 

ideas that sell .. . invent point-of-sale merchandising programs 

that stop shoppers, get action ... pay off where it counts — 

at the cash register. Let our nation-wide organization show you 

how Merchandising at the Point-of-Sale can keep your ad 

campaign out of the rough; produce top results whether for a single 
display job, or a year-long program. 


And incidentally ... you'll find our FREE “IDEA FILE” 
and illustrated brochure full of point-of-sale 
suggestions, ready to help you score. 

Write Chicago Show Printing Company, 
2640 N. Kiidare, Chicago 39. 


TES pee 


‘ 
cs, 
ton 
Mn) 


Merchandising Se dea weno ne,.was ts : 


® Lithographed displays for indoor and outdoor use ® Animated Displays 

® Cloth and Kanvet Fiber Banners and Pennants ® Mystik® Seif-Stik Dispiays 
© Mystik® Can and Bottle Holders © Mystik® Seif-Stik Labels 

@Econo Truck Signs ® Bookiets and Foidere 
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Compares Magazine Headlines; 
Editorial Beats the Ads 

To the Editor: I would like to 
add my two cents to the recent 
writings of my friend and former 
boss, Jim Woolf, whose criticism 
of meaningless advertisements has 
been timely and, in my opinion, 
much needed in this period of lazy 
thinking. 

Recently, I happened to be look- 
ing through the September issue of 
Glamour magazine and noticed a 
series of editorial pages with the 
following héadings: 

“You will find that a fur hat 
makes your eyes shine.” 

“You will look romantic by sun- 
light in a soft wool dress.” 

“You will expect from acces- 
sories the flattery you deserve.” 

- “You will feel rich in ruffles and 

Ik.” 

After reading these editorial 
headings, I glanced through the 
magazine and found the following 
headlines to advertisements: 

“Confident colors.” 

“Calculated simplicity.” 

“Point your toes.” 

“Go Century.” 

“The hand with a fashion fu- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


ture.” 

“The sweater to look for.” 

“Timely fashions .. . timeless de- 
sign for you.” 

“Profile of suburban living.” 

“Head and shoulders above the 
crowd.” 

“The taming of the shoe.” 

“Bravissimo.” 

If I were hiring a copywriter, I 
would be very much interested in 
meeting the person who wrote the 
editorial headings, but would have 
little interest in meeting the peo- 
ple who, either by choice or by 
somebody’s insistence, wrote the 
advertising headlines. 

I wonder why some advertising 
writers (or account men or clients) 
feel that advertising headlines in 
publications like Glamour, Vogue, 
Harper’s Bazaar, and even general 
publications, should be “cute,” but 
meaningless and devoid of all sell- 
ing appeal? The editorial headings 
above seem to me to contain a lot 
more selling than any of the ad- 
vertising headlines. 

The editor of a leading class 
magazine recently said to me, 
“Why do advertising people try so 
hard to be clever? Our readers are 


pretty intelligent people, and I’m 
sure they aren't impressed by the 
silly stuff in some of the ads.” 

I am not against sophisticated 
advertising or advertising with a 
light or clever touch, provided that 
the advertisement registers a good, 
solid, selling idea. But why waste 
space and money for headlines, 
copy, and even illustrations that 
say absolutely nothing? Why run 
an advertisement that, at best, 
provokes a smile or sounds nice or 
looks pretty? To pick a few ideas 
from the editorial headings men- 
tioned earlier, people still want 
things that will make their “eyes 
shine,” make them “look roman- 
tic,” bring them “flattery,” make 
them “feel rich.” 

If there is any market for a 
product at all, that product must 
perform some service, give some 
pleasure, satisfy some need, or, at 
least, offer some point of superi- 
ority. What excuse is there for an 
advertising writer to try to sell a 
product with complete disregard 
for the product’s desirability? 
Someone might argue, “Let the 
picture tell the story.” If that can 
be successfully done in some cases, 


Last torms close September 25th 
for TRUE’s bonus December issue! 


Only 9 days to make the 
biggest Xmas issue . . . the 


mightiest Xmas promotion 
in TRUE’s 


history! 


Call or wire your space 


reservations today! 


than 2,000,000 men 

who do their own buy- 

ing in TRUE...the man’s 
magazine that outsells LIFE 
and LOOK and COLLIER’S at 


er 


America’s number one 
magazine for men 


67 W. 44th 8t,—Call MU 2-3606 and ask for John Miller, Advertising Manager 
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then, I say, eliminate the copy al- 
together, because I believe that 
poor or meaningless copy reduces 
the effectiveness of a good adver- 
tising illustration. It’s like a pret- 
ty, but dumb, woman, who makes 
a good impression until she opens 
up her mouth. Goodbye, sale! 

Come on, copywriters. If the 
product will help people feel bet- 
ter, look better, be more popular, 
get more enjoyment out of life, or 
if it has some desirable feature, 
tell °em so. Remember, if you'll 
pardon the pun, even a thumb 
tack has a selling point! 

Myron E., Cron, 
Copy Director, Arthur Meyer- 
hoff & Co., Chicago. 
* 3 * 

Muncie Newspapers Fail to See 
Pepsi Story as ‘Radio’ Effort 

To the Editor: Your reporter did | 
not have all the facts in the “Pepsi 
Please” story you published Aug. 
20, and we thought you would like 
to have them. From the story it 
would seem the campaign was a 
radio promotion and that newspa- 
per advertising was minor and in- 
cidental. That gives an incomplete 
and, I believe, an improper im-| 
pression of what actually happened 
in Muncie. 

The story says: “Newspaper ad- 


vertising was used in both San 
Diego and Muncie to get the drive) 
under way. In each city it began! 
with a full page and followed with | 
seven 616-line ads.” 

Now, this is technically correct, | 
with regard to “Pepsi Please” ra-| 
dio contest ads. But it seems to me 
equally important to point out that 
during the period of the competi-| 
tion there were not seven Pepsi- | 
Cola ads totaling 6,150 lines but 60 | 
ads, 30 each in the Muncie Star| 
and Muncie Press, totaling 47,288 | 
lines as follows: 

Six full pages, two 5-column by 
160-line ads, seven 5-column by 
123-line ads; three 3-column by 
114-line ads, two 2-column by 90- 
line ads, and ten 2-column by 87- 
line ads that ran in each newspa- 
per. (Schedule is enclosed.) 

As I say, these were not all ads 
which featured the “Pepsi Please” 
radio contest. Five full-page prod- 
uct ads were used for the newly- 
introduced 6%-ounce bottle; and 
some of the smaller ones promoted 
a “mystery man” theme and a kid- 
die show. Each ad, however, 
stressed the “Pepsi Please” slogan. 
Certainly the weight of this ad- 
vertising must have had an effect 


on the awareness of the local popu- 
lation to Pepsi-Cola, and must in 
turn have had an important effect 
on sales and even on the entries in 
the “Pepsi Please” radio contest. 

The story also reports that radio 
time cost “just less than $3,000 for 
the 23-spot-a-day drive for 23 
days.” But Pepsi-Cola’s total news- 
paper advertising in the Muncie 
Star and Muncie Evening Press 
during this same period—July 16 
to Aug. 17—ran nearly double this 
amount. 

Surely you'll agree that this 
cannot accurately be described as 
a radio campaign. 

Wa ter A. LETZLER, 

General Manager, Muncie Star 

and Muncie Evening Press, 

Muncie, Ind. 

Pepsi-Cola and its agency, Ken- 
yon & Eckhardt, inform AA that its 
Aug. 20 story was accurate, and 
that the additional newspaper ad- 
vertising which Mr. Letzler cites 
had nothing to do with the “Pepsi 
Please” radio contest. Nevertheless, 
Mr. Letzler’s contention that the 
product advertising running at the 
same time cannot be ignored seems 
reasonable, especially in view of 
the fact that “Pepsi Please” was 
included in all ads. 


* o e 

Not Particularly Pleased 
To the Editor: According to 
your “Pepsi, Please Will Go Na- 
tional” article (AA, Aug. 20), a 


PORE CFM OER HEE COM FTAMT, Woreserer, 


listener who recognizes his own 
voice qualifies for a cooler or a 
radio. 

Please arrange to have the Pepsi 


Sareoemoneres 


- of critical repre 
is one of the ti 
of making fine photoe 
The best mechanical fa 
must be supplemented 
by the hand craftsmanship 
of the finisher 
who, at C M & H, 
does not compromise 


with quality. 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, AT WACKER DRIVE 


CHICAGO 6, ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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people send us one of each, for;may do to earn or not earn these|day’s agency costs. If and when Favors Look at Whole Picture 
we recognize our own voice in the fees. Many agencies are actually| publishers discontinue paying 


form of our own slogan. It was a 


losing money trying to operate cer- 


| agency commissions, and the client 


small voice, to be sure, in contrast tain clients’ accounts on any 15% |is made to pay what an account is 
to Pepsi’s nationwide bellow, but, basis, yet charge the advertisers) worth to handle, publishers will 


it echoed throughout Worcester | nothing so as to collect the 15% 


County on the wings of the at- allowed by publications. It is very | 


tached two-color newspaper ad, questionable sometimes whether 
which appeared over a year ago. some agencies are in business to 
It stayed within “hearing” dis-| collect on the 15% allowed them 
tance, too, in the form of distinc-| by publications, or are out to do a 
tive labeling, billboards, transit real job for their accounts. In fact 


advertising and radio spots. 
“Polar, Please” has probably 
never been whispered onto tape 
by aspiring stars of stage and 
screen, but we think it has ac- 
complished its objective—a wel- 
come sound to the retailer’s ear 
. followed by the ring of his 
cash register. 
POLAR, Please! 
JOHN P. SULLIVAN, 
Cooney & Connor Inc., Wor- 
cester, Mass. 


Readers Asked to Contribute 
to ‘Atlas of Folk Talk’ 


|there is the school of thought 
|agencies should collect their fees 
from their clients and not the pub- 
lishers. 

There is also the prevailing 
thought that were it not for publi- 
cations doing the selling, both to 
accounts and to agencies, a lot of 
advertising agencies not being al- 
lowed 15% commissions would 
| have to fold their doors. There are 
agencies that have no real knowl- 
edge of advertising practices or 
procedures, that collect the 15% 
solely on the grounds the client 
cannot get it anyway, so what has 
the client to lose! On the other 


| have gone a long way toward im- 
proving the status of agencies. Un- 
less this is done, more and more 
“captive” agencies like the Kayser 
house agency will come into the 
picture. It is no news that many 
agencies are organized purely to 
get the 15% on space placed, that 
a firm cannot get placing business 
direct. 

Any agency preparing 12 copy 
changes a year for a few trade pa- 
pers vs. 12 copy changes for a 
great many trade papers, is not 
going to be very happy on 15%. 
But today, let’s not kid ourselves 


publishers instead of their clients, 
for buying space. Take away from 
the field the experienced publish- 


but that agencies are paid by the 


| of Auto Sale Changes 

| To the Editor: Before you reach 
|a firm conclusion on the idea ad- 
|vanced in your Aug. 13 editorial, 
|that the Chevrolet and Ford sales 
| figures for 1956 indicate that the 
customers want performance and 
don’t want safety, please consider 
the following facts: 

1. Ford is selling a larger per- 
centage of all cars in 1956 than it 
did in 1954 or 1955. 

2. An interest in buying or 
shopping for a Ford is higher 
|among Chevrolet buyers who have 
| grasped the safety feature story— 
| while no greater intent to shop or 
buy a Chevrolet is observed among 
/Ford owners who are aware of 
|Chevrolet race results advertising. 
| Chevrolet is outselling Ford this 
| year. My personal opinion is that 
| this results from the consumer in- 


ers’ space men who sell space to|terest in an eight-cylinder motor 


accounts, and too many agencies | as the symbol of a modern car (as 
not knowing what space is would Opposed to its actual performance), 


To the Editor: In a_ speech! hand, this 15% agency commis- 


abroad this winter to commercial | sion business will not cover to-| 


immediately fold. 
Wo. W. ANDREWws, 
Advertising Sales, Cleveland. 


|to the correction of some styling 
‘errors in the 1955 model, and to 
‘less complacency on the part of 
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Chevrolet dealers as a result of the 
close calls in 1954 and 1955. 

In addition it is my personal 
opinion that safety features are a 
plus factor for Ford. It is not, 
however, sufficiently strong to 
overcome the other facters work- 
ing in favor of Chevrolet in this 
year’s market. In adding safety 
features I think we are giving the 
customer part of what he wants— 
and I don’t think we should let a 
combination of other factors lead 
to an opposite conclusion. 

How about an editorial on the 
wisdom of looking at the total sit- 
uation before drawing conclusions 
about the cause of a change in rel- 
ative sales? 

Georce H. Brown, 

Manager, Consumer Research 


Department, Ford Division, 
Ford Motor Co., Dearborn, 
Mich. 


AA carefully pointed out the 
folly of attributing the changes en- 
tirely to advertising themes, and 
presented this viewpoint merely as 
“something worth thinking seri- 
ously about.” 


attaches of various European gov- 
ernments, I should like to illus-| 
trate the fascinating differences | 
between our 48 states not in terms | 
of dry statistics which quickly 
crumble from mind, but rather 
by local speech imagery, colorful- 
ly home-made, which the eye can 
relish and the ear remember. 

My West Virginia hostess over 
Decoration Day, for example, ob- | 
cerved the grass was “hurtin” to) 
be cut. In Vermont last winter, a 
little white-haired old lady warm- 
ing her hands at the ski-hut stove 
before piunging down the Nose- 
Dive trail, commented that a niece 
kept her house “poison neat.” 
During the war, the tail-gunner 
of my Flying Fortress, a boy from 
Arizona, used to greet new equip-| 
ment with the remark, “We need 
that like an elk needs a hatrack.” 

To gather such idioms, I have 
already written some 4,000 letters 
to the governors, senators, news- 
papers and universities of all the 
48 states, and have obtained a rich 
and enthusiastic response. But the 
keenest phrase collectors comprise 
a reservoir I have not yet been 
able to tap: our alert, observant 
and articulate salesmen. As they 
travel about, they seldom fail to, 
note these striking expressions 
which often proclaim, unmistak- 
ably as a birth certificate, where 
a man comes from. 

If it is possible to appeal to your 
own readers for picturesque idioms 
which they have noted, I should 
be most grateful. This is certainly 
an imposition, but perhaps you) 
will forgive it on the ground that 
there is no other way to complete 
a collection which will do justice 
to the zest and flavor of our folk- 
talk, and the verbal inventiveness | 
of our people. 

After using these key-idioms in) 
the above talk, I plan to chart 


a 


IT’S NO TRICK AT ALL IN 
NORTHERN ILLINOIS 


them state by state, in a chapter | 
tentatively titled “Atlas of Amer-| 
ican Folk Talk” in a book on col-| 
orful speech around the world. | 
GeEorcE BrJor, 
New York. 


Credits Space Salesmen’s 
Part in Agencies’ 15% 

To the Editor: So Dana Per- 
fumes figures it does not owe an 
agency any commissions on any 
space where the agency repeated 


Just one order covers these three major markets . . . and 
gives you a saving of 91/2 cents a line. Separate line rate 
is 53 cents — but you get all three for only 4312 cents a 
line — a saving of 18%. 
AURORA BEACON NEWS — 18¢ flat line rate daily or Sunday. 
Circulation: Evening 29,254 . . . Sunday 30,472. ELGIN COURIER 
NEWS — 16¢ flat line rate. Circulation: Evening 21,760. JOLIET 
HERALD NEWS — 19¢ flat line rate daily or Sunday. Circulation: 
Evening 33,290 . . . Sunday 34,150. 


any copy (AA, Sept. 3)! It is the 
established procedure by publish- 
ers to give 15 & 2% commissions. | 
It is considered unethical for| 
agencies to give kickbacks. Clients | 
of agencies therefore pay the pub-| 
lished rates, and I suspect Dana} 
will have a tussle trying to get a) 
net rate from publishers just be-| 
cause an agency repeated a pre-| ; 
vious ad. 

Publications are solely respon- 
sible for pegging agencies’ commis-| @ 
sions at the so-called 15% level,! = 
regardless of what any agency! 


a 


co PLEY NEWSPAPERS 15 “Hometown” Newspapers 

covering Northern Illinois — Springfield, Illinois — Greater Los Angeles — and San Diego, California . . . 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 

REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


HOW TO BE THREE PLACES AT ONCE 


WHEN YOU BUY THE COPLEY BIG 3 NEWSPAPE? 5 


AURORA 
BEACON NEWS 


ELGIN 
COURIER NEWS 


JOLIET 
HERALD NEWS 
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North American Van Lines’ 
specialized Exhibit Display 
Service pampers exhibits .. . 
provides faster, safer han- 


dling by trained personnel. 


For complete information on NAVL 
Exhibit Display Moving Service, 
phone your local NAVL ogent—or 
write us, in core of Dept. AA. 


Let North American 
“WIFE-APPROVED” 
MOVING SERVICE 
deliver your exhibits... 


SAFELY —ON TIME! Today, your valuable ex- 
hibit displays can have the same kind of handling 
Mrs. Homemaker approves for her fine furniture. 
Specially trained NAVL personnel will handle your 
displays — door-to-door — in modern, built-for-the- 
job North American padded vans! 

Saves time, reduces over-all costs! There’s no 
local drayage nuisance . . . no crating costs involved 
in most instances . . . your own personnel is freed 
for sales contacts. 


COPYRIGHT 1956, NW. A.V.L. 


NORTH AMERICAN VAN LINES, INC. 
World Headquarters: Fort Wayne 1, Indiana 


Advertising Age, September 17, 1956 


‘S.S. Wallace Jr., 
Carolina Former 
Publisher, Is Dead 


SPARTANBURG, S. C., Sept. 11—S. 
S. (“Blue”) Wallace Jr., 58, former 
publisher of the Spartanburg Her- 
ald and Journal, and chairman of 
the South Carolina Aeronautics 
Commission, died Sept. 5 at a local 
hospital after a prolonged illness. 

Mr. Wallace, a native of Atlanta, 
came to Spartanburg in 1937 and 
published the Herald and Journal, 
morning and evening dailies, from 
1939 until 1945. 

At the time of his death, Mr. 
Wallace was president of Band & 
White, a commercial printing es- 
tablishment here. 

In the 1930s he was business 
manager of the Times, Buffalo, 
N.Y., and later of the Cleveland 
Press. 

He was president of the Spar- 
| tanburg Chamber of Commerce in 


| 1947, 1948, 1955; until May of this 


Which brands lead in lowa? 


2? 


What products are gaining in use? 


BRAND INVENTORY 


How do lowa rural-urban buying habits compare? 


= N00 


ae tad 


IOWA BRAND INVENTOR 


(ready NOW fo mail to you) 


The industrial evolution in Iowa is causing significant 
changes in the Iowa market. Differences in rural vs. 
urban buying preferences and buying habits have all 
but disappeared. New brands are making inroads on 
old established brands. Use of certain products is 
increasing rapidly. If you have anything to do with 


the marketing of a product in Iowa you'll want to be 
brought up to date on this major midwest market. 
The 1956 Iowa Brand Inventory, a comprehensive 
report on consumer brands and products in the homes 
of Iowa subscribers to the Des Moines Sunday 
Register, gives you the current picture. 


@ Reports % of use of 171 products in 4 categories 
1. Drugs (medicants, toiletries, cosmetics). 2. Groceries. 
3. Appliances. 4. Auto-farm-miscellaneous. 


®@ Separate city-town and farm reports 
The 1956 Iowa Brand Inventory again shows you sepa- 
rately the percent of city-town families using a given brand 
and the percent of farm families using the brand. 


@ Reports the trends since 1950 


The record up or down of established brands, the oe 
of new brands, the acceptance of new produc!; .. . 
significant developments are all clearly shown 


The market it covers* 

The lowa market, made up of 2% million 
people with a total income $414 billion. A 
market that spends more than $3 billion in 
retail sales — 10% above the national per 
capita average. 


Send for your free copy 

1956 Iowa BRAND INVENTORY. 

TODAY .. . write on your company letter- 
head to Research Department, Des Moines 
Register and Tribune, Des Moines, Iowa. 


year, he was chairman of the 
chamber’s aviation committee. 


EDWARD F. HEALY 

New York, Sept. 11—Edward F. 
Healy, 70, a member of the ad- 
vertising staff of the Army Times, 
was struck and killed by a New 
Haven Railroad train in a heavy 
storm Sept. 6 while crossing the 
tracks at the Green Farms station, 
Westport, Conn. During the 1930s 
he was business manager of For- 
um, and earlier he had been vp 
and advertising manager of the 
old Review of Reviews. 


CHAUNCEY E. FORGEY 

ASHLAND, Ky., Sept. 11—Chaun- 
cey E. Forgey, 56, vp and general 
manager of the Ashland Daily In-' 
dependent, died here Sept. 6 of 
a heart attack. He was the son of 
B. F. Forgey, publisher and chair- 
man of the Independent, and had 
been with the daily 32 years. Mr. 
Forgey was a past president of the 
Kentucky Press Assn. and of the 
Kentucky Associated Press news- 
Paper members. 


AGUSTIN R. EDWARDS 
Santiaco, Cuite, Sept. 11— 
Agustin R. Edwards, 57, owner of 
the Mercurio chain of newspapers 
and publisher of El Mercurio, San- 
tiago, died Sept. 6 of a heart at- 
tack. Mr. Edwards was prominent 
in business, banking and sports 
and patron of young composers. 


CYRUS F. JUDSON 
HASTINGS-ON-HuDSON, N. Y., 
Sept. 11—Cyrus Field Judson, 58, 
advertising manager of the Alcoa 
Steamship Co., New York, died 
yesterday in Dobbs Ferry Hospital. 
A great grandson of Cyrus W. 
Field, who laid the first Atlantic 
cable, Mr. Judson joined Alcoa in 
1941. He co-authored a book called 
“Caribbean Tourist Trade.” 


FREDERICK J. COLLINS 

| NorTHVILLE, Micu., Sept. 11— 
Frederick J. Collins, 54, a member 
‘of the advertising and pr staff of 
‘General Motors’ Fisher Body divi- 
sion, died following a heart attack 
in his home here Sept. 4. 


RAYMOND L. ZEIGLER 

PHILADELPHIA, Sept. 11—Ray- 
mond L. Zeigler, 56, advertising 
‘director of the Frankford Grocery 
Co., died at his home here Satur- 
day. 


‘Chicago Tribune,’ Sales 
Execs Club Sponsor Contest 

| The Chicago Tribune, in coop- 
eration with the Sales Executives 
Club of Chicago, is sponsoring a 
contest to discover what qualities 
are most popular in a sales person. 
Entrants are asked to rate desir- 
able qualities in a sales person on 
an entry blank printed in the Trib- 
une, then complete the sentence, 
“The quality I like best is 
because ” in not more than 
25 words. 

Contest closes Sept. 20. For the 
best answers, the Tribune is 
awarding 66 prizes totaling $2,000. 
The first prize winner will have 
_the option of receiving the award 
as a guest of honor at a giant sales 


. rally to be sponsored by the Sales 


* One medium covers this market, reaches two out of 
three families in |owa’s 99 counties — the Des Moines 
Sunday Register, all Iowa’s newspaper. Covers a 
state better than most metropolitan newspapers cover 
their city of publication. 


DES MOINES 
REGISTER ann TRIBUNE 


GARDNER COWLES, President 


Circulation: Daily 364,744 — Sunday 525,147 
Represented by: Scolaro, Meeker and Scott, 
New York, Chicago, Detroit, Philadelphia: 
Doyle and Hawley, Los Angeles, San Francisco 


Executives Club in cooperation 
‘with the Tribune and the State 
| Street Council Sept. 26. Last year, 
the Tribune sponsored a contest to 
select Chicago’s “Salesman of the 
Year.” 


Sanders Adds Whitehouse 

Sanders Advertising Agency, 
Dallas, has been appointed to han- 
dle advertising and promotion for 
Whitehouse Reinforced Plastic Co., 
Fort Worth maker of boats and 
skis. Whitehouse, which moved 
from Florida to Texas in March, 
1954, is launching its first national 
trade and consumer advertising 
campaign. 
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serving the volume feeding market. 


Institutional 


yeti, ako os eg eae 


| which publication gives you the best 
coverage of the volume feeding market 


You can do this easily...and we'll pay the cost 


INSTITUTIONAL FEEDING & Housine will submit its circulation 
to the acid test of a name-by-name comparison 
with that of any other audited horizontal magazine 


Take a state — any state that’s important to you. We’ll give you our circulation 
galleys for that state. Get the circulation list for the same state from any other 
audited horizontal magazine in the field. Compare the two lists, name by name, 
and decide for yourself which has the better coverage. Then send us a 

bill for whatever it has cost you to make the comparison. 


Feeding ana Housing — 


A CONOVER-MAST PUBLICATION 


205 EAST 42nd STREET * NEW YORK 17, N. Y. 


pppmunnape rmaamaaren an RR SP BG 


Here’s why 
lastitutional Feeding and Housing 
(not yet 3 years old) 


dares to make this 
standing offer 


We make this offer with complete 
confidence because our circulation 
representatives are the salesmen — 
1,350 of them—of a national network 
of food wholesalers and food service 
equipment dealers. These men are 
intimately familiar with the volume 
feeding establishments in their sne- 
cialized territories. They know which 
units are worthwhile—and who in 
those units buys your products. They 
have to know to hold their jobs. 


Only through personal knowledge of 
the market at the local level is it pos- 
sible to build and maintain in ths vol- 
ume feeding industry a circulation — 


@ that identifies and reacnes the 
financially responsible volume feeding 
establishments—ezxciuding waste cir- 
culation among the here-today-gone- 
tomorrow units 


@ that identifies and reaches the 
individuals, regardless of title, with 
buying authority — excluding wasie 
circulation among individucle who 
cannot buy your products 


@ that identifies and reaches the 
clubs, schools, hotels, religious inati- 
tutions, motels, YMCA’s, etc., etc. that 
have volume feeding facilities — 
excluding the thousands that do not. 


INSTITUTIONAL FEEDING AND Honsinc 
is the only magazine that builds. 
maintains and controls its circulation 
at the local level. Surveys of Ross 
Federal, confirmed by continuing 
personal interview studies by Starch, 
show that no other vingle publication 
reaches more than a third of Inati- 
TUTIONAL FSEDING AND HousING's 
readers. 
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VERMONT IS Age ae 
Romney Named President 
After 43 years, Ford Motor Co.,' “ 
1s ae a | Detroit, has joined the Automobile ‘ t 
S| oe 


|Manufacturers Assn. Membership | 
|in the AMA is open to any Amer- | 
| ican producer of passenger cars. 
| Ford accepted a long-standing in- 
|vitation to join a week ago. The 
| association also has elected George | 
| Romney, president of American | 
Motors Corp., president of the as- 
sociation to succeed James J. \ r 
| Nance, former president of Stude- ae 
| baker-Packard Corp. Mr. Romney bad 7 

formerly was general manager of 
| the organization. Burkhart Donnelly Mcinerny 


Coke Shares TV Show WARM-UP—These four stand ready to speak before the national con- 


To Tap this SOLID and SWEET with Planters Nut vention, in Milwaukee, of the International Alliance of Billposters, 
market, address Room 516, Statler Beginning Oct. 5, Planters Nut &| Billers & Distributors of the U.S. and Canada. They are Charles B. 
Office Bidg., Boston 16, Mass _Chocolate Co., Wilkes-Barre, Pa.,| Burkhart, president, Cream City Outdoor Advertising Co.; Burr L. 

: f will co-sponsor Coca-Cola Co.'s} Robbins, president, General Outdoor Advertising Co., and John 
television show featuring Eddie Donnelly, exec vp of John R. Donnelly & Sons, and Joseph Mc- 
Fisher. Planters Nut will appear as Inerny, also from Donnelly. 


oO T A A Ss sponsor of every fourth show in 
R ie N ALL 1E D D IL I S the current twice-weekly series . P ; ra 
Ber A oe et ee > ; F een over the NBC-TV network. reduction in the company’s a n Se 
ny nenat ons te oe oe — Free Pre 65 According to a Coca-Cola spokes- | budget, but is to provide a better aramou 
afer and Her PPE | rnan, the move does not mean aj distribution of the ad dollar. $1,000,000 Push 


for ‘War & Peace’ 


New York, Sept. 11—Paramount 
Pictures Corp. has launched a 
$1,000,000 advertising and exploi- 
tation campaign for its new ex- 
travaganza, “War And Peace.” 

The three-and-a-half hour 
movie was produced in Italy by 
|Ponti-DeLaurentiis at a cost of 
$6,000,000. The adaptation of Leo 
Tolstoy’s masterpiece was three 
years in the making. 

The film, which stars Audrey 
Hepburn, Henry Fonda and Mel 
Ferrer, opened last month in New 
York and Los Angeles. It will 
break in ten other cities late this 
month and will be released gen- 
erally in October. 

More than half of the advertis- 
ing budget will go into newspa- 
pers. This will be co-op copy with 
theaters. Ads will range from teas- 
ers to full pages. 
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® Radio and outdoor also will play 
a vital role in the drive to whip 
up interest in the technicolor pro- 
duction. There will be national 
postings in 32 cities, local place- 
ment of posters in 100 or more 
cities—plus sniping in other avail- 
able markets. 

Saturation radio spots will be 
scheduled in 400 markets. Tv spots 
will be added in some areas. Bu- 
chanan & Co. is the agency. 

The promotion also will include 
Personal appearances by Alexan- 
dra Tolstoy, daughter of the nov- 
elist. None of the stars will be 
available for this duty since they 
are all out of the country. 


Mrs. Scarborough Dies 


; as Mrs. Frances Hale Scarborough, 
wife of John B. Scarborough, 
president and publisher of Every- 

than 


ris, 


woman’s Magazine, and formerly 
publisher of American Magazine, 
KANSAS CITY, MISSOURI . . . . . $65,618,000 died Sept. 6 at her home in 


Darien, Conn., after a brief ill- 


COLUMBUS, OHIO... =. =. . . 61,183,000 ness. Bara tn Chicage, Mrs. Sear 
PORTLAND, ORSGON .... . . 58,091,000 borough was educated in Paris 


and Vienna and was an active 


DENVER, COLORADO. . . . . . 53,186,000 : 
IN RESTAURANT SALES | provivence, nuove istand. | | | 49,519,000 |Newvorm 


SAN DIEGO, CALIFORNIA . $67,252,000 Cartwright Named A.M. 


h 3 wright Jr. has 
The successful sales efforts of national, regional and local adver- ae Zs Bb er thee sales 
a pe conclusively that the fastest way to sell San Diego's promotion manager of the Beauty 

illion dollar market — at lowest cost per sale — is with San Queen division of Toledo Desk & 
Pats Rit eis Seke Nema srw, Diego's two great newspapers Fixture Co,, Maunee, O. The com- 

DEES peed? See _ |pany is a division of Crane Co., 
ES Beis Saeed Zs =e, | Chicago. Mr. Cartwright formerly 
oe Sica SAG was continuity director of WOHO, 


oe ms | Toledo. 
COPLEY newsparers ae <a 
. . cade =  |Cheston Joins Chester Roth 
15 “Hometown” Newspapers covering AND — SR 5 Herbert H. Cheston Jr., former- 
. PR . . ae eo ly in the advertising department 
San Diego, California — Northern Illinois — Springfield, Illinois EVENING TRIBUNE of Sportempos Inc., has joined the 
and Greater Los Angeles... 4 z women’s hosiery division of Ches- 
‘ SO ter H. Roth Co., New York, where 
Served by the COPLEY Washington Bureay and the COPLEY News Service he will be in charge of advertising 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. De nl Te — eee seeneeen for retail 
Ee SOG AREY oF ; ee 5 
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Home Building 
Products take 


A F 


-MAN SALE 


In today’s tough competitive market, sales action 
is a chain reaction. 


1. Builders order building products. 


2. Architects specify the products that builders order. 


3. Lenders and their appraisers screen the products 
for full valuation and financing 
that architects specify that builders order. 


4. Realtors sell to consumers as part of the house 
the products that lenders screen 
that architects specify that builders order. 


S. Suppliers promote (or switch bands on) the 
products that realtors sell that lenders 
screen that architects specify that builders order. 


Only one magazine can help you move your product to 
market through all five of these points where sales 

are made or lost. 

That magazine is HOUSE & HOME, read by the key 
professionals other people follow—straight across the 
home building industry. 


House « Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


sells all five 1.construction 2.design & specification 3. appraisal & finance 4. merchandising & sales 5. supply 
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The NEWS of the Rockies 


First seven months 1956, the News 
carried 6,802,328 lines of retail adver- 
tising—42.3% of the total in this two- 
paper city. (With our 1000-line page.) 


Little Campbell Tucker 
Francis Duhaime Defebaugh Neil Morgan Lowden Lee Katerndahi Johnston Byrne Barnes Back 


Jountain News 


WORKING SESSION—The 12 regional Chevrolet account Defebaugh, Cincinnati; Pete Neil, Chicago; Ross 
representatives of Campbell-Ewald Co. meet in De- Morgan, Kansas City; John Lowden, Washington; 
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| troit to discuss the 1957 campaign. They are Dick Paul Lee, New York; Dick Katerndahl, Denver; Mil 


| Francis, Los Angeles; Art Duhaime, Atlanta; Jim Johnston, San Francisco; Dick Byrne, Los Angeles; 


Jim Barnes, Detroit, and George 
Back, Dallas. In the rear are H. G. 
Little, president; Clarance Hatch 
Jr., exec vp; Colin Campbell, vp 
and Chevrolet account supervisor, 
and T. A. Tucker, field coordina- 
tor. 


Sheaffer Plans 
Major Drive For 
Holiday Season 


Fort Mapison, IA., Sept. 11— 


Commerce and industry expand 
in the growing Jackson, Michigan, market 


@ $16,395,000* has been spent—or will be spent 
soon—by 18 large commercial and industrial 
establishments for new plants and improvements. 

One department store has completed a remodeling 
and expansion program costing over $1,000,000. 
Another department store has completed a new 
front and plans to spend altogether $500,000 in 
modernizing its building. 

A manufacturer has started on plans that call for 
the expenditure of $4,500,000 to increase the size 
and efficiency of its local plant. 

A public utility is spending $1,500,000 for an 
addition to its building. 


BOOTH 


THE BAY CITY TIMES THE KALAMAZ00 GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


sonearge  y 
Serioe B-UR8 


Brice McQuillin, 78S Market St, San Francisco 3, Sutter 


Quickly this gives you an idea of what keen busi- 
ness minds think of the Jackson, Michigan, market 
and its future. 

Those in close touch with the market know its 
importance. With 179,190** people living in this 
expanding market, you, too, should realize its 
importance wiien you are considering sales plans 
for Michigan. 

Influence the people living in this fertile field by 
advertising in Jackson Citizen Patriot, the daily and 
Sunday newspaper read by 97% of the families in 
the retail trade area. Write or call your nearest 
Booth office for more information. 


THE FLINT JOURWA THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEW HE MUSKEGON CHRONICLE 


ESENTATIVES: A. H. Kuch. 110 E. 42nd St., New York 17, Oxford 7-1}280; Sheldon B. Newman, 435 N. Michigan Ave., Chicago.11, 
31-3401; William Shurtliff, 1612 Ford Bidg.,, Detroit 26, Woodward 1-0972 


Sheaffer Pen Co. is working on 
|the biggest Christmas campaign 
|in its history, the plan encompas- 
|sing magazines, Sunday supple- 
‘ments and a new network tv show, 
according to G. P. Karle, advertis- 
ing manager. 

| The new tv show is “The 
|Brothers,” a half-hour situation 
comedy over CBS-TV. The first 
show is Oct. 2. The show is spon- 
sored on alternate Tuesdays with 
Procter & Gamble. 

The print schedule includes col- 
or pages in Better Homes & Gar- 
dens, Collier’s, Coronet, Ebony, 
Esquire, Life, National Geographic, 
Newsweek, Reader’s Digest, The 
| Saturday Evening Post, Sport and 
Time. In addition, a Sunday sup- 
plement schedule includes First 
Three Markets, Parade, This Week 
Magazine and 29 independent Sun- 
day supplements. Business, special 
interest and trade magazines will 
also be used. 

Russel M. Seeds Co., Chicago, is 
the agency. 


Loew's Uses Film Library 
to Obtain KTVR Interest 

Loew’s Inc., New York, has used 
its M-G-M library of feature films 
to obtain part ownership of anoth- 
er tv station, KTVR, Denver. The 
tv division of the motion picture 
division leased 725 films to the sta- 
tion for seven years. The price: 
$1,000,000, to be paid over a five- 
year period. 

In a separate transaction, Loew’s 
bought 25% of the stock of the 
station, following the pattern set 
by a similar deal with KTTV, Los 
Angeles. The Los Angeles station 
already has signed Colgate-Palm- 
olive to sponsor 52 of the choicest 
movies in the package in prime 
time during the coming season. 


Patterson Boosts Hartnett 

Patterson Publishing Co., Chica- 
go, has appointed James E. Hart- 
nett advertising director of Amer- 
ican Restaurant. Mr. Hartnett 
formerly was district manager in 
the midwestern territory. 


Snedeker to Humbert & Jones 

Norman F. Snedeker, formerly 
advertising manager of Aeroil 
Products Co., has joined Humbert 
& Jones, New York, in a copy- 
contact capacity. 
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American Machinist 


| INOW AS 
Machine nd Toot BLUE BOOK 


Metalworking ‘Bi is TICKLED PINK to assume stil! 
hee ccc | gina Jarger responsibilities in America’s 
“3 biggest industry . .. a field now served 
by many excellent publications. 


METALWORKING is proud to introduce three 
new firsts: 


— to tell exactly which plants it’s going to 
— to identify by Western Union exactly 
who the men are who select and buy 
metalworking equipment 
—and to present a fresh, easy-reading, 
time-saving magazine. 
METALWORKING expects to contribute liberal- 
ly to its industry ... to cooperate willingly with its 


publishing neighbors... to have no secrets .. . to 
sell on top of the table . . . and to compete like heii! 


Metalworking 


THE TIMESAVER MAGAZINE 
793 BOYLSTON STREET « BOSTON 16, MASSACHUSETTS 


*Watch for the October igeue 
— in the mails next week! 


fiitoo! Engineer 
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| YOU REACH 
’ 30,000 tonnage buyers of 
motals DAILY with... 
American Metal Market 


Since 1899 The Metal 
Industry's Daily Newspaper 


18 Cliff St., New York 38, N. Y. 


West-Holliday Names White 


West-Holliday Co., newspaper 
publishers’ representative, has ap- 
pointed Stan White an account ex- 
ecutive in its Portland, Ore., of- 
fice. Mr. White formerly was ad- 
vertising manager of the News, 
Longview, Wash. 


BRAKE LININGS How MUCH MONEY was 


spent for them by truck fleet operators last year? The 


greatest survey of the rolling market ever made shows— 


$40.7 MILLION Ficet owNER KNOWS new market 


figures for 108 other major automotive products. 
See pages 80 and 81. 


Advertising Age, September 17, 1956 


Holden Sawyer 
TWIN TENS—This foursome got together to mark the tenth anniver- 
saries of John Holden, advertising manager, and Kenneth Kramer, 
managing editor of Business Week. The luncheon was tendered by 
Elliott V. Bell, publisher, and Bayard E. Sawyer, associate publisher. 


BEELIN 


delivers more 


IN INLAND CALIFORNIA (ano western NEVADA) 


E Ravic 
® 
<— 


for the money 


a 


These inland radio stations, purchased as a unit, give you more 
listeners than any competitive combination of local stations _.. 
and at the lowest cost per thousand! (SAMS and SR&D) 

More people live in this mountain-isolated Beeline area tha in 
all of Colorado. They have over $3% billion in spendable income. 


SACRAMENTO, CALIFORNIA - 


(Sales Management’s 1956 Copyrighted Surv) 


‘ 


Paul H. Raymer Co., National Representative 


Admen Best Suited 
to Head Marketing 
Job, Says Mapel 


Cuicaco, Sept. 11—The market- 
ing men of the future should be 
those who are closest to the desires 
and tastes of the consumer—name- 
ly the advertising managers. And, 
in addition, the new-style market- 
ing manager should be able to tell 
the production manager, “This is 
what you shall schedule; this is 
what you shall make,” leaving only 
the how of it to the production 
man’s decision. 

These are a few highlights of a 
new marketing concept described 
here last night by Eugene B. 
Mapel, vp of Barrington Inc., New 
York marketing consultant, before 
the/Chicago chapter of the Nation- 
al fndustrial Advertisers Assn. 

The marketing concept now 
evolving in this country—and 
being practiced in some companies 
—is oriented primarily to meeting 
a demand in the market place and 
meeting it at a profit, Mr. Mapel 
explained. With marketing rather 
than production now the prime ob- 
jective of manufacturing compa- 
nies, he said, the entire company 
must be bent around the market- 
ing process. 


s As Mr. Mapel explained it, mar- 
keting is becoming much broader 
than just a phase of a company’s 
operations. It now embraces every- 
thing involved in what the con- 
sumer thinks about the company’s 
products and when, where and 
why he buys them. 

To institute this kind of market- 
ing concept requires no vast shake- 
up in a company, he said, because 
the concept is “evolutionary, not 
revolutionary.” The policy might 
be initiated anywhere along the 
company’s chain of command and 
might even originate with the 
‘company president himself, he 
| pointed out. 

It isn’t necessary to hire a high- 
priced marketing manager to use 
this concept, he noted, but he went 
on to warn that it takes more than 
staff appointments to the market- 
ing job to make it really work. Un- 
der the marketing concept it takes 
the authority to say “Do it!”"—and 


| get it done, he emphasized. 


® Prevailing attitudes toward mar- 
keting and advertising budgets are 
not the least among views that 
need changing, Mr. Mapel de- 
clared. Budgets for marketing and 
advertising must, he said, be 
viewed in terms of the task that 
must be done, not just as “ex- 
penditures” that have to be paid. 
Three big tasks that admen must 

undertake to prepare themselves 
|for their greater marketing re- 
'sponsibilities, he said, are: 
|e Learning to think always in 
| terms of the company’s whole sales 
;volume and to develop realistic 
| budgets suited to the tasks of mar- 
| keting and advertising. 


‘° Developing greater integration 
,of the selling and advertising ef- 
forts of the company. The oppor- 
tunities for : coordinating these 
| operations, Mr. Mapel said, far ex- 
|ceed what one might guess. 

_e Promoting greater use and ap- 
plication of genuinely scientific 
management devoted to the idea of 
|/moving the greatest quantity of 
products, and doing so at a profit. 


Wilson, Haight Adds Two 

International Swimming Pool 
Corp., White Plains, N. Y., has ap- 
pointed Wilson, Haight, Welch & 
Grover, New York, to handle its 
advertising and publicity. Gotham- 
Viadimir is the previous agency. 
|The agency’s Hartford office has 
been named to handle advertising 
for the chuck and electric valve 
\divisions of Skinner Chuck Co., 
New Britain, Conn., effective Nov. 
tL, 
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Your sales may be Plush (Oreg.) in the big cities— 
and that’s fine—but if they Droop (W.Va.) in the 
small towns you're a long way from your true 
potential. 

Grit can help you reach it. 

For here’s the national weekly which above all 
others speaks for small-town people . . . true small- 
town people who are so far away from a metropolitan 
center that a trip there is an adventure . . . families 
you envied during your vacation as you sped by 
their comfortable homes on elm-lined streets. 

Consider these facts. Grit is read by some 4 
million people. It reaches 16,000 small towns 
throughout the length and breadth of this land— 
towns without daily papers, towns lacking the 
metropolitan multiplicity of advertising media, 
towns difficult to cover adequately. No other na- 


You’ll find Grit 
in all these Clevelands... 


but not in Cleveland, Ohio 


La All postmarks are actual reproductions. Post 


offices mentioned in the text really exist. 


tional publication has a prayer of equaling Grit’s: 
circulation concentration in towns of 2500 and less 
—an eyebrow-raising 58.53%. And 90.15% of the 
850,000-plus copies of Grit sold each week repre- 
sents single-copy sales. 

Media men are beginning to characterize Grit as 


a ‘‘hot book.”’ Circulation and advertising are up - 


. . and they’re getting upper every issue. Adver- 
tisers like to get in on a good thing, which Grit is. 
You can buy a year-round, big-space schedule for 
the price of a single page in a mass circulation 
weekly. 

Grit (Tex.) Sells CAla.) Small (idaho) Towners 
(N.Y.)! het 
Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 


Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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“That Fellow Bott” 
HIS © MARK 


is my sign of creative toll to 


Leo P. Bett, Jr., 64 E. Jackson, Chicage 


This make 
sales boil. Symbolizes distinctive adver- 
tising: i jentious service. 


(pee sens to Humphrey, Alley 
Ransom P. Dunnell, formerly 
'with Cunningham & Walsh and 
D’Arcy Advertising Co., has been 
|mamed radio-tv director of H. B. 
|Humphrey, Alley & Richards, New 
| York. 


'P&G’s Projected 


GRAPHIC SYSTEMS, 55 West 42 St., New York 36 


AL CONTROL 


te BOARDMASTER Visual Control 
Saves You Time, Money. 


%& Gives Graphic Picture of Your 
Operations. Stops mixups. 


% Simple to Operate. Write on 
Cards, Snaps in Grooves. 


% ideal for Sales, Production, 
Inventory, Scheduling, Etc. 


te Made of Metal. Compact and 
attractive. 100,000 in Use. 
Full oe: $ 49 = with cards 
iMustrated 
FREE 


BOOKLET No. V-200 
Write or Call Wisconsin 71-8444 


Without Obligation 


Advertising Age, September 17, 1956 


Hamilton factory within the next! 
10 years. However, with the de- 
clining market for soap products, 
P&G probably will stick to de- 
tergents when it enters the cleans- 
er field at Pointe Claire. 


} 


Canadian Plant Will 
Make Edible Oils 


| Ottawa, Onrt., Sept. 11—Procter 
|& Gamble Co. of Canada plans|s P&G in Canada is a wholly-| 
/construction of a multi-million| owned subsidiary of Procter & 
dollar edible oils plant at Pointe|Gamble Co., of Cincinnati. The 
| Claire, Que., near Montreal. | parent organization moved into 
| The plant will process vegetable | the food field about a year ago 
|oils for shortening. Construction | with the purchase of W. T. Young 
|is expected to start this fall, and| Foods, manufacturer of peanut 
| operations will start in early 1958.| butter and salted peanut products. 
| The Pointe Claire plant will di- Last month (AA, Aug. 20) it ac-| 
'versify P&G activities which are quired the Duncan Hines mix | 
|now centered in the company’s | business, 
only other Canadian plant, at) 
/Hamilton, Ont., where production Alloy Metal Boosts Kellas 
|includes edible and synthetic pack| Robert S. Kellas has been named | 
| products and drugs. advertising and sales manager of | 
| It was indicated that the Quebec Alloy Metal Wool Products, Oak 
| plant itself will be enlarged before | Park, Ill. The company is com- 
|long to include a division for the | pleting a nationai sales and mar- 
manufacture and processing of de- |keting organization. Mr. Kellas 
| tergents. came to the company last year 
The piant initially will employ| from George Worthington Co. to 
about 100 persons, but it is ex-| set up and direct sales and adver- 
| pected to grow as large as the tising activities. 


That's right! In August, the Mercury and News upped advertising three- 
quarter million lines over the preceding August for a 24 per cent gain! 


Sensational? Yes, but there are plenty of reasons. Like that of the Mer- 
cury and News, San Jose’s growth is sound, solid and dynamic. 


Helping boost linage was the opening of the new Macy store, a multi- 


million dollar retail development which ry Se ane 
the Emporium. Higher retail sales are just another reason for “California’s 


Second Gold Rush” in the San Jose area. 


And there’s only one way to penetrate this |ush market—through the 
Mercury and News circulation of 100,000 daily. Get the full story today; its 
your best bet for a potent sales increase! 


A MEMBER OF THE METRO SUNDAY COMICS NETWORK 


will soon be matched by Sears and 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC. 


LIGHT ON SHADES—Breneman-Hart- 
shorn, Cincinnati, is initiating a 
campaign to build brand recogni- 
tion for its window shades and 
venetian blinds. This color maga- 
zine ad is scheduled for October. 
Farson, Huff & Northlich is the 
agency. 


‘Hardwaring’ Sets 
Feature for Women 
Do-It-Yourselfers 


New York, Sept. 11—Because 
women are becoming increasingly 
important as customers of hard- 
ware stores, Modern Hardwaring 
in its November issue will launch 
a new editorial feature, “The Wo- 
man’s Angle.” 

According to statistics gathered 
by the publication, women initiate 
78% of all home projects and 
spend $30 billion annually on 
household operations. 

The magazine’s new feature, 
says Paul R. Green, general man- 
ager and treasurer of Green Bros. 
Publishing Co., publisher of Mod- 
ern Hardwaring, will be “an im- 
portant postscript to all feature 
articles. 

“Whether the story is about 
hand tools, housewares, lawn 
mowers, power tools, painting, or 
sports equipment, ‘The Woman’s 
Angle,’ written by women, will 
furnish the retailer with feminine 
sales appeals and merchandising 
ideas.” 

A recent survey by the Minnea- 
polis Star & Tribune, Mr. Green 
Says, shows that 76% of the 
women (compared with 83% of the 
men surveyed) buy paint and do 
their own painting; 39% of the 
women (against 37% of the men) 
repair electrical wiring, and 71% 
of the women (against 60% of the 
men) are readers of do-it-yourself 
articles. 


« “The modern hardware store,” 
Mr. Green says, “is no longer 
strictly a man’s store. It has be- 
come an increasingly important 
place for women to buy, and we 
believe it is high time for more at- 
tention to be given to ways and 
means of serving them through a 
better understanding of their needs 
and buying habits.” 


Scott Names Two to Ad Posts 

Scott Paper Co., Chester, Pa., 
has named Douglas S. Campbell 
and Fred M. Curtis to new adver- 
tising positions. Mr. Campbell, 
formerly an assistant in the adver- 
tising department, has been named 
promotion manager. Mr. Curtis, 
previously an assistant product 
manager, becomes a product man- 
ager. 


Webb Heads Allum Media 

Howard Webb, formerly with 
Grey Advertising Agency, has 
joined Ralph Allum Co., New 
York, as media director. 
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6000 SHOPPERS TALKED 


to Daniel Starch & Staff...and they confirmed the 
Two-Evening-Newspaper Advertising Policy 
of Pittsburgh Grocery Advertisers 


For many years Pittsburgh retail grocers have 
relied on evening newspapers for immediate 
cash register action. 


There’s a Reason 


And that reason has just been voiced by 
6000 grocery shoppers. 
Daniel Starch and Staff conducted interviews 
during July and August with 6000 shoppers 
as they emerged from 60 of Pittsburgh’s lead- 
ing chain supermarkets. 


Here are the facts * 


. CHAIN STORE CUSTOMERS PREFER 
TO READ EVENING NEWSPAPERS 


NS so 


* 

THE TWO EVENING NEWSPAPERS REACH 
3 OUT OF 4 CHAIN STORE CUSTOMERS ; 
WHO SHOP NEWSPAPERS FOR FOOD VALUES 


Net coverage by newspaper combinations: 
SUN-TELEGRAPH AND PRESS 75.6% 


THE TWO EVENING NEWSPAPERS REACH 
8 OUT OF 10 CHAIN STORE CUSTOMERS 


Net coverage of all chain store customers ‘ s 
by newspaper combinations: Gee 


SUN-TELEGRAPH AND PRESS 


PRESS AND POST-GAZETTE 


es 


PRESS AND POST-GAZETTE 


Yes—there’s a reason—Evening Newspapers Deliver the Goods 


oan OUN-TeFEGraph 


Represented Nationally by HEARST ADVERTISING SERVICE INC. - Offices in 15 Principal Cities 
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An issue of the monthly Clipper is yours to 
vse without cost. You con crecte sparkling 
layouts for printed matter with scissors ond 


MULTI-AD SERVICES, INC 


Box 806M Peoria. lilinois 


Edgewater Steel Sells Tracy 

Edgewater Steel Co., Pittsburgh, 
has sold its Tracy Kitchens divi- 
sion to a new corporation, Tracy 
Mfg. Co. Pittsburgh attorney Mau- 
rice Parker is president. The di- 
vision originally became a part 
of Edgewater Steel in 1950. 


YOU can sell PARK FOREST 


if you advertise in 
THE 3-STAR NEWSPAPERS 


Your mreeate will be read by just about all 
of the 7,000 Park Forest families. in fact, THE 
STAR is. the ONLY effective medium covering 
and selling the 30,000 families in this growing 
3-STAR Market . . . 89% coverage. 


3-STAR Market 1955 retail sales, $96,500,000 


®@ Food sales $29,000,000 ® Auto sales 


Say a Star 
MARKET BOOKLET AVAILABLE—Write STAR Publications, Chicago Heights, Ill. 


CHICAGO 
HEIGHTS 


$13,400,000 


New York, Sept. 11—The “rash 
of space rate increases covering | 
most major magazines, to become | 
effective early next year, is almost 
unique in the history of magazine 
advertising,” the current issue of 
“The Value Line,” investment sur- 
vey published by Arnold Bernhard 
& Co., declares. 

“Several publishers have an- 
nounced space rate increases of up 
to 10%,” the survey says, “without 
increasing the circulation guaran- 
tees for their magazines. Publish- 
ers of periodicals which have 
established higher circulation guar- 
antees have posted increases far 
greater than normal on the basis 
of the wider coverage. 


“Since increases in revenues | 


generated by that portion of rate) 
_ hikes not attributable to circula- 
| tion gains are largely pure profit 
| (because printing and circulation 
| costs hold even while ad revenues 
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Magazine Rate Log Jam Burst as Costs of 
Other Media (e.g. TV) Grew, Bernhard Says 


|rise),” the survey says, “the ques- 


tion arises as to why publishers 


| generally have waited so long be- 


fore putting these increases into 
effect. 


= “Over the years,” it continues, 
“fear of diverting advertising to 
other media has made publishers 
wary about increasing space rates 
without offering compensating in- 
creases in circulation. The advent 
of television as a major competitor 
further’ hampered their efforts. 
Meanwhile, wages and material 
costs increased year by year. Prof- 


|it margins of most publishers nar- 


rowed steadily in the postwar 


| period. It now appears, however, 


that a turnabout is in the making. 
“One of the principal consider- 


‘ations in choosing a medium for 


advertising,” the survey points 
out, “is the cost-per-1,000 (view- 
ers). Another is the actual cost. 


Owens-Illinois... 


is the largest domestic glass company, with sales exceeding 
$370 million . .. produces about 40%, of the industry’s 
output.* But these impressive figures cannot convey the 
extent of the firm’s contribution to our everyday life. 

Mere size is not always a full measure of value. Consider 
SuccessFuL FARMING, with 1,300,000 circulation—but 
reaching 42%, of all |S farms earning $10,000 or more 
...an $11 billion market. 

The SF farm subs: ribers are big buyers because they 


are big sellers . . . sell 


57 


\3% of all corn harvested for grain, 
%, of the hogs, 38°. of the cattle and calves, 44% of the 


dairy products. With |)ighly mechanized and efficient farms, 
they continue to make high incomes... averaged $10,260 
last year, from farming alone. 
SuccessFUL FARMING with more than fifty years of service 
has an influence in its market no other medium can match 
... is the most effective means of selling the nation’s best 
farmers—needed by every national advertiser to balance 
national schedules, get maximum sales! Ask any SF office. 


*Source: Standard © Poor’s Industry Surveys, April 19, 1956 


MerepitH Pusiisiinc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, Sin Francisco, and Los Angeles. 


During the past seven years, many 
changes in media rate structures 
have developed. The cost-per-1,000 
in magazines has increased 26% 
since 1950; it has decreased 36% 
on network television. 

“On the other hand, while it 
costs 37% more to place the same 
number of pages today as in 1950, 
a television show which cost $100 
in 1950 now costs $274—despite the 
reduction in expense per viewer— 
because of the enormous increase 
in the number of televiewers. 


s “The cost-per-1,000,” the survey 
says, “relates only to the size of 
the potential audience. The huge 
number of tv sets sold in the past 
five years has increased the poten- 
tial audience enormously. Televi- 
sion time rates are geared to the 
total audience available...” 

The Bernhard survey notes that 
“after a ten-year decline in maga- 
zine ad revenues vis-a-vis total ad 
expenditures, the trend has been 
reversed,” while the “rate of 
growth of tv expenditures has 
slowed.” 

Magazine ad revenues, the Bern- 
hard report says, “will show a 
larger year-to-year dollar gain in 
1956 than in any other year since 
1939. Part of it is due to larger ad- 
vertising budgets. The strong per- 
formance of magazines thus far 
|this year has given publishers 
| more confidence than they have 
had for some time. 
| “It now seems that the point has 
| been reached where an increase in 
‘rates will not drive advertisers 
|away. Based on this premise, pub- 
|lishers have advanced rate sched- 
ules substantially. 
| “The new schedules,” the survey 
lente “will not turn publishing 


enterprises into bonanzas. They 
| will, however, help the industry 
| make up some of the ground lost to 
| higher costs in the postwar decade. 
|Such help may prove only a 
buffer, since another major cost 
item may increase next year.” 


= Commenting on postal rates, the 
survey points out that “the Repub- 
lican party seems to feel that the 
Post Office should be run like any 
other business,” while the “Demo- 
cratic party has expressed the feel- 
ing that perhaps the Post Office 
should be considered a government 
service.” If the Republicans win 
the forthcoming election, the sur- 
vey suggests, “second class postal 
rates may be increased by 75% 
over a three-year period (1957- 
59). 

“The degree to which publishers 
would be affected by a rate in- 
crease,” it says, “varies, depending 
on such variables as the ratio of 
newsstand sales to subscription 
circulation, the proportion of ad- 
vertising material per copy and 
the number of distribution points. 

“Curtis Publishing Co., which 
distributes about two-thirds of its 
magazines through the mail, has 
estimated that the proposed rate 
increase would add $2,000,000 to 
its costs. An increase of that mag- 
nitude would have reduced 1955 
pre-tax profits by 24%.” 


= Concerning the Canadian ad tax, 
requiring publishers of special edi- 
tions of American magazines to 
remit 20% of advertising revenues 
from those special editions to the 
Canadian government, the Bern- 
hard survey says, “While the tax 
undoubtedly will prove beneficial 
to Maclean-Hunter (the Canadian 
publisher which sponsored the 
tax), there are many people both 
here and in Canada who feel that 
the long-term effects of the tax 
will be detrimental to Canada’s 
magazine industry.” 

Reviewing the first six months, 
the survey says that total magazine 
advertising revenues for the first 
half of 56 were 12.8% greater than 
in the 1955 period. For the full 
year, it says, “we continue to esti- 
mate magazine revenues of $830,- 
000,000—14.5% above last year.” 
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W. call on everybody d 
concerned with every phase 
of the product decision.” 


Says Loren H. Bonnett, 


General Sales Manager Cc L E R 


Orvisiow OF THE CORPORATION OF AMERICA 


WAL 


“We sell more than our products, we sell our 
reputation, too. For these reasons our sales- 
men go all down the line — calling on every- 
body concerned with every phase of the 
product decision.” 


*HOW BUILDING PRODUCTS ARE SOLD. Dun and 
Bradstreet’s report on a personal interview study 
made among leading building product sales direc- 
tors and distributors. Write for your copy: Market 
Research Manager, Architectural Forum, 9 Rocke- 
feller Plaza, New York 20, New York. 


“The value of Eljer products and services 
must be known and accepted by the men who 
make product recommendations as well as by 
the men who make product decisions — not 
only engineers and plumbers but also archi- 


“So, because we never spend a dollar with- 
out expecting a full return, we put most of 
our non-residential building advertising into 
Forum. Through Forum we know we are 
reaching all the factors important to Eljer.” 


tects, contractors and building owners.” 


Loren Bonnett of Eljer is by no means alone in knowing the wis- 
dom of actively cultivating and selling every member of the 
building team. Successful building product salesmen every- 
where have learned not to rely on only one man’s support when 
the buying decision is being made. They know that their product 
must have the backing of the entire building team.* That is why 
effective building product sales require the constant support of an 
advertising campaign in Architectural ForuM. More than any 
other magazine FoRUM delivers the highest concentration of 
building team members: not only architects, engineers and 
contractors but also decision-making clients who are actively 
engaged in building new buildings, maintaining and modern- 
izing old buildings. 


architectural FO iad U ae | 


the magazine of building 


; THE MAJOR INFLUENCE IN AMERICAN BUILDING 
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“INTER-LOCKED MARKET" FOR 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-GAS EQUIPMENT © APPLIANCES 
Our 10th Year « NEZDHAM 92, Mass. 


Huntington Adclub Elects 

V. Kirk Wiles, Pace-Wiles Ad- 
vertising, has been elected presi- 
dent of the Huntington, W. Va., 
Advertising Club. Other officers 
are Curtis Jones, WSAZ, vp, and 
Judy Beckham, Standard Printing 
& Publishing, secretary-treasurer. 


ist TRAve.TeeRTORY” 


THE FABULOUS SOUTHWEST 
24 counties West Texas & New Mexico 


spent 
$659,000,000 retail dollars 
in 1955 
Reach this market with 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Best Men‘s Wear 
Newspaper Ads 
Will Win Awards 


WaAsHINGTON, Sept. 11—The Na- 


tional Assn. of Retail Clothiers & | 


Furnishers has announced it will 
give awards for the best men’s 
wear retail ads published between 
Sept. 1 and Dec. 1. 

The award to the store and cer- 
tificates to the agency and news- 
paper which ran the winning ad 
will be given out at the associa- 
tion’s convention in Atlantic City 
next February. 

There will be separate awards 
for stores with men’s wear sales 
volume over $1,000,000; stores with 
$200,000 to $1,000,000, and one for 
smaller stores. 


= Serving as judges of the contest 
are Dr. Charles M. Edwards Jr., 
dean of the New York University 
school of retailing; Karl T. Finn, 
president, Newspaper Advertising 


Advertising Age, September 17, 1956 


Executives Assn. and advertising 
director of the Cincinnati Times 
Star; Richard G. Holbrook, presi- 
dent of the Copy Research Council | 
and assistant director of research, | 
Young & Rubicam; Allen B. Sikes, | 
field secretary of the Bureau of) 
Advertising, American Newspaper 
Publishers Assn., and Albert M. 
Myers, president of the National 
Assn. of Retail Clothiers and Fur- 
nishers, Myers Bros., Springfield, 
Ill. 


Time Inc. Names Campbell 
Eldon Campbell, formerly gen- 
eral sales manager of Westinghouse 
Broadcasting Co., has joined Time 
Inc. as fulltime consultant on 
broadcast management affairs. His 
first assignment is at KDYL, Salt 
Lake City. Time Inc. owns 80% of 
KDYL and KTVT in Salt Lake. 


‘Tape Recording’ Goes Monthly 
Tape Recording, which has been 
published bi-monthly for three 


years, will begin monthly publica- 
tion with the December issue. 


“MICHIGAN FARMER Keeps Us Up to Date’”’ 


says Lee Ferden, Saginaw County, Michigan 


MICHIGAN FARMER is devoted wholly to the Mich- 
igan farmer's interests. It keeps news fresh with 
two issues per month .. . features modern practices 
that pay big dividends. And, for proof of its state- 
wide preference look at the circulation—9 out of 
10 rural families are subscribers. 


Take advantage of the selling power of this state 
farm paper that reaches more buyers with cash—in 
a big, choice market. Exceptionally broad diversi- 
fication in this top-third farm income state (more 
than in any other) holds income igh and steady all 


year long. 


Here’s a wide-coverage farm magazine that gives 
you full value for every space dollar. Besides, 
MICHIGAN FARMER is rotogravure printed (in full 
color, if desired) to save you the cost of plates. 


Not many farm areas are as steady and prosperous 


a re anmerneees ees ogy ory ei 


a Bae 


as Michigan’s—nor many farm 


as MICHIGAN FARMER. However, two comparable 
states are Ohio ind Pennsylvania, served by THE 
OHIO FARMER and PENNSYLVANIA FARMER. It pays 
to use all three. For details write 1010 Rockwell 


Avenue, Cleveland 14, Ohio. 


THE OHIO FARMER 
Ohio 


FN ET I Lr ene Tea 


PENNSYLVANIA FARMER 
Harrisburg, Pennslyvania 


Ca 


papers as popular 


ming 
Conventions 


*Indicates first listing in this column. 
Sept. 16-17. Midwest Newspaper Ad- 
vertising Executives Assn., fall meeting, 
Fort Des Moines Hotel, Des Moines, Ia. 
Sept. 16-18. 7th District, Advertising 
Federation of America, Baton Rouge, La. 
Sept. 19-22. Advertising Typographers 
Assn. of America, 30th annual convention, 
Forest Hills Hotel, Franconia, N. H. 

Sept. 21-22. 8th District, Advertising 
Federation of America, Milwaukee. 

*Sept. 21-22. National Advertising Agen- 
cy Network, western regional meeting, 
Benjamin Franklin Hotel, Seattle. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 23-28. Newspaper Food Editors 
Conference, Waldorf-Astoria Hotel, New 
York. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N.Y. 

Sept. 27-28. First Annual Newspaper 
ROP Color Conference, sponsored by the 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men’s Club of Chicago and Art Directors 
Club of Chicago, Sheraton Hotel, Chicago. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 4-5. American Assn. of Advertising 
Agencies, Central Region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 5-6. Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

Oct. 7-10. American Assn. of Advertis- 
ing Agencies, Western Region, Hotel Del 
Coronado, Coronado, Cal. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and ex- 
hibit, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

Oct. 12-14. Intercity Conference of 
Women’s Advertising Clubs, Minneapolis. 

Oct. 12-14. 3rd District, Advertising Fed- 
eration of America, Charlotte, N.C. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Assn., Chicago. 

Oct. 15-19. 53rd annual National Busi- 
ness Show, New York Coliseum. 

Oct. 17-18. National Business Publica- 
tions, Chicago regional conference, Sher- 
aton-Blackstone Hotel. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 19-20. American Assn. of Adver- 
tising Agencies, East Central Region, 
Aurora Inn, Aurora, O. 


House, Boston. 
Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chi- 


cago. 
Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 


geles. 
Nov. 13-14. National Business Publi- 


cations, New York regional conference, 
Plaza Hotel. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 


Guild Films Acquires 260 Films 
Through Stock Exchange 

Guild Films Co., New York, has 
acquired 260 half-hour and quar- 
ter-hour tv films—65 of them in 
color—through a stock exchange. 
Guild bought the films from Rey- 
nard International, McCoy Tele- 
vision, Science TV Corp., Tavern 
TV Corp. and Motion Pictures for 
Television. These companies got 
500,000 shares of Guild’s common 
stock in exchange for their prop- 
erties. 

Shows included in the transac- 
tion were “Sherlock Holmes,” 
“Janet Dean,” “Duffy’s Tavern,” 
“Paris Precinct,” “Flash Gordon,” 
“Col. Tim McCoy” and “Junior 
Science.” 


Sara Lee Sponsors Bowling 
The Kitchens of Sara Lee is 
sponsoring a tv bowling tourna- 
ment on WBBM-TV, Chicago, 
starting in September and contin- 
uing for 12 weeks. Cunningham & 
Walsh, Chicago, is the agency. 
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| Mel Korn Heads ]. M. Korn 
| Mel R. Korn has been elected | 
|president of J. M. Korn & Co.,| 
Philadelphia agency, succeeding 
his father, the late J. M. Korn.| 
|Evelyn Korn has been named 
|treasurer and Michael A. Spano, 
|formerly copy chief, has been ap-'| 
| pointed creative director. | 


The Growing 
LUBBOCK Market 
is a 
SITTING DUCK 
for your advertising 


in the... 


AVALANCHE 


LESTER M. HORNER Gen. Adv. Mgr. 
Representsd Nationally by TEXAS DA 


Advertising Age, September 17, 1956 


APPROPRIATE—The body of this traveling exhibit is built in the shape 

of corrugated metal drainage pipe—a product of Armco Drainage & 

Metal Products. Armco plans to use the Steelmobile, which houses 

16 exhibits of municipal construction products and services, to tour 
most of the major cities of the U.S. and Canada. 


St. Thomas Tells How to Get _ tric Company. 
Business Publicity in Book | The book traces the history of 
“How to Get Industrial and/ publicity, tells how to organize and 
Business Publicity,” by Charles E.|release publicity and discusses 
St. Thomas, has been published by | personal contacts with the press, 
Chilton Co., Philadelphia. The au-| photographs and problems of the 
thor heads internal and external | editors who use publicity. It also 
communications in the marketing) tells how to measure publicity for 
services division of General Elec- greater effectiveness. Price is $5. 


-& A TV Station Is Measured By... 
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...ITS EXPERIENCE! 


In straight calendar terms, WSM-TV has a margin 
of more than three years TV experience over either 
of the other stations in this market. That’s how long 
WSM-TV was the only station serving this area, and 
learning in the process what this audience wants and 
what it takes to séll them. 

But WSM-TV’s experience goes deeper. As an 
extension of one of the country’s biggest and most 
successful radio operations, WSM-TV’s experience 
can, in several important respects, be projected over 
the past 30 years. 

On the WSM — WSM-TV joint payroll are the 
skilled technicians, executives, planners, writers, 
producers, and talent staff of more than 200 nation- 


WoM-TV 


ally famous stars who have earned for WSM 
numerous awards, plus such accolades as “top music 
station in the nation” and “showcase of American 
folk music” in more than 25 top national magazines, 
including Am:rican Magazine, Billboard, Collier’s, 
Coronet, Farm and Ranch, Good Housekeeping, 
Look, Nation’s Business, New York Times Magazine, 
Newsweek, Psthfinder, Redbook, Saturday Evening 
Post, Time, T: wn Journal, Variety, and Wall Street 
Journal. 

Our point is this: the WSM success formula, still 
going strong after 30 years, has been neatly extended 
(by the very people who devised it) to WSM- 
making it the recognized TV leader in this market. 


Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 
Clearly Nashville’s *1 TV Station 


IRVING WAUGH, Commercial Manager 
EDWARD PETRY & CO., National Advertising Representatives 


WSM-TV’s sister station - Clear Channel! 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market, 


Appeals Court 
Remands Part of 
Newhouse Suit 


Syracuse, Sept. 11—The U. S. 
court of appeals has modified an 
order of the district court dismiss- 
ing the $1,088,112 suit of the Syra- 
cuse Broadcasting Corp. against S. 
I. Newhouse and his newspaper, 
radio and television properties in 
Syracuse. 

The issue of a charge of con- 
spiracy to restrain trade thus is 
sent back for trial in the lower 
court under the findings reported. 


® In its original anti-trust action 
Syracuse Broadcasting, which op- 
erates Station WNDR, charged 
the Newhouse radio and newspaper 
interests in Syracuse with offering 
“package” deals to advertisers, 
thus damaging the plaintiff. 

In dismissing the suit last Aug- 
ust (AA, Aug. 22, 55), Judge Ste- 
phen W. Brennan said: 

“It seems to me the plaintiff is 
not in direct competition with the 
|two newspapers, and it seems ap- 
|parent that the dissemination of 
‘news by a newspaper differs es- 
| sentially from the news broadcasts 
of a radio station. 
| “Likewise,” the judge continued, 
‘“mewspaper advertising differs 
from the advertising matters 
peters from a radio station.” 
@ Despite the modification order, 
| the higher court did sustain part of 
| Judge Brennan’s decision, holding 
that the record does not justify 
|any inference of monopoly or at- 
tempt to monopolize. In this re- 
;spect the decision of the lower 
|court is affirmed. 
| The appeals court also affirmed 
'the original decision dismissing a 
charge that the defendants violated 
the anti-merger law and the inter- 
locking directorate law. 
| The appeals judges reversed the 
decision with regard to price dis- 
crimination charges. Judge Bren- 
nan had given summary judg- 
ment for the defendants for dis- 
missal on one of the plaintiff's 
claims and dismissed the others 
for a failure to state a claim upon 
which the plaintiff was entitled 
to relief. The original actien was 
stafted in November, 1952. 
Lengthy pre-trial examinations 
were conducted. 


s Judge Brennan found for the 
defendants on claims under the 
Sherman Act prohibition of un- 
reasonable restraint of trade and 
he also dismissed the action under 
the Clayton Act on account of fail- 
ure of the plaintiff to state a claim. 

He also pushed aside a charge of 
differential rates made in briefs 
and affidavits, but not alleged in 
the complaint or later claims nor 
in any way substantiated. 

The plaintiff alleged the defend- 
ant newspapers charged a different 
rate for advertising than other 
advertisers were charged for the 
same class of advertising. 

The Newhouse properties in 
Syracuse are the Herald-Journal 
the Post-Standard and Central 
New York Broadcasting Corp. 


Schapper Opens Personnel Co. 

Henry Schapper, who formerly 
handled community relations for 
special projects, has set up his own 
personnel counsel at 22 W. 46th 
St., New York. He will specialize 
in executives for public relations, 
advertising, sales promotion, pub- 
lishing and radio and tv. A former 
president of the Publicity Club of 
New York, Mr. Schapper previous- 
ly was advertising promotion man- 
ager of the Pittsburgh Sun-Tele- 


graph. 
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HORACE GREELEY 
1811 - 1872 , 


American Journalist 


Little did Greeley realize the dramatic effect of his words “Go 
West, Young Man, Go West!" Young and old, they did go west. 
They saw ... and they stayed to raise families and build fortunes. 
A million strong they have come to settle in Arizona. A million 
more are on the way. 


METROPOLITAN PHOENIX has rapidly become one of the great cities 


PO p U t AT] O N of America . . .and growing at a rate to stagger the imagination. 60,000 . 
more come every year to make their homes in this ideal year ‘round cli- oS 


PHOENIX RETAIL TRADING ZONE = .. to live a free and happy life . . . to build their fortunes and their a 
1910 34,488 No where in America today is to be found so high a percentage of 

1940 186,193 increase in new homes, new wants, new needs being bought every day 3 

1950 331.770 . . sever $1,000,000,000 retail sales for Arizona during the past year. “‘g 

; What a market for goods! What a potential for the manufacturer es 

1955 aon ae who looks forward to expansion of his product sales! : 

Kaseeuncinel A great ready-made market awaits the alert! Investigate . . . find y 


out what others are doing with advertising in the daily newspapers of ; 


632,400 ok | 


THE ARIZONA REPUBLIC The Phoenix Gazette | 


THE STATES GREATEST NEWSPAPER 
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41% of U.S. Families 
Get 70% of Income, 
Says Curtis Report 


PHILADELPHIA, Sept. 11—Among 
U.S. families, 41% receive 70% <‘ 
the total money income, according 
to “Profitable Market for Con- 
sumers’ Goods,” a report by the 
research department of Curtis 
Publishing Co. 

Members of this group have in- 
comes of $5,000 and more, accord- 
ing to the report, which is based 
on the 1956 Federal Reserve Board 
survey of consumer finances. The 
report emphasizes that families 
with the greatest share of income 
and savings purchase the greatest 
volume of goods and services. 

Of all U.S. families, 8% have 
incomes of $10,000 and more; 9% 
get $7,500 to $9,999, and 24% re- 
ceive $5,000 to $7,499. Some 33% 
have incomes under $3,000, ac- 
cording to the report. 

In the breakdown by occupation 
of the family head, the study shows 
that 44% of those in a managerial 
capacity have incomes of $7,500 
and above. The same figure is 
achieved by 36% of those in pro- 
fessional and _  semi-professional 
work, by 40% of the self-em- 
ployed, by 12% doing skilled and 
semi-skilled work, 15% of those 
in clerical and sales work and 2% 
in unskilled and service jobs. 


s The study shows that a wife 
employed full time increases the 
average income of a spending unit 
by $1,756. 

Those spending units with the 
most purchasing power through 
income also have the most reserve 
funds which could be turned into 
goods and services, the study 
points out. This is shown in data 
on holdings of liquid assets, in- 
cluding all types of U.S. govern- 
ment bonds, checking and savings 
accounts in banks, posta! savings, 
shares in savings and loan associ- 
ations and credit unions. (Curren- 
cy is excluded.) 


Standard Brands in 4-Media 
Drive for Chase & Sanborn 
Standard Brands this month 
launched a four-media campaign 
pushing Chase & Sanborn’s new 
giant-size instant coffee. The new 
6-oz. size will be advertised with 
two-color spreads in Life Sept. 15 
and 28. In addition to spot radio 
and tv in New York and Los An- 
geles, 600 newspapers will be used. 
Tennessee Ernie fFord’s show 
(NBC-TV) and network radio 
. shows including “Our Gai Sunday” 
and “Backstage Wife” will carry 
commercials. 
Compton Advertising is the 
agency. 


‘Family Weekly’ Names Rep 
Family Weekly, Chicago, color- 
gravure Sunday supplement, has 
appointed Blanchard-Nichols As- 
sociates its West Coast representa- 
tive. John M. Gilmer, of the Fam- 
ily Weekly staff, will continue to 
serve a number of California ad- 
vertisers from the Blanchard- 
Nichols Los Angeles office. 


McGraw-Hill Boosts Warner 
Kenneth C. Warner, associate 
district manager of the Cleveland 
office of McGraw-Hill Publishing 
Co., has been appointed manager 
of the company’s Pittsburgh office, 
a new post, effective Sept. 17. Mr. 
Warner joined McGraw-Hill in 
1944 as an advertising salesman 
for: Business Week in Cleveland. 


King Names Sturges Associates 

King Publications, San Francis- 
co western business magazine 
publisher, has appointed Sturges & 
Associates, San Carlos, to direct 
advertising and sales promotion for 
Western Industry and Western 
Construction. Direct mail and trade 
publication schedules will be used 
for each. 


Two Join BBDO in S. F. 

William Montgomery and Byron 
Mayo have joined Batten, Barton, 
Durstine & Osborn, San Francisco, 
as account representatives on the 
agency’s food group. Mr. Mont- 
gomery formerly was manager of 
the Kansas City office of Beau- 
mont & Hohman. Mr. Mayo has 
been an account representative 
with Guild, Bascom & Bonfigli for 
the past three months; before that, 
he was with Foote, Cone & Bel- 
ding, Los Angeles, for seven years. 


95% of Stamps Are 
Redeemed, Declares 
S&H’s Whitnack 


ROANOKE, Va., Sept. 11—The 
charge that “the only people who 
make money on premium stamps 
are the stamp people” has been 
denied by a stamp company exec- 
utive. 

“People who believe that ap- 
parently don’t know the facts,” 
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said Walter A. Whitnack, presi- 
dent of Sperry & Hutchinson Co., 
New York. 

He came to Roanoke to attend 
the annual meeting of Mick-or- 
Mack store managers. 

Critics of stamp plans have ac- 
cused the stamp companies of 
making a “killing” on unredeemed 
stamps. 

“We can prove,” Mr. Whitnack 
said, “that more than 95% of our 
stamps are redeemed. And the In- 
ternal Revenue Service has ac- 


cepted our figures for more than 
30 years.” 

He said more and more retail 
merchants are beginning to realize 
the stamps are an effective form 
of advertising and sales promotion. 


Gury Rejoins Bates as VP 
Jeremy Gury, formerly vp and 
copy chief of Benton & Bowles, has 
rejoined Ted Bates & Co., New 
York, as vp and a creative super- 
visor. He was with Bates as copy 
director from 1949 through 1953. 


Time to re-evaluate your truck fleet potential... 
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Philadelphia Radio 
Men Plead Not Guilty 
in Anti-Trust Case 


PHILADELPHIA, Sept. 11—The 
Philadelphia Radio & Broadcasters 
Assn., 10 radio stations and nine 
of their officers, charged with vio- 
lation of the anti-trust laws, en- 
tered not guilty pleas in U.S. dis- 
trict court last week. 

In June, the defendants were 


charged with having been parties 
to an agreement to “maintain and 
refrain from deviating from pub- 
lished advertising rates for sale of 
radio broadcasting time in Phil- 
adelphia established by each of the 
defendant broadcasting concerns.” 

In addition to the association, 
the defendants include Independ- 
ence Broadcasting Co. (WHAT), 
Max M. Leon Inc. (WDAS), 
Pennsylvania Broadcasting Corp. 
(WIP), Seaboard Radio Broadcast- 
ing Corp. (WIBG), Triangle Pub- 


lications (WFIL), WCAU Inc., 
WJMJ Broadcasting Corp., Wil- 
liam Penn Broadcasting Co. 
(WPEN), Westinghouse Broad- 
casting Co. (KYW) and L. M. C. 
Smith, owner of Franklin Broad- 
casting Co. (WFLN). 


‘Pacific Business’ Bows 

A new weekly business tabloid, 
Pacific Business, was started in 
San Francisco Sept. 12 by Ed Doo- 
ley, former managing editor of the 
Denver Post. Advertising manager 


is Ed Albertson. The one-time ad- | 
vertising page rate will be $276.90 


based on a proposed paid circula- | a 


tion of 5,000. 


N. J]. GOP to Ried! & Freede 
Riedl & Freede Advertising, Clif- 
ton, N.J., has been named to han- 


dle advertising and promotion for | | 


the 1956 Presidential and congres- 


sional campaigns in New Jersey.| © 
Plans include use of radio, tv,| 


newspapers, brochures and collat- 
eral material. 


\ 


The survey was made for Fleet Owner by McGraw-Hill Research with the full 
cooperation of over a thousand truck fleet operators. The information took 6 months 
to gather, required another 2 months to tabulate. It is probably the most costly study 


$8) 


ever made of this great rolling market. 


Here, for the first time, is concrete information that enables suppliers to correctly 
evaluate today’s huge fleet market—set new and accurate production and sales goals. 


Besides actual purchases of 109 specific automotive products, it also reports on rate 
of replacement, preferred channels of distribution, proposed expenditures for 1957 
and many other significant facts. 


It even points out differences in purchasing habits in various trucking operations... . 
food distribution, common carrier, construction, public utility. 


billion market 


for 109 products 


This biggest and most penetrating study of the truck fleet market ever attempted 
has produced some startling figures. They will be of immediate interest and tremen- 
dous sales value to everyone who makes or distributes automotive products. 


Information on products in which you are interested will be made available to you 
by your nearest Fleet Owner representative. Write to the address below, or phone 
today (LOngacre 4-3000, Extension 8333) and you'll hear within a week. 


some of the specific products studied ae ERY MATERIALS pot x tog 
TRUCKS HOSE REEFER UNITS HAND TOOLS 
TRAILERS LIGHTS GLASS CLEANING EQUIPMENT 
TRACTORS SAFETY SIGNALS POWERED TAILGATES PAINTING EQUIPMENT 
BODIES CAB HEATERS BODY & CAB HARDWARE RECAPPING EQUIPMENT 
ENGINES TARPAULINS TIRES & TUBES TWO-WAY RADIO 
PETROLEUM PRODUCTS CABLE WHEELS & RIMS PAINTS & FINISHES 
PISTON RINGS SPARK PLUGS BRAKES ANTI-FREEZE 
VALVES IGNITION SYSTEMS AXLES LIFT TRUCKS 
BEARINGS FUEL PUMPS FIFTH WHEELS UNIFORMS 
BATTERIES Olt FILTERS TRANSMISSIONS 

AND 66 OTHERS! 

F. LE E y McGraw -Hill’s Magazine of Trucking ABS 
OW RIE R 


330 WEST 42ND STREET, NEW YORK 36, NEW YORK. 
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$0-0-0 COMFORTABLE... YOU FORCET YOU HAYE T 
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Twist—The lassie here doesn’t 
dream about where she is going in 
her bra. She doesn’t even remem- 
ber she has one on. The ad, sched- 
uled for fashion magazines, was 
prepared by Gore-Serwer for 
Breathinbra Inc. 


Agency Ex-Em ploye 
Is Charged with 
Embezzling $22,000 


Syracuse, Sept. 11—Search for a 
mother of three children who, au- 
thorities say, mulcted the Fellows 
Advertising Agency of $22,000 in a 
20-month period by forging checks, 
was under way here last week. 

A warrant charging two counts 
of second degree grand larceny 
was drawn by Charles Edick, po- 
lice court clerk. It was signed by 
Judge P. Leo Dorsey. 

Revelation of the shortage was 
made to police by Byron Fellows, 
president of the agency. He said 
Marguerite Williams was employed 
as a bookkeeper from September, 
1954, through April of this year. 

He told detectives that in the 
period between September and 
Dec. 31, 1954, his books show a 
discrepancy of upwards of $7,000, 
and in the period from Jan. 1, 
55, until she left last April, a 
shortage of $15,000. . 

Mr. Fellows turned over to po- 
lice 99 checks which he said had 
been forged. Most of the checks 
ranged from $200 to $675. 


‘Scholastic Roto’ Rates 
Effective Jan. 1, 1957 

In reporting that Scholastic Roto 
has issued a new rate card (AA, 
Sept. 3), AA incorrectly reported 
that the new rates are effective in 
February. Actually, effective Jan. 
1, 1957, Scholastic Roto will in- 
crease its b&w page from $6,000 
to $7,200; its four-color page from 
$7,800 to $9,000, and its circulation 
guarantee from 1,000,000 to 1,200,- 
000. 


KDM Designs Bows 

KDM Designs, a new advertising 
art service, has been started by 
Kay and Daryle Chapman, with 
offices at 685 Folsom St., San Fran- 
cisco. The two organizers are spe- 
cialists in display and theater de- 
sign. 


* VISCOUNT 


World's First ¥ urbo-Prep (jet prop) Airliner 


NON-STOP 


NEW YORK 
CHICAGO 
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Strong Joins O’Keete 

Frederick B. Strong has been 
appointed public relations manag- 
er of O’Keefe Brewing Co. Ltd. Mr. 
Strong formerly was with Ford 
Motor Co. of Canada and also has 


|colors.” The term, the ads will 


Masland Carpet | point out, not only stands for a 
TV s |carefully studied marriage of car- 
Drops for Print ‘pet colors with the most wanted 


| wall and fabric colors, but also for 


Max Cooper Names Ryan 

Max Cooper & Associates, Chi- 
cago public relations company, has 
appointed Jack Ryan an account | 
executive and writer. Mr. Ryan Push 
formerly was manager of nan to Color Theme ‘the extra emotional reaction given 
held posts with the information di- activities for the central division| New York, Sept. 11—After using by certain hues and combinations 
visions of Canadian Arsenals Ltd.| of National Broadcasting Co. and|tv successfully for the past four|that make a home cheerful and 
and the Department of Trade and |assistant director of public rela- years (“Garry Moore Show,” CBS- bright, colors that are happier to 


Commerce in Ottawa. | 


tions of Zenith Radio Corp. 


YOUR TV SPOTS REQUIR 


E EYE- 


BUDGET, TRY STOP MOTION 


Much, much lower in cost than full animation (which 
we aiso do for the heavier budget), Stop Motion gives 


IMPACT to your TV sales message at LOW COST 


Write us today for Sample Reel. 


CHICAGO, AL 
1323 5. WABASH 


° 
NEW YORK, N.Y. 
341 W. 44th St. 


|TV), C. H. Masland & Sons, carpet 
|manufacturer, is switching to na- 
\tional magazines and newspapers 
| with a new promotion theme built 
/ around color. 
| Following the appearance of 
'seven-page inserts in the October 
|issue of House Beautiful and the 
|November issue of House & Gar- 
| den, Masland will use full pages, in | 
‘color and in b&w, in about 100. 
|mewspapers in selected markets. 
|Masland retailers will run their) 
‘own so-called “partnership” ads | 
}in the same newspapers. | 

Nine new Masland carpet colors, | 
‘with a variety of variations in} 
| tweed and multi-tone applications, | 
| will be promoted as “happy mood | 


live with. 
A specially prepared 36-page 
color booklet containing color as- 


sistance for the homemaker show- | 
ing several varieties of color com-| 


binations will be offered to 
consumers for 25¢ through the 
magazine ads and through Masland 
retailers. 

Anderson & Cairns is Masland’s 
agency. 


Dodge Heads Fisherman Press 
Frederic N. Dodge, head of the 
merchandising consulting company 
bearing his name, has become 
president-publisher of Fisherman 
Press, New York, which puts out 
Fisherman and Tackle Industry. 


CHAMPION Sets the Pace in Papermaking 


End of another shift at Champion's Texas Division 


The people behind the papers are the reasons 
you can choose Champion with confidence 


Champion’s greatest asset is people—skilled, trained, interested 
people. They work together in an atmosphere of mutual respect, 
as individual men and women, with pride in themselves, their 
jobs, their company. They are “Partners in Paper and Profit,” 
sharing directly in the results of their efforts. The spirit that per- 
vades this partnership is one of the important reasons Champion 
sets the pace in papermaking. 


CHAMPION® PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY e HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dailas and San Francisco. Distributors in every major city. 


GEORGE F. LYNN, who joined New 
| York Shipbuilding Corp. in 1954 as 
| public relations director, has been 
named manager of ship sales. He 
will open a new office for the 
company at 261 Madison Ave., 
New York. The company is a di- 
vision of Merritt-Chapman & Scott 
Corp. 


Budd Hits ‘Doom and 
Gloom’ in Railroad 
Passenger Business 


GLACIER NATIONAL PARK., MONT., 
Sept. 11—Lashing out at railroad 
leaders who recently made pessi- 
mistic remarks about the future of 
railroad passenger travel (AA, 
Aug. 13), John M. Budd, president 
of the Great Northern Railway, as- 
serted here that such §state- 
ments “have resulted in general 
confusion, some loss of public con- 
fidence in our industry and regret- 
table harm to the morale of the 
men and women devoted to selling 
railway travel.” 

“American railways,” he pre- 
dicted, “are going to be in the busi- 
ness of carrying passengers in 
coaches and sleeping cars, in ad- 
dition to mail and express, for a 
long time.” 


. Speaking before the American 
|Assn. of Railroad Ticket Agents, 
| Mr. Budd acknowledged that there 
is an urgent need for a searching 
| look at the passenger problem, but, 
|he said: 

| “I feel that what has been said 
| and done about it in the immediate 
past implies an unfortunate lack of 
|sense of union and common inter- 
‘est and responsibilities, for the 
| American railway business is not a 
|regional enterprise and can never 
| be successfully treated as such.” 

| While railroads did lose about 
$700,000,000 on passenger service 
last year, he said, “We would save 
comparatively few dollars if all 
| passenger service was discontin- 
ued.” He also noted that “it is pres- 
ently inconceivable that regula- 
tory authorities would permit the 
removal of all rail passenger serv- 
ice.” 

About 432,000,000 passengers 
were carried on this country’s 
first-class railways in 1955, he 
pointed out. “Our service must be 
convenient for these people or 
they would not use it,” he said. 


Revlon Sales Still Soaring 

Revlon Inc., New York, has an- 
nounced its sales and profits for 
the first eight months of this year 
exceed the totals for all of 1955. 
Sales for the first eight months 
came to $54,000,000 (the figure for 
last year was $51,600,000), and the 
net profit for the first half was 
$3,800,000 (as compared with $3,- 
656,000 for all of 1955). The quar- 
terly dividend has been raised 
from 25¢ to 35¢ a share. 


Hearst Appoints Tyler 

Melvin Tyler, formerly on the 
national advertising staff of the 
San Francisco Chronicle, has 
joined the sales staff of Hearst 
Advertising Service, San Francis- 
co. Mr. Tyler succeeds Kemp Ben- 
nett, who resigned to join Eitel- 
McCullough Inc., San Bruno, Cal., 
electronics company. 


ON at IRS FS er NOT ge ome cea a ee egg Aaa ne eee oan a aa ee io. (el Be. Oe 
ROG he a aa Se SiR ae oe fae ee a | ee ce: - 
Lok fuer UN RECT “= Sia aia ee ge Fee ay ok ha : eee. ae Oo eee ee Mer see ihc. ‘S59, 1 nee os ae 
3 sae Co me Re”, ee * * we a eee.) ‘ Ce f i . Pe ? ei . i ‘ 
ode a : : . 
ee 4 
pie 7 
ee 
ves a 
me aa 
ae 
pees: . 
ie = 
a eee Riggs ee ey one 
ge iy _— i © 
ae” z ~ 2 we 
a4 a at aS 
ce — 4 pp gee . 
Brey | - * a ae 
eta * “ 3 
Meee ma a » ies ear 
ee ee a — oe 
tee Gg a 
Jo opaao -_* TRO OA RE AammnbeR te guyes © +36 anagermmammm vit a 
a . a o. 
An) : as 49 
wa ia» ; ot ue # 
eae , : Ese ¥ eae a” 
fee 4 Po aa 7 mee. * 
ae & ieee  —_ / 
1a : Sre | , j 
*) see ee 
ee ee CATCHING MOTION ON A CONSERVATIVE Fy GQ { 
2 
< a. J 3 
22 a | 
Bp # sa : - 0 
Ag j : 7 > - 
Eanes : me: ma) 
Pt: Y eB { 8 dy 
ee 4 ¢ mye eeeeeeeeeee 
a —_ 
By Ree 
ar, : 
ee 
J ae es a 
a ae 
Se 
oe , 
oo 
ee } 
oe | 
2 a 
ae 
ie 
Ree 2 
a j d’ Arazien } 
te aaniaiatermmmeemennemeiees ' can 
is Shah aw givin 5 oe | 
eh 6, ie eee 9 ace cee ae, Sapien : : Sag ; 
a ea tah S| ae po ay ei it ae 
bee eee ee ne Bet) ee a: ee > : f > } wr 4 : 
Ets 6 Te OD Tait rid Quepes are : . =a Y . , . ; 
are SES ob ok hace, |e eae a an Ee baie am mee 
ei dee Os : Res mes ee | Lee ee ee. Bae eee ee ee ee 
es is 9) ER hs 2) api eee a ey gee a — sce 
eed NE CR iiae sn eae = aa Se -_- ” 
| hi Das ager gs a eee ay Hitmae oe 
eae ean ee. | | ee ~ ae 
ee a ate eee ote i a. ee 
oie Cee ON ee nye? aa "a tee oes mei = i / > 
J SNS ioe eae ge ray oe on he Oa bp a { | | “a 
Bie i Ge SS ... rk me tagattntalteaidiadhld 
a Te, a ae ets A a h. oo i “7 5 4 Re Bessy * : an ay } 
Re er OS en ee "Sa b » % Be celtoes P oo F % 
a i St eee ees oe me ole * hy a Va eae se , : * . | 
ee SM Sapees Se Seem | - ce Of. et ee a i pu es | 
ot ee aon nk ae Ae LP ts “y 3 a ees ee te: a. é Ey ; Eee 
ns a ne Sew co tose ee ' - TE Sere 4 ae gw * poe ee ee 
eS ae eA eee a a ~ a Bote ee 
Ae TE Antec ICOM. 3 a Soe ie as ft | Sy oe 
tee: ee ee gets. ot Rag eee Be ee aes a: i eS fe Seo 
ae ae ee Oe te lag ee Teg EN ee ee a. m a og fo 6 als a al a ee me 
bite fee rie 8 jee) ae es Pg 4 ae i> ae 
"a ee ithe ess iis pe ar ee Te a =) Se oe” 5 ne au. — <. 
peta repairer tiie #5. the Feet Se ae Tg es ? ae ety a ee, Ee ee a me 4 te 
or Aaya Nic eee, pe es eS = eg ay Reet See ee: haan , Ti Doe ae 
ae a Sao aa re pO Bete ‘ (SS ae ; ae <A oe ; ‘ : i 
ei a ~ See ‘ies Diiee Wee eo a ‘ pe aa i : : x ¥ a eae cs FP pile ee a. taro: a 
et Seem Sil cs Oe cye 2 og ae Lhe oe oe i) Poe ie 
Ae. Naa) UR eeee ips eat : : ; " oo | ae mers 4 9 a 2 Se ll 
1 25 ae ea te ee “os ia ee ae oo an pg eee Na — e cf eo fe. af 
oe Sole <1 oe eee | | aM a ae OE man 3 
as Oi ea ty Sigh age” de Wee ms! agi = aie . ve oes ean ¥ F ke mage Ee —a_ oe 
Le Rae gh RN Sa ti es Fi % OP al Tae ey. le a s | Sea 
su OPE ah, Cos ee pas © rae ES: eo . i? i 5 . <- gle — ee “ 4 WY van an 
oe 7 gol sere "ES sis ty cee 0 2 Lanes oes = ai aise | tk Cae <a! . ae es 7 oe aa“ aes ie 
Be ae an al a ee ie... 2 eee , 22 OS ei sv % So) So wee Ye gaat 2 os SS ba 
Pa ‘fs rant eau A ee inter allie, ‘ Ss as oe fe eee: ae ¢ * sn is 4 ‘ 
at eet Sine at Ny ee ee fa ( Fes ee a A i a i ‘ 
ae ; OWT ga Ss a ee co a ceils ae ; Me : ogy © 
pe: a Oe oe eee he oe ad a rn roe 
“he ofS” ie ih eer ee eee ee a — or om 
eee + ee ey PP Aye oe gs ve aes ee Ee Be, ae aoe : 
eee a8 Bn uae is ane anne ae game Sagi. - & ‘. oe ue i pets a es pat di = a : ‘ 
ng ee ha gt fw wo “ne ; is “ae (on Ne a eae . ¥ 5 on Me Pie a= 
ae el St San eee, i oe, 2 ee ee ie eee eT oo oe oa n —s 
te ae Re ee ne cote oe +g 
cei pre ee ee oe ge = a ie flee, 
af et Ae, a ee ae GaP iy Ps Red Se, = 0 | lene 4 54 i; r a 
fy ; s Fwa ere ree ee A ; 2 ee ee ec. a ek y (st ; 
i SCC hy lo ee iG: 
a is eg La 5 eae Bee. Oe a wae ee of ; i ran es 
ene co en ee See abr A ia! be 5 ee ee Boel ee ee : = Sa 
ce  &§ Me ea ate ae eee ls adi sss a  °»&»( 
‘ oy rae, Se SS En ae > Le wr a. i 
Ree OS pre S ee gee 2f oe? | tag —_ © aii = - | are 
if Se ve oli a Soha hla Sidi a ee, aaa en BU Pk on i : 4 cine St, 
AS Pete eee Fg a lt aie ——  - 
ee shale oe ST Sy age ate e mag ee: ee eo. |) Re ek og -— rae Bh ees he 
ee . Nee we Cre OC a ee es 8 a os ROS 
Bs eee ll hy oN a . 
eax. 2S ECR y Oe: Mabe oo ae gt : ' tom se. Yim ted ae aa > ae - aa 
ce es gee f: —ee . a ya af ge A Sa 
= Beri a ty 85) Sree il ee Uw ie lees, i | 
at a AS anaes tie eee ot 5 hd : 2 (ee Bats i) oy a > eS es j Vo 
oe aes oe ek age, ee ? * aan gis Wer z a ae - cs ol nd 
ieee ; . « i ‘ ae ee ae Beas ee ® 
ale i ae fae eae 
Be . oe, a 
B32 ‘ie DION -— en Fe 
pees < ° oe : : ~., ie 
Re , = ee, | 
Be eet het ae 
5p, Pay oS so Soe Aon, 
as. oh pe h0 
ee ess a | 
We ah if a | 
+ oe a ia ‘ ae: = oT. bo ee a pale | 
Be ~~ pe | 
eae eae Fo ee oe — os | 
ed a oe asf % ee as a | 
Leabe: ee ae i ee 
Bai > Be, 
Jer a Peat 
Noy * E aa ‘ eee 
: ee ; 4g i ie 
5 ae 7 ae : ee 
o2 1m 1 ie ile aed mg bee ae 
ee 7 
ar a | 
aes 
ia 
A | 
ae 
‘i 
{Sia 
ee 
asa ae 
gt : is 4 
so i ‘ Ses. m | die et a = =o 5 -! 9, aC Se me 


NOW...in her 
Chicago Sun-Times 


she finds twice as many 


reasons for shopping at 


National Food Stores 


“Response to our weekly page of advertising in The Chicago Sun-Times has been so good 
for the past two years that we now are presenting two full pages of National Tea Co. values 
each week on the center facing pages,” says Harley V. McNamara, president and chief ex- 
ecutive officer of National Tea Co. 


“We feel that our advertising in The Sun-Times helped to swell our Chicago-area sales, and 
contributed substantially to our record consolidated sales total of over $373,387,000 in the 
first 32 weeks this year,” adds Val S. Bauman, National Tea Co.’s general merchandising 
manager. “Consolidated sales for the period were up $31,000,000 for the 32 weeks — almost 
a million dollars a week!” 


Footnote to foods advertisers: Readers of The Sun-Times spend an estimated $722,- 
000,000 annually for meats and grocery products...and they buy what they see advertised 
in the newspaper they read. To build your sales in the nation’s No. 2 market, advertise in 
The Chicago Sun-Times! 


“As a regular reader of The Chicago Sun-Times,” says 
Mr. McNamara, “I’m most favorably impressed with 
the appeal of The Sun-Times to young adults—and 
with the way The Sun-Times brings young housewives 
in to buy at National Food Stores.” 


Here’s why the Sun-Times builds big food business. A new study shows that women up 
to 35 retain more of the advertising they read; have longer-lasting advertiser-identification; 
more quickly grasp “reasons why” they should buy and try; are less frozen in buying hab- 
its and brand loyalties; are more inclined to switch in response to advertising. 

In short, your advertising gets MORE ACTION from women up to 35. You reach MORE of 
them through The Sun-Times than through any other Chicago paper. We'll be happy to 
show you proof! 


THE NEWSPAPER OF THE NEW CHICAGO 


re SUN-TIMES 
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Jewell Adds McDonald as 
Principal: Opens S.F. Office 
Jewell Advertising Agency, Oak- 
land, Cal., has added account ex- 
ecutive Peter McDonald as a prin- 
cipal and has changed its name 
to Jewell-McDonald Advertising. 
The agency also has opened a fully 
staffed San Francisco office at 960 
Bush St. Mr. McDonald, who has 
been with Jewell a year, formerly 
operated his own agency in Italy. 
The agency also has been ap- 
pointed to direct advertising for 
Dorr Oliver, Oakland maker of 
olive growing filtration equipment. 


McCarty Co. Adds One 

The McCarty Co., Los Angeles, 
has been appointed to handle ad- 
vertising and publicity for a new 
company, Beverage Developers, 
Anaheim. The company supplies 
basic flavors to beverage manufac- 
turers and also develops new for- 
|mulas to a customer’s specifica- 
tions. A trade campaign is sched- 
uled for later this year. 


Vernor Agency Moves 

Vernor Advertising Agency, San 
| Francisco, has moved to new of- 
| fices at 709 Mission St. 


The Only Magazine 
Devoted 100% toa 


Vital New 


Write for full facts: 
ELECTRIC HEAT 
& Airconditioning 
2 W. 45th St., N. Y. 36, N.Y. 


TV, Format Changes 
Spurred New Edition 
of ‘Magazines in U. S.’ 


New York, Sept. 11—The sec- 
ond edition of “Magazines in the 
United States” by James Playsted 
Wood has been prompted by “sev- 
eral circumstances” which have 
arisen since it first appeared in 
1949. 

Among these are the growth of 
tv, a change in the nature of the 
magazines—with feature articles 
replacing fiction as the major por- 
tion of their content—and the ad- 
vent of new and successful publi- 
cations. 


® Several new sections have been 
added, devoted to the grocery- 
distributed magazines and the 
comics. The sections dealing with 
the farm magazines, with Reader’s 
Digest, The New Yorker, Time, 
Life and The Saturday Evening 
Post have been enlarged and 
brought up to date. Sections have 
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been included on additional mag- 
azines. 

Mr. Wood’s book is highly in- 
formative and entertaining, re- 
flecting his own intimacy with the 
magazine publishing world. He 
has been with Curtis Publishing 
Co. since 1946, working in both the 
editorial and advertising depart- 
ments. He is presently assistant to 
the director of research. 

The book is published by Ronald 
Press Co. and is priced at $5. 


KXOA Owner Buys KCCC-TV 

Sacramento Broadcasters Inc., 
operator of KXOA, has purchased 
KCCC-TV, subject to FCC ap- 
proval. Lincoln Dellar, president 
of Sacramento Broadcasters Inc., 
said the station will continue as 
the ABC affiliate in Sacramento. 


Schulz Joins May Outdoor 

Robert D. Schulz has joined the 
sales staff of May Outdoor Adver- 
tising Co., Los Angeles. He for- 
merly was with the Independent 
and Press Telegram, Long Beach, 
and the Fresno Bee. 


Hercule Poirot, Agatha 
Christie’s famous fictional 
detective solves another 
murder in, “Dead Man's 
Folly” published by 
Dodd, Mead & Company. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, INC. 


Offices in 15 Principal Cites 


“Why must you disturb the greatest detective 
in the world over so simple a matter? 


“For that matter—why a detective at all? The 
merest babe—anyone who can add—must 


quickly arrive at but one conclusion— 


“In Baltimore, more than half of Baltimore’s 
families read the Baltimore News-Post & Sun- 
day American.” 


And do you know . . . Audit Bureau of Circu- 
lation confirms Monsieur Poirot’s conclusion. 


Push Company 
Name in Ads, 
Funston Urges 


New York, Sept. 11—The 
new “sophisticated sell”-—which 
emphasizes “charm” rather than 
“pressure”—is away off base if 
it “minimizes or eliminates the 
corporate name in advertising, 
packaging or merchandising,” 
according to Keith Funston, 
president of the New York 
Stock Exchange. 

Mr. Funston declared that 
such practice “seems to carry 
the idea of ‘soft ‘selling’ to an 
extreme and unfortunate de- 
gree.” Then, in an address be- 
fore the Sales Executives Club 
of New York, which today pre- 
sented him with its 1956 “Ap- 
plause Award” for his efforts 
in broadening ownership of 
common stock, he added: 

“The day may come when 
little known corporations must 
move to raise growth money by 
selling stock. Then there will be 
a hard truth that will have to 
be reckoned with: It is that 
good will—the ability to iden- 
tify the corporate entity— 
though rarely capitalized for 
more than a token sum, is 
among a business’ most val- 
uable assets. 


s “Investors recognize this. It 
explains, in our own market 
place, why shares of lesser 
known companies so often sell 
for less—in terms of price as 
a multiple of earnings—than 
the stocks of more aggressive 
advertisers and sellers.” 

Mr. Funston said that “being 
successful today means recruit- 
ing public support. There are 
voices in management that still 
argue, ‘I am making and selling 
a product; I am not selling 
shares of stock.’ 

“But increasingly they are 
being answered by men of 
management who realize it is 
no longer possible to separate 
the world of sales, with its em- 
phasis on product, from the 
world of finance, with its em- 
phasis on share owners and the 
need for creative capital.” 


® He said it was “disconcert- 
ing” to discover that the inci- 
dence of common share owner- 
ship is “extraordinarily low” 
among executives and sales 
peeple. According to Mr. Fun- 
ston, currently only one out of 
four executives is a share own- 
er. 
In the next decade, he told 
the meeting, American corpor- 
ations will have to raise $60 
billion through the sale of 
stock to finance growth. “This 
is fully 200% more than cor- 
porations obtained from selling 
new stock in the prosperous 
years since World War II,” he 
added. 

“We have reached a point in 
our development,” he declared, 
“where the people most inti- 
mately concerned—executives, 
salesmen and workers—will, in 
their own self-interest, have to 
venture many of the billions 
that will be required.” 


® Pointing out that the nation’s 
stockholders increased 33% in 
four years to a total of 8,630,000 
persons, he said the job of 
broadening ownership “calls 
for the increasing of economic 
understanding on a mammoth 
scale.” 

He said that if stock owner- 
ship continues to grow at the 
1952-’56 rate, the number ~* 
stockholders in 1965 will total 
12,500,000—a 45% increase. 
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“MANUAL OF MODERN PLASTIC 
AND LOOSE LEAF BINDING” 


..-and yo 


vy can plastic bind 


right in your own office! 


Now — with this re 
system you can quic 
fessional style your own man 
lists, presentations —in fact, anything 
typewritten, duplicated or print 
from 1 page to, 500 pages. You can 
bind one book of as many as you 
_when you need them—with any 
type of GBC cover material—in your 


choice of striking colorful plastic bind- 


. 


t. 
; 


OTHER MODELS 
AVAILABLE FOR 


812 W. Belmont Ave. 
Chicago 14, Illinois 


Gentlemen: Please rush me 

without 

Suoscbashs“shanver ot anidene Medes enki 

Leaf Binding.” | am interested in how pi — 
‘ 


- os You can create your own modern 
prestige-building plastic bound books. 
Every page iies perfectly flat, without 
wasted space, without hidden gutters. 
You can do all this at surprisingly low 
cost—in your own office — with no skill 
or experience required. The GBC 
system is used and approved by 
thousands of large and small organiza- 


tions alike. 


EVERY SIZE 
OPERATION 


Zone Stote 


Offices in all principal cities in the U. S. A., Canada, Mexico and European Countries 
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FIRST CLASS 

Permit No. 36621 

(Sec. 34.9 P.LAR) 
Chicago 14, itl. 


Vie Air Mal 


BUSINESS REPLY CARD 
Ne postege stamp necessary if mailed in the United States 


5¢ postage will be paid by 
GENERAL BINDING CORPORATION 
812 W. Belmont Avenue 
Chicago 14, Ill. 


FOR YOUR BUSINESS THIS 


MODERN ()) PLASTIC BINDING 
© It's Prestige Building © It's Economical 
© It's Versatile © It's Distinctive 
IT’S LOOSELEAF AND INTERCHANGEABLE 
The same punch holes used for 
GBC Plastic Binding also fit 
GBC metal looseleaf binders. 
These handsome binders are 
available in a complete range 


of sizes up to the new "MR. 
BIG" 1%" diameter. 


Use this Postage Paid 


FOR YOUR 
FREE BOOK 
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Advertising Age, September 17, 1956 
This Week in Washington... 


Mason FTC Reappointment Is in Doubt 


By Stanley E. Cohen 
Washington Editor 


Wasxincton, Sept. 13—Though 
he has never been chairman—and 


usually speaks for only a minority | 
(Mehew -< Y | values is just off the press—the 


—Lowell Mason for 11 years has 
been “Mr. Federal Trade Commis- 
sion,” so far as most business men 
are concerned. 

At a time when FTC was bogged 
down in endless controversy over 
questionable legal dogma, he cap- 
tured the spotlight by attacking its 
tendency to engage in legalistic 
hair-splitting. 

Business men nodded with ap- 
proval as he argued for trade prac- 
tice conferences, rather than litiga- 
tion, to deal with “bad habits” 
which were commonplace in a par- 
ticular industry. 

Now he is in trouble. His term 
ends Sept. 25. While he remains on 
the job until a successor is ap- 
proved by Congress, there is no in- 
dication as to whether the White 
House intends to reappoint him. 


® Needless to say, there are many 
other candidates. Some say Mr. 
Mason should be dropped, because 
they feel his views are too friendly 
to big business. Others seek to ex- 
ploit the fact that he is a Truman 
holdover. 

Knowing that this administration 
has been ruthless in weeding out 
Truman appointees, the Illinois Re- 
publican congressional delegation 
has strongly certified to his Repub- 
licanism, and has argued that this 
is one holdover who should be kept. 
But Mr. Mason’s friends hear he’s 
to be kept guessing until after this 
fall’s elections. 

e @ « 

Classified Works Too Well: De- 
partment officials are asking air- 
craft and electronics manufacturers 
to ease up on the use of newspaper 
display ads to lure engineers. It 
seems the ads are too effective. 

According to studies by the serv- 
ices, the ads are luring engineers 
from one defense plant to another 
at a terrific rate. The engineers are 
doing nicely, thank you. Mean- 
while, however, the rate of turn- 
over is appalling, and the pay 
scales keep going up. 

* * o 


Liquor Fair Trade Blackout? If 
the Department of Justice has its 
way, fair trading of liquor may 
end, at least temporarily, in the 
area adjoining Washington, D.C. 

This novel remedy is proposed 
in a case charging that 10 big dis- 
tillers and seven wholesalers con- 
spired to boycott the public- 
owned dispensary of Montgomery 
County, Md. 

According to the complaints, the 
county’s right to buy directly 
from distillers was cancelled be- 
cause the dispensary was matching 
the prices of cut-rate stores in 
nearby Washington, D.C. 

As a remedy, the Justice Depart- 
ment seeks an injunction forcing 
distillers to restore the county’s 
right to buy at prices no higher 
than the price to wholesalers. 

In addition, it asks the court to 
enjoin fair trading of alcoholic 
beverages by these distillers and 
wholesalers “until free and open 
competition in these products has 
been established.” 

* + a 


Car Makers’ Margins: Auto deal- 
ers are bringing pressure on De- 
troit to keep down the prices of 
1957 cars. They warn that the gap 
between new car prices and used 
car values is so great already that 
many owners of two or three-year 
old vehicles are unable to trade. 
If costs are up, sy the dealers, the 
manufacturers will have to find a 
way to absord the increases. “It 
may be the difference between a 
5,500,000-car year, and a potential 


6,500,000 to 7,000,000-car year,” 
they say. 
. « . 


‘Statistical Abstract’ Published: 
That greatest of all desk reference 


1956 edition of Census Bureau’s 
“Statistical Abstract of the U.S.” 
You pay $3.75 and get a book con- 
taining 1,176 tables, 46 charts and 
more than 500,000 facts. In addition 
to the Census Bureau, 83 federal 
agencies and 56 private companies 
contributed to this 77th edition, 
covering such subjects as vital 
statistics, prices, elections, busi- 
ness, agriculture and international 
trade. It’s available from the Su- 
perintendent of Documents, Wash- 
ington 25, D.C., or from field of- 
fices of the Commerce Department. 


General Tire Acquires Byers 
General Tire & Rubber Co., Ak- 


ron, has acquired approximately 
75% of the common stock and 
40% of the preferred stock of A. 
M. Byers Co., Pittsburgh, maker 
of wrought iron pipe and steel. 
Byers will begin pro iucing plastic 
pipe, and upon com) letion of ex- 
pansion plans, Byers will aim for 
a $10,000,000 annua) sales volume 
in plastic pipe alone, William F. 
O’Neil, General Tire president, 
said. Byers had net sales of $23,- 
647,639 for the year ended Sept. 


station, goes on the air Sept. 17) 
broadcasting from 4 p.m. to 11 p.m. | appointed Reincke, Meyer & Finn, 
Monday through Friday. F. T.| Chicago, to handle advertising for 
Boise, manager of KFSD, affiliat- its line of canned Italian food spe- 
ed am station, said the station is | cialties. Chas. Silver & Co., Chica- 
completely sold out. He said the go, formerly handled the account. 
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colors and fabrics, Codit liquid,| station will extend its schedule to 
Centerlite reflective compound and 
Flecton yarn. 


San Diego FM Station Bows 


include the weekend “as soon as 
public demand and advertiser in- 
terest becomes evident.” 


KFSD-FM, new San Diego ne, BE Foods to Reincke, Meyer 
M&C Foods Inc., Chicago, has 


30, 1955. General Tire had sales 
of more than $295,000,000 in 1955. 


3M Files Patent Suit 

Attorneys for Minnesota Mining | 
& Mfg. Co., St. Paul, have filed a} 
patent infringement suit against 
Charles A. Stephens Co., Chicago. 
The suit charges Stephens with 
infringing Minnesota Mining’s pa- 
tents covering reflective products, 
and requests an injunction against | 
further infringement and an ac-| 
counting of damages. Minnesota 
Mining’s reflective products line 
includes Scotchlite sheeting, trans- 
parent inks and silk screen process | 


The Restaurant Owner Is The BIGGEST mene 
“ Buyer Of Food Mee, and 
ws. 


MANY TIMES GREATER in buying power 


than Mrs. Average Housewife .. . 
SELL him NOW ... SELL him ito AR pad 


ee 


OTTAWA 


Daily Newspaper Advertising 
Influences ALL Family Buying 


Gocd newspapers grow even better with age and 


experience = the seven Southam Newspapers range 
from 46 years to 112 years serving their individual 


communities and Canada. 


. 


YOU GET ACTION WHEN YOU: ADVERTISE IN 
THE SOUTHAM NEWSPAPERS 
HAMILTON WINNIPEG CALGARY MEDICINE HAT EDMONTON VANCOUVER 
Tribune —_ Herald News Journal _—_—~Province 


Citizen Spectator _ 


UNITED STATES REPRESENTATIVE © 


CRESMER & WOODWARD INC. (CAN. DIV.) 


NEW YORK, DETROIT, CHICAGO, SAN FRANCISCO, LOS ANGELES, ATLANTA oa 
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Sets Coronet Brandy Drive 
Brandy Distillers Co., New York, 
an affiliate of Schenley Industries, 
plans a holiday drive for Coronet. 
brandy as useful for “lighter high- | 
balls, cocktails and mixed drinks.” | 
Ebony, Sports Illustrated and True | 
will be used, as will newspapers 
in major markets. Norman, Craig 
& Kummel is handling the account. 


Benziger Named President 

Peter Benziger, formerly vp and | 
general manager, has been named 
president of Ridder-Johns, New 
York, newspaper representative. 
He succeeds Eric Ridder, now 
publisher of the Journal of Com- 
merce. 


Four More Execs 
Are Shifted in 
NBC Reorganization 


New York, Sept. 14—The man- 
agement realignment which fol- 
lowed the second Booz, Allen & 
Hamilton study of the National 
Broadcasting Co. was still going on 
this week. 

The four new exec vps did not 
come up with any announcements 
on their organizational lineups, but 
news of pending changes continued 
to leak out. 

Revised titles are expected to be 


| forthcoming for: 


imprinting— our specialty! 
© Magezines 


ry 
Maii som 


Sersen’s 


@ Booklets 
@ Folders 


ple fer Quotation or tery th. 
IMPRINTING, Inc. “Yercpecke 3-2050 en 


William R. Geodheart Jr., gen- | 
eral program executive, who moves 
up to vp in charge of sales. 

Nat Wolff, director of tv pro-| 
gram planning, who is slated to be- 
come head of television program-| 
ming. 

Carl M. Stanton, former vp in| 
charge of the NBC Film division, | 
who will take over direction of the| 
business affairs office of the tv 
network. 

Thomas B. McFadden, vp and 
general manager of WRCA and 
WRCA-TV, New York, who is in 
line for a post covering NBC-owned 
stations and the company’s spot 
sales division. 


s Mr. Goodheart replaces George 
Frey, who quit NBC for Sullivan, 
Stauffer, Colwell & Bayles last 
week. Mr. Frey moved out when he 
found the network had him slated 
for a high-level sales slot in which 
he would have little to do. Mr. 


|Frey’s resignation coincided with 
|\that of Sylvester L. Weaver Jr. as 
|board chairman. 

Two other pre-survey vps, Wal- 


This area contains OVER 
HALF the population of 
Washington Stote ond it ac- ®@ Seattle @ Tacoma @ Everett 
counts for OVER HALF the 
@ Bremerton @ Olympia 


income of the stote. 
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Videodex 
Top Ten Spot TV Shows“ 
Aug. 1-7, 1956 


Copyright by Videodex Inc. 
No. of Cities in which program 


Rank Program appears and distributor 
Rosemary Clooney (51 Cities, MCA-TV) 
Dr. Hudson's Secret Journal (94 Cities, MCA-TV) 
| Led Three Lives (116 Cities, Ziv TV) 
Badge 714 (108 Cities, NBC Film) 
The Man Called X (95 Cities, Ziv TV) 
Highway Patrol (158 Cities, Ziv TV) ......... 
Celebrity Playhouse (53 Cities, Screen Gems) 
Science Fiction Theater (120 Cities, Ziv TV) 
Count of Monte Cristo (56 Cities, TPA) 
CON Fe OEE MEME SUIS EUUIIRD | ceccoccevctescscncduadbccocactocsecartotosed 
* Programs appearing in a minimum of 20 markets. 
+ Number of homes tuned to the program. 
ft Average ratio of the number of homes viewing the program to the number of tv 
homes in areas carrying the show, compositely weighted. 
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ter D. Scott and Michael H. Dann, for talent-program contract ad- 
will remain in the sales depart- ministration, legal and Pacific di- 


ment. 

Other personnel developments: 
Richard A. Pinkham, who had 
been fingered for re-assignment, 
keeps his present title as vp in the 
tv network programs division. 
Frederick W. Wile Jr. resigned 
as vp in charge of network pro- 
grams in Hollywood. 


= The areas to be covered by the 
various exec vps have been spelled 
out. Thomas A. McAvity gets tv 
network programs and sales, plus 
the business affairs office. Owned 
radio-tv stations, spot sales, the ra- 


vision, among other departments. 
David C. Adams heads a newly 
created group covering planning, 
station relations and the Washing- 
ton office. 


' Welch Names Miner in West 

| James O. Welch Co., Cambridge, 
Mass., has named Dan B. Miner 
Co., Los Angeles, to handle a 
concentrated advertising program 
in key western markets. The 
campaign, centered primarily in 
television, will be the first for the 
company in the 11 western states. 
Welch has such candy products as 
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q pa the Puget Sound Area CHANNEL ELEVEN 


316,000 WATTS meted wet 
, 000 ft. above sea level WEED TELE 
_pettgqnsg hit: 1000 We: eters ene eve TS eee ee 


More than 2 million people 
live in the ENTIRE area covered 
by KTNT-TV 


.-. and get this — 


Only KTNT-TV has all five 


Of all the television stations in the rich 
Puget Sound area, ONLY KTNT-TV 
covers all five of the following major 
cities in its “A” contour: 


Kepresented nationally -- 


dio network, production facilities Pom Poms, Junior Mints, Sugar 
and California national produc- Daddy, Sugar Babies, Welch’s 
tions all clear through Charles R. Fudge, and Welch’s Cocoanut. Ben- 
Denny. |nett & Northrup, Boston, continues 
John M. Clifford is responsible as the company’s national agency. 


and that’s how we do your job! 


TINKER-TO-EVERS-TO-CHANCE . . . 

this unequalled Baseball Hall of Fame trio 

was a once-in-a-lifetime combination. 

But, in advertising production, a 1-2-3 service 
AD-SETTING, ENGRAVING and PRINTING 

is provided by Faithorn every day of the week, 
all under one roof. Your printing job will 

be handled efficiently .. . speedily. One contact, 
one responsibility, one location, one price. 
Faithorn, serving the entire Midwest, 
specializes in color work and process color 
plates. Write or call us on your next 


graphic arts job. - WHitehall 4-2300 


a it h 0 rn CORPORATION 


Dearborn St., Chicago 10, Ilinois | emanaving 


PRINTING 
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I am a general officer of a company with 
over 100 employees. My income is $19,963 
(vs. a national average family income of a 
little over $6,000) — and my net worth is 
$121,994. I have $93,687 invested in stocks 
and bonds. 


I am also one of the 43% of 
Business Week subscribers 
who select or approve busi- 
ness gifts for associates or 
customers. My company 
spends about $2,000 a year 
on such gifts—mostly liquor, 
food, desk and office acces- 
sories, and lighters, but a 
good deal more, too. 


I am one of the 97% of Business Week subscribers who 

+ own cars (compared to 71% of all American families) . 
As a matter of fact, I am one of the 45% of’ Business 
Week subscribers who own two, three, or four cars. 
(Only about 8% of American families own more than 
one car.) 


Figures from Business Week Audience Study, 1956; 
Department of Commerce; Automobile Manufacturers Assn. 


BUSINESS: 
WEEK 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 
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Johnson Culp 


WORKER & WATCHERS—Perched on the stepladder putting finishing 

touches on a display is Rose Grier, savings department employe, 

National Bank of Commerce, Seattle. Overseeing the job are Curt 

Schwarz and Perry Culp of Cole & Weber, the bank’s agency, and 

Noei Johnson, the bank’s advertising manager. The display is one 

of five for-use in lobbies of the home office and the 51 branches 
of the bank. Each display has a different theme. 


TRAVELER—H. E. Cassidy, exec vp of the McCarty Co., Los Angeles, 
toured Europe this summer visiting McCarty affiliates and dis- 
cussing reciprocal relationships with other advertising agencies. 
While in Denmark, he visited with Leif Berg, president, and Evin 
Holle, vp, of the Gutenberghus Reklamebureau, Copenhagen. 


economics 
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Jensen j§g. Hammett Wirt 


AVE ATQUE VALE—When Fred A. Wirt, advertising manager, retired after 34 years with 
J. 1. Case Co., Racine, state and local farm publication representatives gave a fare- 
well luncheon in his honor, In the center photo, Mr. Wirt receives a camera tripod 
from Fred Toof, Chicago, representing Western Associated Farm Papers. Helping 
is Vern Anderson, ad manager of Prairie Farmer, Chicago, who arranged the party. 
In the photo at the left are John T. Brown, president and chairman of the board, J. 


LOCKOUT CASH-INS—Artwork by high school students will illustrate an ad series for a 
new combination padlock made by Yale lock & hardware division of Yale & Towne 
Mfg. Co. As the first step in a school art program, Yale & Towne asked students 
of two New York high schools to draw pictures illustrating how they would feel if 
they lost their locker key; five of the drawings were selected for ads. Here are three 


SILVER, FOOD & IRONS—College students in home 
classes prepared these prize-winning ads 
in What’s New in Home Economics’ contest. Diane 
Esche of the University of Wisconsin chose Oneida 


Anderson 


HEALTHY RIDE—Milk is good for pa and ma and the kids, says this 

poster for the East Bay Milk Producers’ Council. The poster is 

part of a new fall campaign which will also include newspaper and 

radio advertising with the same theme. Postings begin Oct. 1 in 

105 Alameda and Contra Costa locations. Beaumont & Hohman, 
San Francisco, is the agency. 


Hoover 


ee 
¥ 
Sa” 6 Teed QAO 4 File OF OTE METnes Ge eT 2 
or. ee ” xt 


g ae 
ohare ache ac 
© = 


silver for her entry, Betty Bynum and Sisoarets 
McCool of the University of Mississippi came out 
on top with their ads for the Osterizer and Hoover 
iron respectively. (Story on Page 2.) 


Toof Hayward Gilkison Wirt Smithmeyer  Clority 


I. Case Co.; Brehm Peck, president of Peck & Billingsley, Chicago; Mr. Wirt; Otto 
C. Jensen, vp, Western Advertising Agency, Racine, and Lee Hammett, president, 
Western Advertising, Chicago. At the right are H. M. Hayward, Powers-Hayward, 
Chicago; Charles P. Gilkison, Southern Planter, Chicago; Mr. Wirt; James E. Smith- 
meyer, Pacific Northwest Farm Quad, Spokane, and James A. Clarity Jr., Midwest 
Farm Paper Unit, Chicago. 


of them. The one at the left, by Susan Rechtman, illustrates an ad in the September 
Nation’s Schools. The others, by Sheila White (center) and Mervin Gilbert, will be 
used in subsequent ads. The youngsters will be paid for their work. Each of the ads 
points out that the problem would have been avoided through use of Yale’s pad- 
lock. Ruthrauff & Ryan, New York, is the agency. 
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FIRST AGAIN! 


Acting to improve further the famed ‘‘Specs’’ File 

and its service to builders and advertisers, 

PRACTICAL BUILDER will publish this original, most 
popular and most used reference file as a 

separate issue in 1957— apart 

from the twelve regular monthly issues of P.B. 


Practical Builder’s 


First to recognize and do something about the builders’ 
year ’round need for design and specifications data, plus 
complete and up-to-date buying information, PB published 
the first edition of the now famous “Specs” File 17 years ago. 


Knowing that something even better than the industry’s 
oldest, most complete and most successful reference file is 
needed to help both builders and manufacturers meet to- 
morrow’s highly competitive Light Construction Market, 
PRACTICAL BUILDER is again first to do something 
about it. 

Now—as a separate edition—and with the advertising pages 


Twelve regular Ras 
monthly PB issues HEE 


| for SELL PEPE 
) .. the “Specs"* File SPECIF devoted exclusively to catalog type copy, the “Specs” File 
for selling hard Mane will deliver to builders what they’ve long demanded—a 


tell-all building product and equipment reference, backed 
with complete design and specification details. The only thing 
of its kind in the building industry. 
COPY SERVICE: Complete 
data he needs to buy—is yours for the asking. Write: Copy 


Service Dept., PRACTICAL BUILDER. Check lists are available 
for every type of product. 


with TELL. 


5 South Wabash Avenue « Chicago 3, illinois 


© Industrial Publications, Inc. Also publishers of Building 
Supply News and other leading building industry magazines 


“SPECS” FILE 
PLUS BENEFITS 
FOR ADVERTISERS 


* Exclusive “catalog type" 
copy requirement insures a 
better buying too! for builders 
... @ better selling tool 

for you. 


e Greater use than any 
reference book assured... 
because it gives ihe builder 
what he has always asked for. 


« New editorial features add 
up to the greatest compilation 
of basic construction design 
and specification data ever 
assembled for builders. 


¢ As a separate issue, the 
“Specs” File will be published 
earlier in Spring to make your 
product data availabie to the. 
builder during his peak 
planning season. 


¢ Reaches the largest builder 
audience and the biggest 
builder buying power at the 
lowest cost... lower, even, 
than the mosi inexpensive 
direct mail piece. 


PRACTICAL BUILDER DATA & SPECIFICATIONS FILE 


@ ® 
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Two Producers Name Kemper 

Jerry Fairbanks Productions of 
California and TV Spots Inc., both 
Hollywood, have appointed Robert 
|F. Kemper their midwestern rep- 
|resentative. Mr. Kemper formerly 
|was with Kling Film Productions 
land Tatham-Laird, Chicago. 


|NNPA Elects Shaw Secretary 
Clifford A. Shaw, promotion 
soctts ake dean eee manager of the Providence Jour- 
5 So. Wabash, Chi 3 | nal and Bulletin, has been elected 
0. Waoasn, Unicago | secretary-treasurer of the National 
|Newspaper Promotion Assn. to 
| succeed the late Frank A. Knight. 


masonry building 
singularly different... 


Masonry Building’s over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 


TIRES HOW MUCH MONEY was spent. 
for them by truck fleet operators last year? The greatest 
survey of the rolling market ever made shows— ' 
$430 MILLION Ficet OWNER KNOWS new market 
figures for 108 other major automotive products. 

See pages 80 and 81. 


Department Store Sales... 


A 


4% Rise Reported 


WasHINcTon, Sept. 13—Depart- 
ment store sales in the week ended 
Sept. 8 were 4% ahead of sales for 
the similar week of 1955, the Fed- 
eral Reserve Board reported to- 
day. 

For the four weeks ending Sept. 
8, sales were 5% ahead of the pre- 
vious year; for the year to date 
they were 4% ahead. 


® Of the 12 FRB districts, three 
reported sales behind last year for 
the week of Sept. 8, as follows: 
New York, 3%; Philadelphia, 6%, 
and Richmond, 5%. The remaining 
districts reported the following 
gains: Boston, 2%; Cleveland, 6%; 
Atlanta, 5%; Chicago, 6%; St. 
Louis, 14%; Minneapolis, 5%; 
Kansas City, 9%; Dallas, 15%, and 
San Francisco, 1%. 

Detailed breakdowns of the sales 


in these districts are not available 


in Sept. 8 Week 


at this time, but for the two weeks 
prior to that sales broke down as 
follows: 


% Change from '55 
Week Ending 
Aug. Sept. 

25 


Federal Reserve 
District, Area and City 
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LAG DOWN 
PROSPECTS... 


with the Yellow Pages Emblem in your national advertising! 


Join the list of well-known advertisers who are 
flagging down more customers by taking advan- 
tage of this Trade Mark Service program. 


Identify your outlets in the Yellow Pages with 
Trade Mark Service and display this emblem in 
your magazine, TV and billboard advertising. 


Quickly, visually, effectively the Yellow Pages 
emblem directs readers to your dealers...when you 
use Trade Mark Service in telephone directories. 


The emblem itself is now being promoted in 
leading consumer magazines to increase its value 
to advertisers still further. 


If you are not now a Trade Mark Service user, contact your local telephone business office today for full information. 


dvertising Age, September 17, 1956 


Department Store 
Sales Barometer 
Change from 1955 


Week Ended é +4% 


Sept. 8, ’56 
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Song Ad Film Forms Division 
Song Ad Film-Radio Produc- 
tions, Hollywood, has formed a 
new division to produce business 
and educational films, both live 
and with animation. The division 
will be headed by Dave Titus, vp. 
Mr. Titus has been in charge of 
radio and television for Cole & 
Weber, Seattle, for the past three 
years. 


R&R Names Wilkins VP 


Donald J. Wilkins, head of the 
Washington office of Ruthrauff & 


Ryan, has been elected a vp of the 


agency. 
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G. M. Philpott 


Born and educated in Toronto, Canada, Mr. Philpott 
served in the Canadian army during World War I. He 
joined the Ralston Purina Company as a copywriter in 
1919. In 1931 be became advertising manager, and in 
1941 was promoted to vice president in charge of sales 
promotion. This year he was made a director of his 


company. 


During 38 years with the company, he has helped it 
become the largest of its kind in the world, with total 
sales for 1955 running neatly $400,000,000. Ralston 
Purina had an advertising budget of $8,000,000 for ’55, 
placing $2,425,000 worth of national advertising in the 
four major media. 


Aggressive advertising has been an important force 
in their story of growth, and Ralston Purina advertising 
has made the checkerboard one of the world’s best-known 
trademarks. 


as taiaa lt 


Trae 


“Ad Age is 
‘must reading’ 

for admen at 
Checkerboard Square” 


says G. M. PHILPOTT 
Vice President of Advertising and Sales Promotion 
Ralston Purina Company 


“Advertising Age is ‘must reading’ for 
everybody at Checkerboard Square who 
has a responsibility for advertising and 
sales promotion. We know this is one way 
for busy people to keep abreast of what's 
new and what's important in the field of 
distribution.” 


impottauit to impottmit people 7 


200 EAST ILLINOIS STREET © CHICAGO I1, ILLINOIS 
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All-in-One Policy Promoted in 
West by General Insurance 

A fall promotion emphasizing 
an all-in-one policy for the home 
owner has been launched by the 
Northwest division of General In- 
surance Co. of America in six 
western states. The drive opened 
with five-column newspaper space 
Sept. 10, and eight insertions are 
scheduied in 35 newspapers be- 
tween now and the end of Novem- 
ber. The states covered are Wash- 


Utah and New Mexico, the area 
served by General’s Northwest di- 
vision. 

Supplementing newspaper space 
are one-minute tv spots in 18 ma- 
jor markets and radio spots in 10 
markets. General’s fall campaign 
shifted emphasis in tv from five- 
minute sport broadcasts to one- 
minute spots in order to get great- 
er frequency and better time. Copy 
stresses the convenience of a single 
policy to cover insurance on one’s 


ington, Oregon, Idaho, Montana,' house; personal possessions any- 


Specialist: in SILK SCREEN PRINT! 


INCORPORATED. 


BOX 2017 TULSA, OKLAHOMA 


Advertising Age, September 17, 1956 
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“Should I buy the new 
washer-dryer combination...or 


” 


separate units side by side’? 


+ ee 
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HEAVY ON TExT—Bendix uses plenty of wuinas to detail the re- 
spective merits of separate washers and dryers and its Duo-matic. 


dles the account. 


where in the world; automobile Jacobson to Lennen & Newell 
fire, theft and liability; contents| Henry S. Jacobson, formerly 
of a house; burglary and theft, | with Ted Bates Inc., has joined 
home and family liability, and | Lennen & Newell, New York, as a 
boats. Cole & Weber, Seattle, han-|vp. He will be a member of the 

| Colgate-Palmolive service group. 


growth... 


200% more advertising gain than all 
the other chemical and processing 
publications combined, during 

the same 12-month period. 


Why? Because advertisers get 
almost twice the effective circulation 
of any other publication in the field. 


Because advertisers get more 
advertising dollar returns when 
associated with... 


All the news to all the groups 
who influence buying — 
management, research, 
development, production. 


advertising management 


REINHOLD PUBLISHING CORPORATION 
430 PARK AVENUE + NEW YORK 22,N.Y. 


CHEMICAL and ENGINEERING NEWS 
One of four, fact-full 

American Chemical Society Publications: 
industrial and Engineering Chemistry 
Analytical Chemistry 


Journal of 
Agricultural and Food Chemistry 


New Bendix Ads Use 
Little Illustration, 
Lots of ‘Fact’ Copy 


Cincinnati, Sept. 11—Bendix 
home laundry appliances this 
month switched—temporarily at 
least—from emotionally pitched 
hard-sell spreads to fact-filled, 
homemaker’s service ads in an 
editorial style. Compton Advertis- 
ing, New York, is the agency for 
Crosley & Bendix home appliances 
division, Avco Mfg. Co. 

The manufacturer is running two 
insertions, in The Saturday Eve- 
ning Post and Life, each offering 
two pages of comparative infor- 
mation about combination washer- 
dryers, and separate washers and 
dryers. 

“I appreciate that these ads dif- 
fer greatly from most appliance 
advertising,” said W. A. Mac- 
Donough, vp in charge of advertis- 
ing for Bendix. “For one thing 
they carry more copy than nation- 
al appliance ads ever did before 
—there were 1,372 words, in fact, 
with only a single picture, in the 
Sept. 8 SEP ad. And for another 
thing, they have an ‘editorial’ 
look, because we have subordinat- 
ed the Bendix brand name.” 

In discussing the unique Bendix 
approach, however, Mr. MacDon- 
ough pointed out that since the 
introduction of the combination 
washer-dryer, and the develop- 
ment of the one-step washday con- 
cept, the consumer has been con- 
fused about the respective merits 
of separate washers and dryers, 
and the new combinations. 


s “This confusion stems largely 
from two sources,” the Bendix 
executive declared. “First, much of 
the industry’s national advertising 
has been devoted to making emo- 
tional claims, but has fallen short 
of backing up these claims with 
facts. 

“Practically all manufacturers 
in the laundry field have concen- 
trated on beauty shots of their 
appliances and left the ads short 
on information. 

“For example,” he said, “all 
manufacturers concentrate on 
making basically the same claims 
for their products. Thus they tend 
to cancel each other out. If we 
say we have the fastest, most con- 
venient way to launder, that our 
product washes cleaner—and so 
does every other manufacturer— 
whom can the consumer believe?” 

Also, Mr. MacDonough pointed 
out, the consumer is confused 
about combination equipment right 
in the retail store, by salesmen 
not in a position to offer satis- 
factory combination units. 


® Using its unusual “editorial” ad- 
vertising approach, Bendix, as a 
manufacturer of both types of ap- 
pliances, discusses both separate 
and combination home laundry 
appliances on those points in 
which the: consumer is most inter- 
ested. This includes speed, con- 
venience, space saving, cleaning 
and safety, and economy. 

While making no derogatory 
statements about separate washers 
and dryers, the ad emphasizes that 
the Bendix Duomatic combination 
will wash and dry an average load 
in one continuous operation in less 
than an hour. “With separate ma- 
chines,” the ad states, “your dryer 
sits idle until the first wash is 
done . . . so you lose efficiency.” 
“Although the ads have only just 
appeared, we have had a strong 
mail reaction,” Mr. MacDonough 
said. “If the campaign goes as 
anticipated, we shall run more of 
—_—eeee type of advertis- 


WAGM-TV Joins CBS Plan 


WAGM-TV, Presque Isle, Me., 
has been added to the extended 


market plan group of CBS Tele- 
vision network. 
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ROBERT E. WOOD, retired board 
chairman of Sears, Roebuck & Co., 
who was elected last year to the 
Merchandise Mart Hall of Fame, 
will be honored Sept. 17 when a 
four-times-life-size bronze bust in 
his likeness will be unveiled at 
ceremonies in the Merchandise 
Mart plaza, Chicago. 


Hefner Recounts 
Growth of ‘Playboy,’ 
Tells of New Book 


Cuicaco, Sept. 11—How Playboy 
became the largest selling quality 
priced (50¢ or more) men’s mag- 
azine in the U. S. was told yes- 
terday to members of American 
Legion Post No. 170 by Hugh M. 
Hefner, Playboy’s founder, editor 
and publisher. 

Mr. Hefner, 30, who formerly 
worked for Esquire, told the ad- 
men legionnaires that he organ- 
ized a corporation in October, 
1953, and started with $10,000 
capital. The first issue of Playboy 
was published in December, 1953, 
with a press run of 70,000 copies. 

The magazine’s biggest growth 
has been in the past seven or eight 
months, Mr. Hefner said. Playboy 
now prints about 1,100,000 copies 
monthly. He estimated that the 
corporation will show a gross prof- 
it of $750,000 this year before 
taxes. 


= Playboy’s advertising picture 
looks very bright, Mr. Hefner said, 
pointing out that a dozen new na- 
tional advertisers will be in the 
book for the first time this fall, 
among them Marlboro cigarets, 
Columbia records and Hickok 
belts. 

The magazine also is seeking a 
top-flight adman to head up all 
advertising operations, Mr. Hef- 
ner said. Playboy’s advertising 
staff now consists of seven men in 
New York and three here. 

Mr. Hefner reiterated the an- 
nouncement that his company, the 
HMH Publishing Co., will bring 
out a new satire magazine, as yet 
unnamed, in November or Decem- 
ber (AA, May 21, ’56). The new 
magazine will sell for 50¢ and will 
have an initial press run of 500,- 
000, he said. 


Schlitz Considers Site 
for Florida Brewery 

Jos. Schlitz Brewing Co., Mil- 
waukee, may build a brewery in 
the Tampa, Fla., area. A brewery 
spokesman said a decision on a 
possible site is expected within the 
next two weeks. A Florida brew- 
ery would give Schlitz its fifth 
plant. The company purchased 
George Muehlebach Brewing Co., 
Kansas City, in June (AA, July 2). 
It also has plants in Brooklyn and 
Van Nuys, Cal., in addition to its 
main Milwaukee plant. 

A Schlitz brewery in Tampa 
would wipe out shipping charges 
resulting from hauling beer long 
distances and would give the com- 
pany a brewery to provide for a 
growing market in the southeast- 
ern portion of the U. S. 


Harry Watts Moves Office 
Harry Watts Associates, New 

York, ad and commercial art stu- 

dio, has moved to 18 E. 48th St. 


Advertising Age, September 17, 1956 


Breithaupt, Milson 
Is Newest Agency 


on Canadian Scene 


Toronto, Sept. 11—Breithaupt, 
Milsom Ltd., the newest advertis- 
ing and marketing agency in Can- 
ada, opened here last week in of- 
fices at 44 Eglinton Ave. W. 

The agency began operations 
with a staff of 14. Key personnel 
are Patrick S. Milsom, president; 
Douglas L. Breithaupt, exec vp; 
Irene Wray, media manager; Rick 
Campbell, broadcasting manager, 
and W. S. (Kim) Kimble, produc- 
tion manager. 

Mr. Milsom has been an account 
executive with Cockfield, Brown & 
Co. for the past ten years. Prior to 
this, he worked for the Maclean- 
Hunter Publishing Co. and was a 
reporter and cartoonist for the To- 
ronto Star Weekly. 


s Last January, Mr. Breithaupt 
organized Douglas L. Breithaupt & 


4 y of Good Housekeeping. Mr. Van|Gould will be located in New 
' | Ells will work in Chicago and Mr. York. 


D. L. Breithaupt Patrick Milsom + 


Co., marketing consultant, after 
two years as an acco.nt executive 
with Leo Burnett Co. of Canada 
Ltd. He also was a product man- 
ager of General Foods Ltd., and an 
account executive with Spitzer & 
Mills Ltd. 

All of Mr. Breithaupt’s clients 
have agreed to continue their as-| 
sociation with the new agency. 


‘Good Housekeeping’ Names 2 

Eugene Van Ells, formerly with 
American Magazine, and George 
Gould, last with MacRae’s Blue 
Book, have joined the sales staff 


IN CANADA 
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County Seat—Leflore County 


132 miles from Memphis 


Number Seven of a Series Reflecting the Economy of the Mid-South. 


Number of families EO 
Effective buying income ........ $28,123,000* 
Retail sales in 

nine classifications...» $32,545,000* 


FAMILY COVERAGE 


Combined Daily Circulation 


46% 
Sunday 
42% 


’ Sales Management, Survey of Buying Power 


You get the top buying power of 
Greenwood, Mississippi...in CAPS 


. . . Greenwood, Mississippi, on the storied Yazoo River, is a “fur piece" from Memphis 
—yet CAPS gives you the top purchasing power of its more than 6,000 families. 
The nation's 10th wholesale market is an aggregate of many smaller markets plus the big 
one—Memphis. You get them all, when you put it in CAPS. 


SCRIPPS 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE Meron: Mrs ee” MEMPHIS Bees Mosse 


HOWARD NEWSPAPERS 
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ADVERTISING 
LINAGE 


JEWEL ADVERTISING LINAGE 
IN CHICAGO NEWSPAPERS 


1955 . 
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NATIONAL ADVERTISERS: 
GET THE SAME 
OVERNIGHT RESULTS 
FOR YOUR PRODUCTS! 


For nearly a quarter of a century, Jewel Food 
Stores have consistently placed the greatest share 
of their advertising dollars in Chicago evening 
newspapers. As a group, Chicago retail grocers 
now show a 8 to 1 preference for evening news- 
paper advertising . . . proof that the evening 
field pays off in morning sales. 

Following the advertising pattern of successful 
chains affords the greatest opportunity to sup- 
port the volume retailers of your product. It pro- 
vides the greatest incentive for tie-in advertising. 
It is the fastest way to introduce a new product 


39 400«Co Hl 42s «43 


nar ~ 4. 
eee. Ae. 


FIVE WAYS THE 
CHICAGO AMERICAN GIVES 
ADVERTISING MORE PAY-OFF 


1. Big, Responsive Evening Circulation— 

more than 500,000 daily in high-potential Chicago trading 
area. 

2. Largest Evening Home-Delivered Circulation— 

44.4% home-delivered in Chicago and suburbs. 


3. Full Corporate Chain Representation— 
More than double the food chain linage of the morning news- 
paper, more than five times that of the all-day newspaper. 


4. Top Food Editorial Pages— 
Mary Martensen’s food columns are exciting news for 
Chicago women. 


5. Practical Marketing Assistance— 
Trained fieldmen work under your direction making per- 
sonal calls on key and volume buyers, chains, jobbers, big 
independents to stimulate buying interest and create market 
timing for your advertising program. 
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CHICAGG=aau-AMERICAN fi 


Represented Nationally by 
HEARST ADVERTISING SERVICE INC. Offices in 15 Principal Cities 


. . . the most economical way to gain greater 
share-of-market for established products. 
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Feature Section 


dvertising Age 


Woolf Sticks to His Guns 


Get Yourself a TV Personality 


Motivation Research Gets Harder 
New Publication tor Proofreaders 


Opinions expressed here are those of the writers, and not necessar:'y those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Salesense in Advertising... 


Time Magazine, Please Note 


By James D. Woolf 
Advertising Consultant 

Nowadays, it seems to me, more non- 
sense is uttered about advertising than 
about any other business or profession I 
know anything about. Look through the 
trade and professional journals dealing 
with engineering, 
chemistry, law, medi- 
cine, transportation, or 
whatever, and you will 
find nothing to com- 
pare with the foolish- 
ness that is regularly 
reported not only in 
advertising trade pa- 
pers but in consumer 
magazines. 

The current excite- 
ment has to do with what Time (issue of 
Sept. 3) refers to as “a basic shift in the 
philosophy of salesmanship.” 

“On the heels of the hard-sell spieler,” 
reports Time, “comes the shaggy dog who 
converses with Friend Joe on the merits 
of rum, and the shaggy Schweppesman 
who will drink anything plus tonic. Kan- 
garoos sell airline tickets; giraffes pro- 
mote Ethyl; Mr. Magoo plugs beer. Banks 
are using cartoons to encourage thrift.” 


James D. Woolf 


= True enough, but Time is mistaken 
when it reports that “advertisers in the 
U.S., in recent years, have filled news- 
papers, magazines and television with 
talking dogs and tattooed men, philosoph- 
ical musings and the Piel Brothers.” The 
italics (filled) are mine. No important 
advertising medium that I know of (with 
the possible exception of The New York- 
er) is filled with advertising that reflects 
“a basic shift.” Probably not 1% of the 
advertising in important media is of the 
shaggy dog variety. 

Consider, for example, one of America’s 
greatest and most respected advertising 
media, Ladies’ Home Journal. In its 
September issue there are 158 advertise- 
ments ranging in size from single col- 
umns up to two-page spreads. Four of 
these advertisements are perhaps repre- 
sentative of the shaggy dog school. In the 


jremaining 154 ads, many of them spon- 


sored by America’s most experienced ad- 


ivertisers, I find no shaggy dogs, kangaroos, 


giraffes, Baron Wrangells, Commander 
Whiteheads, or tattooed men. The selling 
is possibly softer than it used to be, as 
Time suggests, but I fail to see how these 
154 advertisements add up to a basic 
shift in the philosophy of salesmanship. 


s Time itself gives us the same picture 
as the Journal. In this same issue of Sept. 
3 there are 44 ads from a single column 
up in size. In 43 of these ads I find no 
striking evidence of what Time calls 
the “new look.” Only one ad (Ethyl’s 
“Road Birds”) resorts to an unconven- 
tional treatment. Certainly Time is not 
“filled with talking dogs . . . and the 
Piel Brothers.” 

Time’s sister publication, Fortune, 
September, prints a list of 1955’s most 
heavily advertised products. Nine of the 


first 10 are cars—Chevrolet, Ford, Buick, 
Dodge, Plymouth, Mercury, Chrysler, 
Pontiac, Oldsmobile; the tenth is Coca- 
Cola. The advertising of none of these 
ten biggest spenders, in my opinion, re- 
flects to any marked degree a basic shift 
in the philosophy of salesmanship. And 
what is true of these 10 is true of the 
remaining 40 most heavily advertised 
products. With one or two exceptions the 
advertising of these products has been 
and is largely conventional. 

It is probably true, as Time suggests, 
that “understated advertising has suc- 
cessfully sold many items, from dog 
foods to diapers, in mass-market fields 
where there is little discernible differ- 
ence between competing products...” 
and that “more and more advertisers are 
taking the position that an ounce of charm 
can be worth a pound of pressure.” And 
of course it is true that the work of top 
artists and crack color photographers is 
being used to far greater extent than 
ten years ago. 


= But it is not true that admen are turn- 
ing increasingly to “the eye-catching 
picture, the self-deprecating cartoon, the 
chuckle.” Such freak advertising as the 
Carrier room air conditioner (“I was a 
99-lb. weakling ...”) is not the forerun- 


ner of a new philosophy of advertising 
that is likely to be generally accepted. I 
believe it will continue to be true that 
the more you tell, the more you sell. 
My hat is off to David Ogilvy, who 


You can save a lot of calories by sweetening with Sucary! 
and you can't taste the difference 
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EXECUTION 1S TOPS—This junior color page 
is typical of a great many ads that appear 


in the September Journal. No attempt is- 


made to capture the reader’s interest with 
extraneous amusement devices. From the 
standpoint of execution—color photog- 
raphy, typography, layout, etc.—this ad 
is outstanding. It is true, as Time says, 
that crack artists and photographers are 
being used to far greater extent than 
they were ten years ago. 
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4ow to soothe and protect 
baby's sensitive skin 


‘HAS EVERYTHING’—This ad, like the GE ad, 
certainly doesn’t have the sophisticated 
new pitch. And it does not qualify on the 
count of “airy typography” which is part 
of Time’s “new look.” Still and all, in my 
book, this Linit ad has everything. 


dreamed up the Hathaway shirt and 
Schweppes campaigns. But what he has 
done so successfully in these two in- 
stances does not reflect a basic shift in 
the philosophy of advertising. The evi- 
dence at hand reveals that few indeed 
are the advertisers who are departing 
very far from first principles. 
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ONE OF FOUR—Time reports that “admen 
are turning increasingly to the eye-catch- 
ing picture, the self-deprecating cartoon, 
the chuckle.” Maybe so, but I find little 
support of this notion in the Ladies’ Home 
Home Journal. In its September issue are 
158 ads ranging in size from single col- 
umns up to two-page spreads. This Ali- 
sweet ad is one of the only four ads that 
seek to amuse the reader. The remaining 
154 ads adhere to first principles. 
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OLD-FASHIONED—Time says, in defense of 
soft sell, that an ounce of charm can be 
worth a pound of pressure. Could be, I 
suppose, but I don’t think that the poten- 
cy of this page is its “charm” or soft 
words. “The new pitch,” says Time, “is 
sophisticated selling.” This ad ain’t got the 
new pitch, but I’m betting on it anyway; 
it’s old-fashioned but good. 
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G. D. Crain jr. Says... 


Air Transport Has PR Problem 


The tremendous growth of air trans- 
portation, which has given it first place 
in intercity passenger travel, has created 
some serious and demanding problems in 
the field of air traffic control. Many 
qualified observers insist that traffic con- 
trol has utterly failed to keep pace with 
mounting volume, and that both the fed- 
eral government and the air transporta- 
tion companies need to concentrate their 
efforts on the replacement of obsolete 
and inadequate controls in favor of the 
most modern methods of maintaining 
maximum safety conditions for air travel. 

If this is a public relations problem, as 
well as one of technical development and 
industry improvement, then it is a fair 
question whether pr advertising by air 
lines should discuss this phase of their 
effort, or merely point to the favorable 
developments represented by mounting 
volume and increased public acceptance 
of air transport as the favored mode of 
intercity travel. 


# It seems to me that since the atten- 
tion of the public is frequently called to 
the difficulties which still persist in the 
handling of air transportation, a recog- 
nition of public interest in the solution 
of the traffic control problem might well 
be reflected in advertising intended to 
enhance the position of air transportation 
in the minds of present and prospective 
of the service. 

For example, the captain of an Eastern 
Airlines plane leavirg Chicago recently 
on a flight to Miami told his passengers, 
“We had troubie taking off at Midway 
Airport. The situation was so bad it re- 
minded me of combat flying. This is a 
poor field, and needs to be fixed. I hope 
it will be, and soon.” 

Arthur Godfrey, long noted as a friend 
of aviation, both military and commer- 
cial, has told his millions of listeners on 
CBS Radio frequently of late that recent 
air disasters have demonstrated the fail- 
ure of air traffic control to keep pace 
with the enormous increase in commer- 
cial flying. He has insisted that the gov- 
ernment must take prompt and aggres- 
sive steps to insure greater safety for air 


On the Merchandising Front... 


transportation. 

With this kind of publicity as a back- 
ground, pr advertising by air transport 
companies has seldom mentioned either 
the problems of the industry or how they 
are to be solved in the immediate future. 
The story that has been told is good and 
likewise factual, in pointing up the lead- 
ership of the industry in the field of in- 
tercity travel, and in emphasizing the 
public acceptance won by air transpor- 
tation. 

The assumption apparently has been 
that since the public seems not to have 
been alarmed by accidents, there is no 
good reason for reminding readers that 
the basic problems of air traffic control, 
especially in the rapidly approaching jet 
airliner age, have yet to be solved. 

A recent editorial in AA, discussing 
the apparent failure of the public to re- 
spond to promotion of safety belts and 
other safety features in automobile de- 
sign and equipment, said that automobile 
buyers seem to be much more interested 
in speed than in safety. This may apply 
with equal force to air transportation. 
There has been no decline in passenger 
volume as the result of recent spectacular 
air disasters, and hence there may be no 
urgent reason for dealing with safety 
problems and solutions in industry pr 
advertising. 


= Air transportation makes a good sta- 
tistical showing in the matter of safety, 
since the billions of passenger miles 
flown each year reduce the individual 
hazard to microscopic proportions. Yet 
without question the occasional crashes, 
with accompanying heavy loss of life, re- 
mind even the most confirmed air trav- 
eler that there are perils connected with 
flying, just as there are with driving 
automobiles and to a lesser extent riding 
passenger trains. 

As long as this situation prevails, the 
air transportation industry must decide 
whether to be entirely frank in its pr 
advertising, or to disregard traffic con- 
trol problems and rely on its public ac- 
ceptance for continued growth and ex- 
pansion of volume and profits. 


The Squirrel-in-the-Cage Chains 


By E. B. Weiss 

In 1955, the gross dollar increase over 
1954 by the food supers came almost en- 
tirely from new store units. The older 
store units just barely held their own— 
and bear in mind that those “older” store 
units included stores 
that were only one and 
two years old. 

I suspect that, in the 
department store field, 
for 1955 practically all 
of the gross dollar in- 
crease over 1954 came 
from new branch units. 
The downtown store 
units barely held their 
own and the “older” 
branches barely held their own ( I am re- 
ferring, here, to the department stores as 
a whole, not to any individual store). 

Presumably, very much the same ap- 
plies to the variety chains, the drug 
chains, and sundry hard and soft goods 
chains. 


E. B. Weiss 


® And this situation raises some fascinat- 
ing speculations—-for example: 

1. Can any form of retailing which can 
achieve volume increases only by con- 
stantly opening new store units ever hope 


to show a true dynamic growth pattern in 
net profit? 

2. Do the figures suggest that a satura- 
tion point in new chain store locations 
may be closer than assumed? In other 
words, does the quick leveling off of “old” 
units indicate that each new unit is 
siphoning off increasingly from the estab- 
lished units? If so, how profitable does 
that make the new units, when the chain- 
wide figures are properly analyzed? 

3. If it is truly axiomatic, as I earnestly 
believe to be the case, that a business that 
is not moving ahead is automatically 
dropping behind, then isn’t it true that 
the established units of the chains are ac- 
tually moving backward, competitively 


speaking? 


s 4. Is too much chain-store money, too 
much chain-store brains, too much chain- 
store sweat and blood going into new 
stores—too little into their established 
units? 

5. Are scores of thousands of independ- 
ents doing a vastly better job of volume 
expansion year after year in single-store 
ownership, and in two, three and four- 
unit chains, than the chains? I think the 
answer to that question is obviously “yes.” 
Doesn't that make these independents bet- 
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The Creative Man's Corner... 


to go. 


except for the taste difference. 


them? 


As far as symbolism is concerned, we think both the Salem and the new 
Spud have succeeded in getting across visually the feel of mentholated cigaret 
smoke in the mouth. But both apparently have decided this is far enough 


We wonder. Maybe if you just mention that mentholated cigarets are 
available, they will not only find their natural market but be bought by 
people who have no particular reason for smoking a mentholated cigaret 


Even so, we feel strongly that these ads both need direction. Where are 
they headed? All they announce is that the cigarets they plug taste either 
cool or like springtime. When should one use them? Why should one use 


Is it too restrictive to suggest them simply for people with colds? Lot of 
people get colds in this country—and there ain’t no cure around yet, either. 
How about the people whose mouths get feeling like a charcoal grille after 
a day of regular cigaret smoking? This too restrictive, too? Then how about 
suggesting that lots of people are finding it eminently sensible to smoke a 
cigaret that doesn’t turn their mouth into a bird cage by the end of the day? 

Symbolism in advertising is great—when it relates to the prospect. This 
symbolism relates chiefly to a quality of the product—which is unrelated to 
any problem the reader may face or be facing. 


Symbolism Is Great, Bul— 


| ee menthlted certe een eo 
NEW SPUD 


ter merchants than the highly touted 
chains? I think the answer to that is also 
“yes.” 

6. What happens to the morale of the 
personnel in the established units of the 
chains, especially the store managers, 
when they note that the store is doing 
little better than standing still? Is this one 
of the reasons for high turnover of per- 
sonnel? 

7. And what happens to the morale of 
the headquarters personnel who are di- 
rectly involved with the operation of the 
established units? 


= 8. What is happening to the turnover 
rate in the established units, especially in 
the more recently-added new merchan- 
dise categories? Is there reason to suspect 
that the turnover of some of these newer 
classifications in established stores is truly 
sad? 

9. What about the whole concept of 
larger and larger “one-stop” stores? If, 
among the food super chains, for example, 
practically all of the 1955 increase over 
1954 came from brand new stores—then 
did the established giant store units do 
pretty poorly? Surely that question is 
self-answered. 

10. I believe that 1955 was a pretty darn 
good year; our best. If the established 
units of the chains could do little better 
than hold their own in a year of simply 
gigantic boom, what happens to these 


“old” units when business gets droopy? A 
rather interesting question, I think. 

11. If the shopping center offers such 
remarkable opportunities for increased 
volume and profit, then how is it that the 
chains, which have opened three, four 
and five units in shopping centers for 
every one opened elsewhere, can show 
volume increases only from new units? 

Are the shopping centers becoming so 
numerous that they are now drawing vol- 
ume away from the “older” centers? (I’m 
quite sure this is so.) 


= It appears to me that if I were to invest 
in chain-store securities—which isn’t very 
likely!—I would want to know, first of 
all, what the chain is achieving in its ¢s- 
tablished stores. These figures, properly 
broken down, are seldom, if ever, avail- 
able. 

And I would want to know, also, wha 
plans the chain has developed for a future 
in which new and ever larger store units 
may become increasingly hazardous bot 
by themselves and in their impact on es 
tablished store units. In this connection 
it is hugely significant to note that in 1954 
there were some 3,014 families for eacl 
supermarket. In 1955, there was one mar 
ket for every 2,360 families—a drop o 
almost one-third in just five years. 

What happens when there is one foo 
market for every 1,500 families? 

And what happens when the number « 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Greater Philadelphia families spend $1,293,000,000 a year to enjoy 
good home food. And their appetites are being whetted constantly 
by the food advertisements in Philadelphia’s home newspaper—The 
Evening and Sunday Bulletin. 


The Bulletin packs selling power throughout a market noted 
for its buying power. Philadelphians like The Bulletin. They buy 
it, read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 

Now—R.0.P. full color seven days a week 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 


x 


In Philadelphia nearly everybody reads The Bulletin : 
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families per each drug-chain unit is sliced 
in half? Ditto for the number of families 
per variety chain unit? And ditto for the 
number of families per branch unit of 
department stores? And ditte for the num- 
ber of families per unit of other types of 
chains? 


s If each of the basic types of chains— 
food, drug, variety, department store, etc. 
—were truly distinctive in inventory, in 
price lining, in brands carried, in store 
architecture, in promotions, this situation 
would nonetheless be threatening. But 
we know they are as alike as Ike and 


r hope Doesn't that make these independents bet- 


Mike in each and every respect. ~ 

If the shopper had any loyalty to one 
chain, this situation would be nonetheless 
threatening. But the chains rate almost 
zero-zero when it comes to shopper loyal- 


ty. 


= For some years I have been contending 
that too many of our mass retailers have 
becomé real estate operators, not mer- 
chandisers; landlords instead of merchan- 
disers; allowance-seekers instead of mer- 
chandisers; copy-cats instead of the 
pioneers they originally were. Are those 
storm clouds up ahead? 


This Motivation Stuff Gets Harder... 


Trying to Find What Consumer ‘Really’ 
Wants? Give Up; She Doesn't Know 


The author of the following is a former director of the New York 
office of Social Research Inc., who is now a consultant in communi- 
cations and marketing. The material below is reprinted from one of 
his recent bulletins because (1) we can understand it; (2) it seems to 
make sense; and (3) the points, while neither particularly new nor 
particulariy startling, deserve repetition. 


By John Kishler, Ph. D. 


Why do people buy? 

In answering this question, one is re- 
minded of a basic principle drummed into 
your psychology students early in their 
training. It is that behavior is always 
over-determined. This simply means that 
motivation is always multiple and com- 
plex and that there is seldom just one 
reason for doing anything. 

When a person buys a car, he may do 
so because he needs transportation and 
wants to extend his horizons and wants to 
keep up with the Joneses (and surpass the 
Smiths) and proclaim his solvency and 
status to the world and experience the 
dangerous thrill of controlling a powerful 
new engine, etc., etc., etc. While these 
motives are apt to have a hierarchy of im- 
portance in different peopie’s thinking, 
they are all likely to be involved to some 
degree in a decision to purchase a new 
car. 
The tendency to seek for one magic 
motive or reason for buying is from the 
beginning something of a lost cause. When 
some piece of research, qualitative or 
quantitative, proclaims to have discovered 
such a single-pronged motivation for the 
purchase of a given product, smile polite- 
ly and go on with your work. 


Giving the consumer what he wants 


One of the most prevalent canards 
about qualitative or motivation research 
is that its function is to find out what the 
consumer really wants. What one quickly 
finds out through qualitative research is 
that consumers seldom know in any con- 
scious, consistent, permanent way what 
they want. If they did—if there were 
really some deeply buried, immutable 
motivation for the purchase of products— 
product development, salesmanship and 
advertising would grind to a standstill. 

Most certainly, people do, at any given 
point in time, have predisposing attitudes 
and feelings which orient their buying 
behavior with respect to given products. 
These are, however, seldom permanently 
fixed and are more typically quite dyna- 
mic and flexible. In short, people’s mo- 
tives, attitudes and feelings (as everyone 
knows) can be modified and changed. If 
this were not so, all education, psycho- 
therapy and advertising would be what 
they are not, a waste of time. 


® On the other hand, people’s attitudes 
and feelings are not infinitely malleable 


as some omnipotent thinkers in politics 
and advertising imagine. There is ex- 
tremely strong evidence that this is not so. 
During the war, the government’s at- 
tempts to get housewives to use “livers 
and lights” as substitutes for more cul- 
turally acceptable cuts of meat were less 
than moderately successful, regardless of 
sincere patriotism and the mass of evi- 
dence and expert opinion mustered to 
show the equivalent or greater value of 
such items. 

That attitude changing is not a simple 
or obvious process was also demonstrated 
by a recent study I did on children’s and 
mothers’ preferences for different types 
of a given product. Standard market re- 
search showed mothers stating that they 
purchased a certain product for their 
children, suggesting that children’s in- 
fluence on mothers’ buying decisions was 
strong and a “child directed” advertising 
approach might be effective. However, 
the standard market research did not 
show the fact that mothers early indoc- 
trinated children as to what types and 
kinds of this product they should like and 
ask for. So long as children asked for 
what they had been taught to like and ask 
for, mothers were willing to be influenced 
—when children asked for things that 
mother didn’t like or think good for them 
—no dice. The qualitative research rather 
clearly defined the limits of the possibil- 
ities of a child directed campaign until 
certain motherly attitudes were altered. 


s Thus while it is absolutely necessary 
for sound advertising and marketing pro- 
cedures to be based on a thorough knowl- 
edge of consumer attitudes and feelings, 
the purpose of this is not necessarily to 
give the consumer what he wants. Very 
largely, the function of advertising and 
marketing is to teach people what to want 
within the limits set by existing attitudes 
and feelings. 

That this “educational” function is of- 
ten overlooked was demonstrated to me 
recently when in a cosmetic study women 
reported using a certain product with a 
frequency out of all proportion to the size 
of the existing market. The research peo- 
ple involved were ready to simply throw 
this data out as “invalid,” “unreliable,” 
etc., instead of taking the cue that women 
were saying that they felt they ought to 
use this product more frequently, and 
drawing the conclusion that advertising 
might well be slanted to encourage them 
to live up to their own felt standards and 
ideals. 


gigantic boom, what Dappens to 


- 
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+ Advertising Age, September 17, 1956 


Looking at Radio and Television .. . 


Grab Yourself a (Shudder) Personality 


By The Eye and Ear Man 


The time has come for tv advertisers to 
emerge from mediocrity in commercials 
as well as programs. The best way to do 
it is to find a personality who can get 
talked about. The grim fact is that those 


who have to pick the personality will dis-- 


like him or her intensely. 

A personality is a character who stands 
out by doing something colorful, loud, 
startling, shocking, insane, stupid, un- 
orthodox, incredible, phony or brilliant. 
He is too handsome or she, too beautiful 
or they are as ugly as Quasimodo. 

The personality was discovered, theo- 
retically, by the Greeks. Years of thea- 
trical history have preserved the legend 
of the mad, egocentric actor—perhaps 
best personified in our time by John 
Barrymore. Hollywood proved a fertile 
field for the wackiest of actors and pro- 
vided them with enough money to do it 
right. 

Television now has begun to duplicate 
the theatrical pattern. Antic Arthur God- 
frey, that sly, naughty little bug, grabs 
the headlines and sells merchandise in 
carload lots. When he does something, it’s 
news. Balmy Berle used to move in a 
flurry of news reports and when he was 
hot he needed gold to get an endorsement. 

Stolid Sullivan, the commoner’s cat- 
alyst, without emotion or acting talent, 
captured the imagination of vast numbers 
who felt superior to his unprofessional 
mien and simulated humility. 

Loony Lucy and dizzy Desi came out 
ahead as the average American couple 
in an institution. Invincible in their hilar- 
ious abstractions, they zipped to fame 
while Robert Young and good old Ozzie 
and Harriet just resembled half the cou- 
ples in Levittown. 

The “$64,000 Question” came from no- 
where. Because it gave away money by 
the billion? Naw. Because it offered handy 
hints to scholars? Naw. Because it pa- 
raded a bunch of underpaid “characters” 
with fantastic memories for insignificant 
detail before millions of counterparts who 
identified themselves with the kings and 
queens for a day. 

Brassy Bilko suddenly appeared. Was 


he an upstanding upholder of all that is 
militarily beautiful? Nope. He was a bum, 
a thief, a hustler with a heart of gold- 
brick. But, what a character! Madcaps 
Martin and Lewis make headlines when 
they look cross at each other. When they 
go on tv they wipe out the competition. 
No one knows whether their act is re- 
hearsed or suicidal. Everyone hopes for 
the worst. 


= Cozy Crosby—Bing, that is—appears 
infrequently, poorly and very popularly. 
Readers of papers and magazines knew 
all about him because he never could be- 
have like the guy next door, no matter 
how hard he tried. 

What wouldn’t you give for Grace 
Kelly, Marilyn Monroe, Marlon Brando, 
Greta Garbo or the Duke and Duchess of 
Windsor selling your product? Characters 
—all of them. 

And how about the threat to American 
youth, the catatonic Crooner, Frank 
Sinatra’s newest frenetic replacement, 
E. P.? This used to stand for extra sensory 
perception, and now it simply means Elvis 
Presley. Who’d have paid any attention 
if he sang like Skinnay Ennis? 


= And so it goes. Be polite and be buried. 
Be daring and be discussed. Be safe and 
be sleepy. Be shocking and be sold out. 
Sure, the risks are great. Your character 
can be too subtle or too cynical and go the 
way of Henry Morgan. Or he can be too 
much of a character and puzzle and baffle 
his audience like Ernie Kovacs. 

But better to have forced a consumer 
to have written an angry note about your 
character, properly addressed, with the 
product he is “never going to buy” cor- 
rectly spelled, than to get no notice at all. 

There is no easy way to spot a charac- 
ter. Usually, he makes you mad or pro- 
vokes you to listen or watch him against 
your better judgment. He must be smart 
enough to change his pace and offer you 
occasional shocks. You will wonder how 
he gets away with it. You will be out- 
spoken against him when talking to your 
friends. But his voice will haunt you. 

Hire him. That’s your new television 
personality. 


Just Looking... 


It is well known that the victims of 
hay fever are usually intelligent, sen- 
sitive, highly civilized individuals. You 
seldom find a stevedore or steel pud- 
dler bothered by it. 

And perhaps that is why copywriters 
—as I seem to observe—are more com- 
monly afflicted by it than, let us say, 
account men. 

This is doubly unfortunate, because 
a certain amount of thinking is ex- 
pected of most copywriters, and noth- 
ing slows down the cerebral processes 
like a pollen count of 136. 


= A few microscopic grains of airborne 
protein can—by some deviltry that is 
still a mystery to science—not only 
make the nose run and the eyes itch, 
but also the brain go numb! 

The most elementary and primitive 
forms of thinking—such as, for exam- 
ple, the writing of tv and radio jingles 
—become an intolerable burden. 

Even this column is an effort. Thus, 
having laboriously finished the para- 


By Walter O’Meara 


graph above, I feel a great reluctance 
to begin this one, and it is with a heavy 
sense of relief that I now find myself 
at the end of it. 


= To make matters worse, those little 
yellow, green and red pills that are 
commonly taken to control the symp- 
toms of hay fever are highly soporific. 
Or rather, they induce an extreme las- 
situde without actualiy putting one to 
sleep. 

The only way to counteract this anti- 
histaminic lethargy is to drink quan- 
tities of coffee which, of course, results 
in insomnia and an even deeper state 
of torpor after a sleepless night. 

All in all, you cannot expect to get 
much mileage out of an allergic copy- 
writer during August and September. 
My own suggestion is that all such 
should be given expense-paid vaca- 
tions during that period in Bermuda or 
on Prince Edward Island, where the 
ragweed flourisheth not and the pollen 
count is practically zero. 


“4 he 
ee : a ; 
es 
= ae Bees [ae oe ee 
ae E 
voi z i 
es ; 
ie Ng ) 
as 
i Pi 3 PO 
a x | 
my : 
Z = 
ek : | ' es 
Pat. : 1 : ee 
tats oy , TT 
tole aie : 
et. : 
a cae: 
os r' re ; ; 
= 4 
is . 
nly ~) s || 
diy i a 
5 are a 
. oy ‘i , PO 
| ee 
 s pel 
ae a 
: a . ° .. 
“<j 
p | . 
gt a 3 i. ‘ 
a . | RO 
’ wie He 
o's “) 
ge? 
Ba iy 
asi! 
ei 
ae a : 
ae on 
> Ap: 
ert 
yar 
4 BS a 
pi 
ro wi ee 
ae ddd 
e : Pe ze ES SS 
us ae 
r “a 
et 2. 
rae x 
Pa : 
a ee 3 
me a ~ 
as oe ‘ : 
ae : 
pe. : 
bs i 
ies 
mie ae ‘ 
bans 
- ae 
ay ae J ca er =e : 
$s | 
= ee 
nS 
: a 
ee 
ie = 
its: | 
2 : 
oe ‘i 
. wie 
ses “ PO 
Ve 
. ihe. te » 
ee 
es s 
Lo ce 
‘i eh be 
ce a 
; Peale 
i fa 
. ie 2 ; 
Hick 
ge e . 
4 oe 
ns q + : 
ach ne ; 
- 
Ah ae 
. “ a ‘ 
io 
ee. 
ae 
es 
= page 
wie) < = 
a aye : 
. ee 
a e 
i ae 
as *e 
Se. 7 : 
ee 4 
eel 
a. . 
Ag ees 
aes 
: i = x >. 
i oy 
ions, sf 
pee 
oie 
rapes ha 
ee 4 
eye ae 
. Au a ‘ z 
ey a . 
con. 
ae a | 
oe 5 sh 
rf & 
“ bey 
ag ae 
ved ne 
i igs . 
oe con 
rere P| 
he - ‘al = Pe, 
a ‘ : y 
Pe a 
os oe ee 
pr ee 
: se 
y 
ae ; 
sti 
ty 
% ae | 
— 
aie, 
ee a4 
i : 
5s 
* = 
pie: 
ae . 
am | 
=) ie i 
iy a , 
: ss : : 
2 £ 
oe = 
ae: 
es es 
men 
ae me 
"si Pr. 
A \ iY 4 : 
eas . 
48 ‘ 
1 es { 
z in. 
; : eu . 
ar 
Rye 
wee 3 
a 
at 
ay 
ni | 
Pipe a 
f 
a 
* 
2 
: 
3 
t 
¢ 
: 
4 
; ; 
{ 
1 
H 
| 
{ 
a 
4 
| 
t 
J 


sag 


* 
: Via 
‘OS i 


! a homemaker is a Civic worker _—sw—sty 


{ 


She’s on the go constantly for dozens of church and community 
projects. And these are but a few of the vital roles the 
; homemaker plays. Her activities touch every aspect of modern 
living ... from industry to arts .. . agriculture to architecture. 

i: Among women’s service magazines, COMPANION alone 
a orients its pages to the whole range of homemaker 
interests and desires. Consider the pluses in putting ; 
your message beside this compelling reading. -— . 
a It’s the best sales stimulant you can prescribe! a pee (a 


CROWELL-COLLIER PUBLISHING CO. 
640 FIFTH AVE.. NEW YORK 16. BY, 


. 


‘ompanion sells your product to the homemaker and the retailer! 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 
The secret is out! TCP, apparently, 
means The Cat’s Pajamas! 
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Great companies, if they are well man- 
aged, can sometimes go through rather 
protracted periods of wasting advertising 
dollars. This is true of retail stores as 
well as of manufacturers and others. 

This column has sometimes shown ex- 
cellent advertising created in Canada. 
This Canadian ad seems to be about as 
wasteful a concoction as could be got 
together to kill most of five columns. 


® Incidentally, all ads either accord with 
some rationale that is defensible in terms 
of proved precepts and principles—or with 
an elusive nexus of amorphous intuitions. 

If an ad applies sound principles in its 
creation, a critic is apt to be on unsafe 
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ground if he attacks the particular idea 
used in the ad—for generally, without 
much background data, the critic cannot 
know his idea is better than the one used. 

When an ad ignores sound principle, 
however, there is valid reason for any- 
one who will, to criticize it. The criticism 
then is based not on a matter of personal 
opinion, but on an established body of 
advertising truth which there is small 
excuse for a creative person’s not know- 
ing if he deems himself professional. 


® This ad “parses” like a British ad, 
where—my impression is—creative ad- 
vertising people (it seems) insulate 
themselves away from the business worid 
where they will be sure never to contact 
the crude barbarities of commercialism 
and selling, and then—out of skim milk 
and early editions of The Brittanica—plus 
a little blanc mange—create exercises 
in space filling. 

Next week, I'll illustrate with another 
space ad, a full color expression of this 
apparent way to create ads. 

The ad shown here in no way or word 
justifies or accounts for the presence of 
the female. Or are they thinking of the 
Ladies’ Home Journal slogan. The head- 
line is forgotten as the copy gets under 
way with: “Modern cars are beautiful 
performers. Yet, within less than 3500 
miles of driving. . .” et cetera. I don’t 
know whether the headline refers to the 
female in pants, the modern automobiles, 
or Shell with TCP (“The Cat’s Pajam- 
as?”’). 

This column is primarily concerned 
with retail ads. However, across the coun- 
try as I serve great stores and ne 
staffs (primarily) I am continually com- 
ing upon questioners who point out ads 
like this to me, and think they may be 
good ads because they are signed by great 
companies. They are supposed to sell at 
retail. And my questioners say: “This ad 
goes counter to all you try to teach us. 
How about it?” 

Therefore, I feel under compulsion now 
and again to discuss such ads as this. 
After all, all ads are retail in the final 
analysis. Moreover, so far as principles 
of persuasion—and the factors that make 
for advertising effectiveness—are con- 
cerned, there is no difference between 
national and retail advertising. 


New Publication for Proofreaders 


By Kenneth B. Butler 

Proofreading is certainly an important 
part of the skill of the production man. 
Sloppy proofreading can surely goof up 
the best-planned ad, booklet or direct 
mail piece. It seems that .veryone in the 
ad department has a hand in proofread- 
ing, and the trouble is that they are al- 
ways looking at something else. The 
really bad mistakes are often spotted af- 
ter it is too late to do much about it. 

There has not been too much done to 
help train good proofers, aside from 
Joseph Lasky’s book and proofreading: 
departments contained in printers’ jour- 
nals... 


= But something is happening on the 
proofreading front ...a publication called 
The Proofreader published periodically 
by the Proofreaders Guild, with head- 


quarters at 113 S. Ashland Ave., Chicago 
7. Subscription is included with annual 
membership, or non-members may sub- 
scribe at $1 a year. 

The current issue is No. 3 of Vol. 1. 
Articles of interest are “Big-Time Proof- 
reading,” which tells about activity in this 
sphere on the New York Times; also an 
article on “Precision Proofreading” by 
Joseph Lasky. 

Another headliner story asks, “Why 
don’t they proofread the flat before mak- 
ing the plate?” While dealing with offset 
and litho, this story touches on an age- 
old subject: namely, why do they wait 
until so late in the printing process to 
find those misspelled words? 

The article points out that the mistakes 
are frequently in type 144-points big, or 
in hand-lettering or paste-up type. Alack 
and alas this happens, too, in letterpress. 


Actually, the small type seems to get a 
better proofreading than does the big type. 


= While the new publication is only a 
four-pager, it shows promise of getting 
somewhere. If you are in charge of proof- 
reading, or of production control, it ought 
to be worth a buck a year. 

The danger point in offset preparation, 
says Clarence Evans in his article in the 
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current issue, is in the artwork. Too many 
printers take artwork for granted, despite 
the fact that artists, like sign painters, are 
notoriously poor spellers. Routines are 
needed whereby every paste-up would be 
compared carefully with the dummy, with 
the original copy, and with any silver- 
prints, Ozalids or Watercotes. Moreover, 
okay by a professional proofreader is rec- 
ommended before proceeding further. 
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How Esso eamwork 
Establishes 

New Concept in 

Oil Marketing 


STANLEY C. HOPE, President of Esso Standard Oil Company, says: 

“Gold is where you find it, we are often told, but modern industry 
knows that one of the best places to look for it is in the field of new and 
progressive ideas. Our company recently abandoned a gasoline marketing 
system that had become traditional in the petroleum business. Our re- ° 
search and our new ideas indicated to us that the power needs of millions of 
American motorists require a choice from three high-quality gasolines— 
rather than the traditional two grades. 

“Such a developmeat is not the accomplishment of any one individual, 
any one department. It requires a full interchange of ideas—the use of the 
skills and knowledge of many—in research, product development, proc- 
essing . . . and in marketing and at the retail level. 

‘Many of these men and women count on their business magazines to 
help stimulate the highly necessary interchange of thinking that is the life- 
blood of progress in our industry."’ 


ee 


81,962 key people in the Petroleum Industry 


subscribe to one or more McGraw-Hill magazines | 


As Mr. Hope and other leaders have pointed out many 
times—to ensure sufficient supplies and the quality 
products needed in the future, the petroleum industry 
must constantly continue to improve its operations. 
As in every industry, this comes about through research 
and technology, the introduction of new and better 
products, and through new and more efficient market- 
ing methods. 

Each such advance in industry produces significant 
news for business and technical people everywhere. 
At Esso Standard Oil Company and its affiliates, hun- 
dreds of key people read McGraw-Hill magazines to 
help keep them abreast of fast-breaking business and 


technological developments. 

To report progress in business and industry, to facil- 
itate the interchange of thinking, McGraw-Hill em- 
ploys 485 full-time editors. They travel more than three 
million miles yearly out of 15 domestic and 11 foreign 
offices. This on-the-spot coverage builds and maintains 
the editorial leadership of McGraw-Hill publications. 
It is the reason why these magazines reach the alert, 
responsive and action-taking men who control millions 
in industrial purchasing power. 

And that, in turn, is why your advertising in 
McGraw-Hill magazines makes your selling activities 
more productive. 
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YOUR ADVERTISING WORKS 
WITH YOUR SALESMEN 
TS MAKE EVERY MINUTE 


It takes the specialized skills and face-to-face selling by your salesmen calling 
on business and industry to get the orders. Yet these orders are the end result of 
numerous sales contacts with the men who take part in buying decisions. 
Many of these steps to sales can be taken faster, more economically, by Busi- 
ness Publication Advertising. 

When you mechanize your selling through the use of Business Publication 
Advertising, you are telling all your prospects what your product can do 
for them. You are saving time for your salesmen. You relieve them—at 
pennies per call—of the many preliminary steps that must be taken along 
the way to a firm order. Every minute of their working day becomes more 
productive, because they are free to concentrate this valuable time in dis- 
cussing product applications and in closing sales. And you help keep the 
favorable selling “climate” that leads to future sales. 


MeGraw-Hill 


: PUBLISHING COMPANY, INCORPORATED 
@ 330 West 42nd Street, New York 36, N. Y. 


HEADQUARTERS FOR BUSINESS INFORMATION 
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‘57 Forecast... 
Low-Price Car 
Will Cost $100 
More, Ward Says 


Detroit, Sept. 11—Factory re- 
tail prices on ’57 passenger cars in 
the lower-priced field will go up 
an average of $100-plus, it was re- 
ported last week. 

This prospect was unofficially 
confirmed by two of the big three 
car producers last week, according 
to Ward’s Automotive Reports. 

“The increase, which is more 
severe than those predicted fol- 
lowing recent steel contract settle- 
ments, reflects cost of radically 
new styling plus further increases 
in material and labor expense,” 
the report said. The average $100- 
plus boost in price tags will be 
more sizable on _ higher-priced 
models, it added. 


® Spokesmen for the manufactur- 
ers would not comment on Ward’s 
statement beyond saying that 
“prices on 1957 models would not 
be fixed for several weeks.” 

One source said that while price 
increases are anticipated, Ward’s 
projection was “on the high side.” 

The prospective increase, the re- 
port said, mirrored the industry’s 
premise that “each year there must 
be something new for the custom- 
er—greater value or lower price.” 

The auto makers expect “little, 
if any, sales-cringing by the pros- 
pective car buyer” to result from 
the price increases, said Ward. 

“A $100 auto price boost would 
mark the third such annual in- 
crease in a row for low-price-field 
V-8 models,” Ward’s said. “Ford 
V-8 prices, for example, were 
hiked $85-$90 in late 1954 and by 
$99 in late 1955. 

“Significantly, however, in ’55 
and ’56 Ford established consecu- 
tive model-year output-sales rec- 
ords. Plainly, the car buyer today 
is more quality and prestige con- 
scious than he is price-conscious,” 
the report declared. 


Rayco Auto Seat Sets 
Fall Saturation Drive 

Rayco Auto Seat Covers Inc., 
Paterson, N. J., nationwide chain 
of 150 stores, will use a saturation 
newspaper, radio and tv drive in 
60 markets this fall. The campaign 
will be carried by 120 newspapers, 
50 tv and 40 radio stations and will 
introduce the chain’s new line of 
custom and readymade home fur- 
nishings as well as feature its 
established auto line. 

The newspaper drive will use 
insertions once and twice a week 
ranging in size from 800 to 224 
lines, plus occasional pages. One- 
minute and 20-second spot filmed 
commercials will be employed up 
to 20 times a week on the 50 tv 
stations. An average of 20 one- 
minute announcements a week has 
been scheduled for news and music 
programs on the 40 radio stations. 
The announcements will be live, 
except for a recording of the fa- 
miliar “Ride with Pride with Ray- 
co” jingle. Emil Mogul Co., New 
York, is the agency. 


Stone Container Offers 
Free Charity Message 

Stone Container Corp., Chicago, 
has inaugurated a plan which will 
feature the 1956 United Com- 
munity Campaigns of America 
poster art and campaign message 
on shipping containers. Under 
Stone Container’s plan, a manu- 
facturer has the opportunity to of- 
fer this public service message in 
addition to its regular printed mes- 
sage. 

Stone offers the cartons to the 
manufacturer as a public service 
at no additional cost. 


Advertising Age, September 17, 1956 
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SLEEPY TEEPEE—This color spread ties together two highly compatible 

products. The Pillsbury Mills-Penick & Ford cooperative ad is ap- 

pearing in Life, Parade and women’s magazines. Pillsbury’s agency, 

Leo Burnett Co., Chicago, is handling the campaign, with an assist 

from Batten, Barton, Durstine & Osborn, agency for P&F, maker of 

Vermont Maid. The campaign is backed up with in-store promo- 
tional materials. 


grams. Pall Mall is the alternate 

Vick Chemical Co., New York,|sponsor on “Big Story,” which 
will be alternate sponsor for “Big| Vick picked up after Revlon was 
Story” and the “Jonathan, Winters | released from its commitment for 
Show” on NBC-TV this fall. Bat-| the telecast. Tums will be the al- 
ten, Barton, Durstine & Osborn/ternate sponsor on the new 15- 
will be the agency on both pro-! minute Winters series. 


Vick Buys NBC-TV Shows 


ONE WILL DO! 


You bag the biggest game in Columbus and 
Central Ohio with just one station .. . WBNS 
Radio. No need to scatter your shots, WBNS 
delivers the most (and the best) listeners. . . 
twice as many as the next biggest station. 
With 28 top Pulse-rated shows, WBNS puts 
push behind your sales program. To sell Cen- 
tral Ohio . . . you've got to buy WBNS Radio. 


covering 1,573,820 people with 
2 Billion Dollars to spend. 
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authoritative! 


challenging! 


stimulating! 


that’s why over 30,000 doctors voluntarily choose 
POSTGRADUATE MEDICINE . 
for their MUST reading. - 


that’s why POSTGRADUATE MEDICINE 
continues to attract —at $10.00 a year—an ever 
increasing number of alert, forward-looking 
doctors, sensitive to the fact that medical truth re 
is an ever changing factor. 


that’s why your products belong as medical 
journal that your better doctors turn to for 

authoritative guidance and help in treating today’s = 
patient— POSTGRADUATE MEDICINE. 


i ee 


DR. CHARLES W. MAYO 
Editor-in-Chief 


a wat’ a. 3 
For Better Patient Management ay ae 


30,345%..: pain ABC 


* Publisher's Statement 6 months ending June 30, 1956 as filed with ABC, subject to audit. & S 
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Farm & Ranch—Southern Agriculturist: 
Southeastern Edition 24.7 
Southwestern Edition 24.1 
Average 2 Editions . 24.4 

Progressive Farmer: 
#Carolina-Va. Edition 67.3 
#Ga.-Ala.-Fia. Edition 66.9 
#Ky.-Tenn.-W.Va. 
#Miss.-La.-Ark. .. 

#Texas Edition ... 
Average 5 Editions . 
Successful Farming ... 


sountinn’ wom 
Monthlies 


tAgricultural Leaders’ 
Digest 


Florida Grower & Rancher 15.6 
#SGeorgia Farmer ... 
Kentucky Farmer .... 
Michigan Farm News . 
Mississippi Farmer ... 


Producer 
tNation’s Agriculture . 
New Jersey Farm & Garden 52.9 
Ohio Farm Bureau News 9.9 


te BRE [BEB Beet KE 


__ 394 296.) 


SoS RUG EesEE B 
SS85A3 BFS SESEE G 


BRSELLS 


137,201 1,539,624 
Suite Penning Giarmarty Guuniey Gaailonnad te Reptoaber 3008. ZNot included in totals. 


BER rape BBEE 


15,794 
14,440 
15 
14,961 
15,205 
6,147 
15,254 
10,045 
18,312 
18,458 
16,394 
9,576 
47,184 
4,127 
1,985 
9,516 
6,566 
7,327 
15,062 
14,662 
14,862 
27,542 
10,637 
24,639 
5,230 
10,656 
10,172 
6,330 
9,826 
2,496 
23,805 
4,450 
11,551 
12,269 
12,380 
11,833 
12,847 
21,840 
12,870 
9,581 
11,988 
14,434 
86,055 


tity Acgunt lemme comtend, +A beams Not included in totals. 
Newspaper Monthly Farm Sections 


173.4 
70. 


Commercial Dis- 
play Excluding 


Michigan Farmer .... 
Missouri Ruralist .... 


Nebraska Farmer .... 


Ohio Farmer 
Pennsylvania Farmer .. 
Prairie Farmer: 
Z#Illinois Edition . 
#iIndiana Edition .. 
Average 2 Editions . 
Rural New-Yorker .... 
Wallaces’ Farmer ... 
Western Farm Life ... 
§Herdsmen Edition .. 


Total Group 
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Advertising Pages and Linage in Farm Publications 


August and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 


Aug. 
1956 


57.4 


Montana Farmer-Stockman 81.8 
80.0 
New England Homestead 25.5 


88.4 
80.1 
84.3 


pommoaal Advertising, in Pages——, nna Adwertising, in Lines 


Jan.-Aug. Aug. 
1955 1956 


#:Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 


Farm Linage Tren Figures in thousands 


MAGAZINES 


1956 
ave [137] 


MONTHLIES 


1956 
avo.[549 —] 
suey [469] 


1955 
UG. ERE: 


Bi-Weeklies 


California Farmer: 
Z#Northern Edition . 
Southern Edition . 
Average 2 Editions . 


BI-WEEKLIES 


Arizona Farmer-Ranchman 58.2 


41.6 
38.1 
39.8 


yep Naty News 10.6 


WEEKLIES 


CANADIAN 
1956 


Au. [247] 
su a3} 


Total Group 283. 2,771.9 2,754.4 246,613 244, 
| tFive issues in August 1956; four issues in August 1955. #Not included in totals. 


Apex Stockholders Approve 
Merger with White Sewing 

Stockholders of Apex Electrical 
Mfg. Co., Cleveland, have approved 
a proposed merger agreement with 
White Sewing Machine Corp., 
Cleveland. At a special meeting 
called for Sept. 21, stockholders of 
White Sewing Machine will vote 
on the proposed merger. 

Under the terms of the agree- 
ment, each share of Apex common | 


ferred stock. At the White meeting, 
stockholders also will act on a 
proposed new preferred stock is- 
sue. 


Management Associates Moves 

Management Associates of Con- 
necticut Inc., Stamford, has moved 
its executive and creative depart- 
ments to 2135 Summer St. The 
agency’s old offices are being re- 
tained for the accounting depart- 


would be exchanged for 3/19 share ment. Slenderella International is 
of White Sewing convertible pre-| the agency’s principal account. 


Stuart Oil Names Monk 

D. A. Stuart Oil Co., Chicago, has 
appointed Howard H. Monk & As- 
sociates, Rockford, Ill., to handle 
its advertising. The account for- 
merly was with Russell T. Gray 
Inc. 


Julsen to Cunningham & Walsh 

Frank W. Julsen has resigned 
as a vp of Ruthrauff & Ryan to join 
Cunningham & Walsh as supervis- 
or of food accounts in the Chicago 


K&E Lands Third Mexican 
Account; Hires Gill in Canada 

Helene Curtis de Mexico has ap- 
pointed Kenyon & Eckhardt, Mex- 
ico City, to handle its advertising, 
effective Jan. 1. Curtis markets its 
shampoos and the complete Suave 
line in Mexico. K&E, which opened 
its Mexican office June 1, now has 
three accounts there—Curtis, Ra- 
dio Corp. of America and Holzer y 
Cia, distributor of Omega, Tissot 
and Patek Philippe watches. 

In Canada, K&E has hired Doro- 


thy Gill as media supervisor and 
senior space buyer in its Toronto 
office. She was formerly in charge 
of media for Leo Burnett Co. and 
Grant Advertising in Canada. 


Hausler to Ridder-Johns 

Thomas E. Hausler, formerly 
with the advertising department 
of the St. Paul Dispatch and Pio- 
neer Press, has joined the sales 
staff of the Detroit office of Rid- 
— newspaper representa- 

ve. 
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‘ce Commercial Dis- 

Th: Ty, Classitie Poultry, Classified 

eo Livestock, Livestock, 

eu -——Total Advertising, in Pages——_._ _—————Total Advertising, in Lines————_._in Lines in Lines 

oa Aug. Auy. Jan.-Aug. Jan.-Aug. Aug. Aug. — Jan.-Aug.  Jan.-Aug. Aug. Aug. | Aus. 

ie 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 | 1955 1956 1955 1956 1955, 1956 1955 

kag Farm Magazines Fo o-+ 44.6 898 4474 4944 34,272 68,949 343,593 379,689 30,447 64,923 

be: ; --- MM 634 419.1 4214 43,607 48,145 318,538 320,287 35,003 41,069 

a wy Farmer eeees SOL 47.1 £5164 4461 21,494 221,546 191,373 20,798 19,452 | 915 5523 562.0 61,831 69,160 417,561 424,858 ass a= } 
“a Central ......... 69.7 724 8258 709.4 29,917 954,287 304,312 29,030 30,366 | s ces aus Gok Sa Game wane wae 1400 

nee Eastern ........ 689 724 835.1 709.4 29,559 358,241 304,312 28.672 30,366 613 752 5488 5443 47,098 57.741 421.510 418,013 42,855 53,934 \ 
a % #Southern ........ 67.1 71.0 802.0 707.2 28,774 344,067 303,382 27,887 29,794 346 406 437.7 4418 26535 31148 336132 339.270 23,299 28,467 } 
7 Western ........ 75.1 77.0 880.4 735.0 32,206 377,669 315,314 31,319 32,368 P 

Ee : _ 835.8 715.2 30,114 358,566 306,830 29,227 30,724 | 111.3 780.2 762.6 «64,371 81,032 568,005 555,158 56,450 72,345 f 
oc 103.4 745.9 75,240 014 547,102 50,381 66,553 

ae 285.1 309.0 10,584 122,303 132,578 = 9,218 = 15,118 | 107.4 763.1 B71 1337 78,136 55.510 551130 53.416 69,449 ) 
ee 306.6 346.6 10,334 131,541 148,674 9,762 16,480 23.4 24.2 273.2 267.0 18,374 18,969 214,154 209,303 16,442 17,101 

a 295.9 327.8 10,459 126,922 140,626 9,490 15,799 | 99.6 127.3 815.6 829.0 78,106 99,836 639,429 649,928 72,526 96,547 

ae 24.4 30.7 256.7 257.2 19,127 24, (224 «=201,610 (17,501 21,111 

rei 759.2 731.8 45,743 516,226 497,601 44,540 49,492 | 44 69 1073 165.6 3,482 4 7A ise 129,841 1,928 2,552 

Ree me Le — 4 os = a Wisconsin Agriculturist & 

iss3 ; : , . . r F ey ee Sy 4 1, 476, ; 

ee 724 7112 44,630 490522 483585 43,602 SOSI8| oo wawe. Une fone Gone een eS ian an Pt 

iv = = ae ee nyt 

Peas 743.6 731.6 45,456 505,661 497,474 44,231 50,950 | 

aan 726.5 679.5 29,678 417 326,929 305,756 29,275 28,949 | I 
os Ty 

ie as 

ae Fe - 120 48 1048 1234 5,161 6349 44970 52,944 5,161 6,349 

iri American Fruit Grower 14.9 16.6 265.9 259.7 6429 7,185 114847 112,171 6,191 6,984 ; 
sees tAmerican Poultry Journal: 

i Eastern Edition .. 36.8 30.0 267.8 267.7 12867 1480 14885 777s szs| | suLY[I25 _| 

jie H#Midwest Edition... 33.7 25.2 241.7 225.7 10,832 103,707 96821 13,913 9,960 

ra H#Pacific Edition... 36.4 29.7 247.4 2349 12,745 106,115 100,785 13,389 10,381 1955 

eo #Southern Edition . 349 25.8 256.4 235.0 11,063 110,004 100822 14,097 9,675 auc [EC 

“a \ Average 4 Editions . 35.5 27.7 253.3 2408 11,877 108,679 103,316 14,044 10,385 

ae American Veg. Grower 142 9.7 187.9 144.7 4.174 81,183 62,508 60,055 4,095 

2d Arkansas Farmer ..... 20.2 185 1946 1683 13,958 147,077 127,230 w4.713 sen ae 

a Better Farming Methods 23.4 23.3 289.0 263.1 10,002 123,980 112,862 10, , MI-M 1 a rs 

A Breeder-Stockman .... 43.6 49.4 496.6 554.1 20,748 208,560 232,718 2,016 1,669 se 1956 1986 1956 po 

Bost Oretier Srvinn ahs oe ns 328.9 268.8 11,994 141,085 4 13,832 9,020 

ieee Citrograph . 4 174.7 187.3 16,240 117,412 . 16,138 16,128 auc.| |ja2 ‘ 

Lee California Farm Bureau AUG.|777 O — Ug7 

edt ce Monthly .......... 127 90 1071 923 6.720 80,990 69,750 8988 6,314 

ee The Cattieman....... 1123 1245 7313 8462 seait sorizs 958399 13199 12978 | | suLy[554 | sury []77 sury []57 

Rate Coastal Cattieman .... 98 78 1216 118.0 3,257 51,086 49,564 2947 1,463 1955 1955 1955 1955 

pees: Cooperative Digest ... 47 44 G41 416 1845 26,912 17,482 1,960 1,785 

fae. County Agent & Vo-Ag auc. AUG. Bes AUG. ive auc. EZE 

. Teacher .......... 222 168 2225 216.0 7,187 95,457 92646 9516 7,187 

2 Electricity on the Farm 18.4 139 86.1 86.0 4986 30,753 30,684 6,566 4,986 

‘3 a Farm Management .... 17.0 183 1791 1754 7,866 76,817 75,225 7,327 7,866 

fold Farmer Stockman: Pe 

AS. #Otiahoma Edition 35.1 39.2 382.4 376.3 16,825 164,055 161,433 13,692 15,624 

— H#Texas Edition ... 342 37.6 369.1 3545 16.134 158.324 152.074 13,292 14,933 | 60.4 594.7 570.1 44,046 45,626 449,608 431,013 42,688 44,030 

a Average 2 Editions . 34.7 38.4 3758 365.4 16.480 161,190 156,754 13,492 15,279 

pie @l 3466 26.069 229589 221962 18575 25.851 42.8 436.2 415.7 31,483 32,328 329,771 314,229 29,977 30,175 

“ee 229 2326 15575 158175 162882 9.487 15,137 40.8 418.9 405.4 28,798 30,855 316,711 306,463 27,383 28,884 

gay — wus cece Temes CU, wleaie 418 427.6 410.6 30,141 31,592 323,241 310,346 28,680 29,530 

were 224 212.0 17,561 166,225 165,799 23,923 16,626 156 1168 98.0 7,778 11,393 85,007 71,333 7,118 10,881 

see 19 «186 4498 43,178 41,901 5,194 4,386 “T1778 “T1391 “L0787 “81965 88.611 857,856 812.692 78.486 84 AA 

Gre. 13.3 145.2 10,042 109,804 104,174 10,473 9,881 | fTwo issues in August 1956; three issues in August 1955. #¢Not included in totals. 

ae Missouri Farmer .. . 7,797 76915 71,169 9,713 7,068 

pees National 4-H News . 8 7,758 65,847 64,633 6330 7,75 | Weeklies 

ie National Live Stock ene ena potraeseare 

Biss 2 9,687 92,626 ; 9 9,487 Bureau 

‘ age bi we 9 4,299 27,604 29,017 2,496 4,299 Spokesman eseeese 34.0 39.6 342.4 354.8 34,516 40,150 347,498 360,104 31,782 37,541 

rc 25 4 15,465 188,748 169,649 20,123 13,444 | Weebly Star Farmer: 

Ba 3 4,598 37,036 37,846 4,268 4,459 #Kansas Edition .. 135 158 1388 164.2 33,193 38,881 342,093 404,666 17,292 27,169 

.) chia a a oe os a on oe oe oe 

se ZMidwest Edition . 0 12,463 130,849 583 11,010 11,841 ne. : ’ ¥ . ; . 

: ie ftEastern Edition . 6 12,823 147,841 136,192 11,511 11,928 Average 3 Editions . 13.1 14.7 136.0 157.5 32,189 36,085 335,199 388,073 16,780 24,920 

oa #Pacifie Edition . 7 15,837 161,604 151,133 11,949 12,800 Total Group ...... 471 S43 “4784 “S123 “66,705 "76,235 682,697 "748177 48,562 "62,461 

: og #Southeast Edition 6 318.4 12,775 146,562 136,600 11,229 11,861 | fFigures shown represent the average of 12 editions. #Not included in totals. 

oT Southwest Edition s— — «24353 —— 1083 —— 

oe Average 4 (or 5) Dailies 

co ti is 3 (IM Bes et Ba 3m hime | oe pa tows 

- ithe’ ives ur 5 

1 a ce 356.7 20184 171479 186660 12461 19,754 ce 58.6 63.4 272.3 316.7 124,656 134,855 579,542 673,833 29,737 37,768 

es Tennessee Farmer & oy 

ee 7 a) er 7386 02,796 -*76,664 12355 7,065 ea 61.2 643 269.0 298.5 130,198 136,868 572,384 635,253 32,933 35,858 

te Turkey World ....... 374.0 13,065 151,484 160,430 10,969 12,317 | °mah dournal 

pa Western Dairy Journal 275.8 u-si2 126,953 118,328 238 7.432 Ph py Rae 615 65.7 3008 321.5 130,939 139,752 640,095 684,167 36,634 45,568 : 
re Western Livestock Jour 872.2 83, 374,697 374,176 22, r Livestock : 
An \fttyemiay Stochean- Reporter ......... 55.7 58.7 209.9 225.5 118,432 124,848 446,669 479,941 22,296 36,429 

8 POPME onan cece 251.0 30,618 29,814 224,294 214,810 27,279 25,497 Total Group ...... 237.0 2521 1,052.0 1,162.2 504,225 536,323 2,238,690 2,473,194 121,600 155,623 

isa Sas ie ees 552,746 4,611,507 4,542,154 374,348 364,069 

Be tarted publication in January 1956. |j/Changed from | Quarterlies 

: Farm Quarterly ...... 87.3 708 20.5 158.1 41,396 33,559 95,053 74,955 41,396 33,557 

» oa §Published spring, summer, fall and winter. 

es Iowa Farm & Home Canadian 
nts 8 2 MS CS es | Ue | 
oe wral Gravure ......- . | Agriculteurs ...... 412 423 4425 397.6 28,756 29,627 309,742 278,289 28,556 29,507 : 
a Texas Ranch & Farm. 9.2 14.1 1543 1239 9,296 14,364 157.416 129,654 9.142 12.670 | Country Guide ....... 27.0 23.8 295.9 2968 19,460 17,194 213,046 213,667 19,460 17.194 F 
oe Total Group ...... 426 S01 S063 3654 43406 SO918 “404913 “S74859 42,616 48,648 | tFamily Herald & } 
oe Weekly Star ...... 625 712 6545 6922 62,465 71,246 654,516 692,187 37,584 
Jog Semi-Monthlies Farmer's Advocate & Cana- ae ; 
cu. American Agriculturist 29.4 33.0 277.4 260.3 21,404 24,027 201,913 189,487 19,683 22,229 | _ dian Countryman ... 43.5 345 379.2 350.5 30,447 24,141 265,414 245,369 25,250 19,412 

os Colorado Rancher & Farmer36.2 30.5 319.4 289.5 27,394 23,084 241,490 218,875 25,707 21,663 Farmer's Magazine ... 145 146 203.9 2061 6203 6268 87,470 88,404 6168 6,233 

Bes Dakota Farmer ...... 559 64.6 S536 563.7 43,822 50,662 434,049 441,940 43,209 49,934 | Free Press Prairie 

ae The Farmer ......... 85.7 97.9 712.7 713.3 67,170 76,787 558,740 559,233 63,771 72,662 | Farmer .......... 945 90.7 795.9 811.2 99,282 96,175 835,715 859,253 52,314 56,351 

1 Hoard’s Dairyman .... 466 40.5 440.5 395.7 33,906 29,490 320,705 288,071 28,070 23,355 Western Producer .. 53.3 466 430.3 371.5 57,006 49,901 460,380 397,583 30,911 22,784 

ee cee 23 2 Et Hs Ga RS Ss Re 2S Sc i oo oe oe 

- ' Kansas Farmer ...... 49.0 45.3 421.1 377.3 37,254 34,433 320,024 286,734 35,489 32,412 } 
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(only Ad Age has the * Ses 
giant page—twice the size ‘fs 
of the second paper) 


[} 7 no matter how you 
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< HB 1956 (First 6 mos.) measure it ~~ 


E1955 (First 6 mos.) 
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Advertising Age 
ranks first with 


Magazine Media 


02 


eee a 
* 


W... a publication literally runs away from its field in terms 

of attracting advertisers—not just for an issue or two, or even a year or two, 
but over the whole course of more than a decade—it can mean 

only one thing: SELLING POWER! 


Measure the placing of MAGAZINE promotional space as you will— 

by pages (where Ad Age’s big page is counted the same as the 

smaller pages used by every other periodical in its field); or by inches; 
or by the volume of advertising dollars—Ad Age’s lead 

shows up as overpowering. What’s more, AA is opening up more daylight 
month by month, year by year! 


Of course it’s logical enough: Ad Age reaches more people, with 

more decision-influence, in more agencies and ad departments of all sizes 
and in all parts of the cquntry, than any other publication! Its blanket, 
from the-bottom-up-and-from-the-top-down editorial coverage of 
advertising and marketing—its sharp, incisive, fast-reading style of 
presenting news—have made it a Monday morning must for anyone who 
plans, buys, sells or prepares promotion in any form—be he 

corporation president, agency media buyer, ad manager, account 
executive or name your own VIP. 


BEB 1956 (First 6 mos.) 
SS 1955 (First 6 mos.) 


UP 1,410 


IN THOUSANDS OF INCHES 


Our slogan at the bottom of this ad provably means what it says. The graphs 
above show how many sellers of MAGAZINE space are profiting 
from the fact that their advertising in Ad Age reaches the people who plan, 
formulate, approve and place the schedules that count. If you are 

not already among them—now’s the time to start benefiting from the 0 
sales and advertising power of Advertising Age! 


= 


- oe Aavertising Age [==> 
DOLLARS‘ , 


(Magazine promotion expenditures— 
first 6 mos. 1956) 
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Speedie Agency 
Bases Rate Plan on 


‘Emotronics’ Theory 


Boston, Sept. 11-—An ad man 
whose ten years in the field have 
been featured by taking laws 
from physics books and finding 
ways to rephrase them as a basis 
for advertising, launched a new 


experiment today with the mailing 
of several thousand new rate 
guides to New England and New 
York advertisers. 

Copyrighted by its originator, 
Gordon Speedie, who operates a 
small advertising agency at 22 
Harvard Ave., West Medford, 
Mass., the new rate guide indicates 
in graph form the average cost of 
ads, surveys, catalogs, booklets, 
' direct mail and several other types 


YOU ARE ON TIME 


You know you will safely meet all your deadlines 
when your plates are made by Laurence. You 
know you have on your team the same skillful 


organization that has pleased so many other 
blue-chip advertisers and their agencies during 
the past 20 years. Yes, you know you have 

in service 


the best in photoengravings and 
when you depend on Laurence. 


ote 
 ——. 


aurence 


INC.* CHICAGO 4% 


FINE PHOTOENGRAVINGS FOR 20 YEARS 


of services available through the 
Speedie organization. 

On the back of the four-page 
folder is an explanation of how the 
agency operates. 

“Agency services pertaining to 
media selection, writing copy and 
planning layouts or programs,” it 
Says, “are covered by commissions 
from media, except where mini- 
mum charges may apply. 


a “Advertising services pertaining 
to production of items listed in our 
rate guide, including art, photog- 
raphy and the purchasing of en- 
gravings, printing and binding, are 
covered by prices charged on an 
hourly rate or project basis. 

“Wherever possible, client pro- 
grams are written on an annual or 
a package basis, and both agency 
service and advertising service 
budgets are planned in advance.” 

The agency then says that it has 
two ways of doing business: 

1. “If in business for years, tell 
us your budget and objectives. 
Consider our ideas and recommen- 
dations when choosing an agency.” 

2. “If starting a business or in- 
troducing a new product, you can 
plan to build sales from level to 
level, a step at a time. Ask about 
the ‘per-cent-of-sales-plan,’ a way 
to balance expenditure with 
growth.” 

In the letter to advertisers ac- 
companying the rate guide, Mr. 
Speedie further suggests, “If you 
are launching a new sales idea, or 
seeking a new sales idea to launch, 
this rate guide can be a handy 
reminder that our ‘idea agency’ is 
expanding and near enough to as- 
sist you.” 


® Response to his mailing is ex- 
pected to indicate not only wheth- 
er there is merit in the rate guide, 
but also whether his theory that 
the law of relativity in physics is 
likewise applicable to advertising, 


WGN-TV 


at the lowest published 


Office—441 N. 


Network Station B 


Network Station C 
Network Station D 


Eastern Advertising Solicitation Office—220 E. 42nd St., New York, 17 
West Coast Only—Edward Petry & Company, Inc. 


FOR THE SECOND STRAIGHT 


WGN-TV 
NUMBER 2 in CHICAGO!!! 


For the second straight month, the Nielsen Station Index for Chicago shows 
WGN-TV the Number 2 Station in Chicago: 


Share of Audience 

Sunday thru Saturday 

6:00 A.M.-Midnight 
July August 
29.4% 29.2% Down 
25.4 26.2 UP 
25.2 24.8 Down 
20.8 19.4 Down 


This number 2 position is based on WGN-TV’s local programming compared with 
three network stations. And remember, WGN-TV’s top rated availabilities are yours 


rate card in Chicago television. 


Check your WGN-TV representative for latest information on preemption-free 
periods and programs for fall. 


Ave., iW 


MONTH— 


‘SHOW’ GiRLS—The pretty girls here, all entrants in the recent Miss 

California contest, are demonstrating a new camera bag—the Perrin 

Contur Mark I, which fits the contour of the hip for ease in carry- 
ing. Merchandising Factors, San Francisco, is the agency. 


Mr. Speedie said. Within the next | York, has been named director of 
three weeks, he said, he expects advertising and merchandising, a 
enough inquiries will develop to | new post. The position was created 
warrant a fuller exposition of his as a result of Decca’s success with 
theory and specific plans. |general album releases, such as 

At the moment, he said, it is/ the recent 15-album, “Your Musi- 
sufficient to note that his rate cal Holiday.” Mr. Nasatir has been 
guide was designed on the basis of | with the company since 1949. 
his theory of “emotronics.” 

“The cover background is di-| WRCA-TV Buys Film Rights 
vided into primary and secondary; WRCA-TV, New York, has 
ad binaries, or thought equations,” bought the New York tv rights to 
he explained. “The copy was se-/39 feature films—13 of which are 
lected to fit the idea of ‘moments | in color—from United Artists. All 
of idea activation and moments of of the films were made after 1948. 
retention.’ The size was selected to |The tint movies will be used to 
fit a 7” envelope. The rate data| augment the NBC station’s color 
was classified by a system sug-/| schedule this fall. 
gested by the theory of emotron- 
ics, essentially a classification of Publisher Names Juried A.M. 
thoughts and emotions as particles; Roy H. Park Inc., Ithaca, N.Y., 
of energy.” has appointed Nicholas J. Juried 

Mr. Speedie has promised to re- | advertising manager of Coopera- 
lease to AA the results of his ex- | tive Digest and Farm Power. Mr. 
periment. | Juried formerly was copy chief 

}and an account executive of Laux 
Decca Advances Nasatir | Advertising. Before that he was a 

Mort L. Nasatir, director of ad- field representative of Successful 

vertising of Decca Records, New Farming. 
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You catch more eyes...for 
with SCOTCHLITE! 


fae Le 


REFLECTIVE SHEETING 


Fastest way to reach a customer's stomach is through his eyes! 
Signs of SCOTCHLITE Sheeting give you a low, low cost-per- 
thousand—and high, high readership! Get the greatest mileage 
out of your advertising dollar with the salesmen that never stop 
selling, night or day—Brilliant, colorful signs of SCOTCHLITE 
Reflective Sheeting. For a free demonstration, write Minnesota 
Mining & Mfg. Company, Dept AA-9176, St. Paul 6, Minnesota. 


“SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co 3M 
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‘Retailing Daily’ 
Marks 25th Birthday 
with 20-Page Insert 


New York, Sept. 11—Retailing 
Daily will commemorate its 25th 
anniversary Sept. 19 with the pub- 
lication of a special 20-page lift- 
out section which will tell the sto- 
ry, in pictures and text, of the 
growth of the paper and its pub- 
lisher, Fairchild Publications. 

No anniversary advertising has 
been solicited, nor will any be car- 
ried in the anniversary issue, AA 
was told. The special section will 
show how the publication grew 
from its start as a weekly in the | 
depression year of 1931 to a daily | 
in 1948. Today, it ranks among the | 
220 six-day daily newspapers that 
carry 8,000,000 lines or more of 
advertising annually. 

Its circulation has risen from 
7,000 in 1932 to almost 40,000 ABC 
in 1956, with a reported renewal 
percentage of 71.31, said to be the 
highest renewal rate of any home 
goods business paper. The sub- 
scription price, originally $2 a 
year, is now $9. 

Retailing Daily was launched as 
a weekly in 1931 as Retailing- 
Home Furnishings, the fourth of 
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OFF-SHOOT—Coca-Cola bottlers in 

Peru, Italy, Australia, Liberia and 

Rhodesia are producing orange and 

lemon-flavored drinks under the 

brand name, “Fanta.” Coca-Cola 

Export Corp. supplies the concen- 
trate. 


piappear in Field & Stream, Life, 


in 261 cities. Radio spots will be 
used in 93 cities; tv is scheduled 
in 36 key markets. Ads also will 


Sports Afield, Successful Farming 
and other publications. 

Sinclair, which markets in 37 
states, is handled by Morey, Humm 
& Warwick. 


McCue Succeeds Cohen 

Frank T. McCue has been named 
general manager of the Newburgh 
News and the Beacon News, suc- 
ceeding Harry Cohen, who is re- 
tiring Jan. 1. Mr. McCue is general 
manager of the Saratogian, Sara- 
toga Springs, N. Y., another of the 
Gannett group of newspapers. 
|Thomas P. Dolan, general man- 
lager of the Courier-Freeman, 
Potsdam, N. Y., will succeed Mr. 
McCue. 


‘Contour’ Publishes Ist Issue 
Contour, 6000 Sunset Blvd., Hol- 


Chemical. The multi-million dollar 
campaign is running in 400 dailies 


lywood, has published the first is- | 
| sue of Contour, “the national fig- | 


ure contouring journal,” with the 
September-October issue. A  bi- 
monthly, the magazine is directed 
to tne figure contouring profes- 
sion and will be distributed to in- 
dependent reducing salons, bath 
and massage parlors, gymnasiums | 
and health resorts. J. S. Lawrence | 
is publisher. 


Hicks & Greist Names Three 


Robert Franke, assistant account | 
executive, and George Saranac,| 
copy contact, have been advanced | 


ill 


also has named Lionel Lokos, for- 
merly with Lawrence C. Gumbin- 
ner Advertising Agency, té its tv- 
radio copy staff. 


Gould, Gleiss Adds Office 
Gould, Gleiss & Benn, manage- 
ment consultant in marketing, has 
opened a new office in San Fran- 
cisco at 1204 Russ Bldg. William 
H. Gacke, administrative assistant 
to the exec vp in the company’s 
Chicago office and formerly an ac- 
count executive in the Los Angeles 


to account executives of Hicks & | office, has been named manager of 
Greist, New York. The agency|the new San Francisco office. 


the specialized book covering 
11,047 selected tep tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 


ILLINOTS— 


the six Fairchild publications. 


® The forthcoming anniversary is- | 
sue will take the reader back to. 
the founding of the Fairchild or-| 
ganization in 1890 and will de-| 
scribe the evolution of the pub-| 
lishing house and the trials and 
tribulations that were experienced | 
in the early days of putting) 
into practice the precept of print- | 
ing completely unbiased business | 
news. 

In January, 1945, the quantity 
of news in the home goods field) 
made it necessary to increase the | 
publishing schedule to twice a 
week, and three years later the | 
schedule was pushed up again and | 
the name of the paper was changed | 
to Retailing Daily. 

In 1931, its first year of publi-. 
cation, the paper carried 185,617. 
lines of advertising. When it came | 
out twice a week, in '45, it pub-| 
lished 3,000,000 lines (2,642 pages) | 
of advertising and 2,082 pages of | 
editorial matter. 

In 1955, as a daily, it broke all | 
previous records by publishing 8,- | 
000,000 lines of advertising and 
5,440 pages of editorial matter, | 
which included 96,266 individual 
major news stories. 


® The first half of 1956 has been 
the most successful six-month pe- 
riod in the history of the paper. | 
Indications are that it will set a) 
new annual record of more than | 
9,000,000 lines of advertising, for | 
1,400 advertisers. 

Ten years ago the New York | 
editorial staff consisted of 20 news 
specialists. Today this number 
has grown to 60 editors and re- 
porters. This staff is augmented by 
the current Fairchild news net- 
work of 26 bureaus and 368 cor- 
respondents in the U. S., plus four 
foreign bureaus and 50 news cor- 
respondents covering the home 
furnishings industries in foreign 
countries. 

The anniversary issue also will 
describe the mechanics of printing 
the paper and tell how the press- 
room can handle 150 pages a day 
and print copies at the rate of ten 
a second. 

Retailing Daily’s special anni- 
versary issue will complete its 
story by showing and describing 
the company’s various service de- 
partments, such as research, li- 
brary, publicity, personnel, ac- 
counting, morgue and inquiry. 


Sinclair Sets Drive for 


Gasoline with X-Chemical 
Sinclair Refining Co., New York, 
broke one of the largest campaigns 
in its history last week, highlight- 
ing its new super-premium gaso- 
line—Sinclair Power-X with X- 


SALES SPRIGHTLY 
READERSHIP RECIPE 
PROGRESS PANORAMA 
BRAINSTORMING 


1) WHILE MANY furniture makers report sales down in 


1956, Daystrom’s sales are 
of eyecatching “stopper” 
preceding the June Furnit 


healthily up. One reason is a series 
pages like this in Retailing Daily 
ure Market in Chicago. Part of an 


aggressive sales campaign, they helped spread the news of 
Daystrom’s new metal furniture designs so well that BBDO 
Buffalo's new client wrote a lot of new business at the Market. 


9 A MAN-MADE thunderbolt shatters a wooden beam — 
and helps unlock nature’s secrets on one of General Electric’s 
Sunday evening Progress Reports. Created specially for the 
General Electric Theater TV show, thése dramatic messages 
cover every phase of General Electric’s activity — from atomic 
energy to home appliances — prove again and again that “At 


General Electric, Progress 


Is Our Most Important Product.” 


2) A VERY SPECIAL recipe goes 


> 3% re 


into each of the delicious 


cakes, frostings, brownies and other treats made with Betty 


Crocker Mixes. So General Mills 


uses a special recipe to 


advertise them. Ingredients: a big, appetizing photo, a bold red 
background, a picture of Betty Crocker...and her famous 
guarantee of perfect results every time. Surveys show reader- 
ship of these ads as high as a Betty Crocker Angel Food Cake. 


4) WHEN BBDOers get together 


a 


to think up extra mer- 


chandising and promotional ideas “off the top of the head” 
—-that’s Brainstorming. Frequently, it pays off. New York 
Telephone Company, for example, decided to test the Brain- 
storm idea of merchandising colored telephone sets in super- 


markets. Gratifying results soon led 


to experimental colored- 


telephone displays in several food stores in New York State. 


BATTEN, BARTON, DURSTINE & OSBORN, 


INC. 


Advertising 


NEW YORK + ATLANTA + BOSTON + BUFFALO + CHICAGO + CLEVELAND + DALLS® « RETROIT + HOLLYWOOD « LOS ANGELES + MINNEAPOLIS + PITTSEURGH + SAN FRANCISCO « SEATTLE - TORONTO 
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Ideal Marketing Man Is Multi-Faceted Chap, 
Marketiag Assn.’s Questionnaire Discloses 


New York, Sept. 11—What skills 
are most necessary to marketing 
personnel? The New York chapter 
of the American Marketing Assn. 
asked this question of 300 indus- 
try and agency executives to help 
evolve a program for the 1956-57 
AMA workshop series. 

The potpourri of replies indi- 
cated that the ideal marketing man 
is a mighty talented one, combin- 
ing the imagination of a creative 
man, the writing abilities of a 
copywriter, the analytical mind of 
a logician, the social graces of a pr 
man and the intuition of a woman 
—all in addition to the technical 
know-how of a Politz, of course. 

When ali the returns were in 
and tabulated; however, the fol- 
lowing five main attributes were 
most frequently mentioned, and 
the nine-session AMA workshop 
accordingly has been built around 
them: 

1. Ability to analyze (define) a 


|take proper ac'ion on the findings 
of marketing research.” 


|e Edward Battey, vp and research 
director for Compton Advertising, 
stressed “ability to analyze situa- 
tions and identify problems, cre- 
ativeness and ingenuity in solving 
problems, ability to work well 
with other people.” 


e John P. Cunningham, head of 
Cunningham & Walsh, listed “an- 
alytical mind, field experience and 
creative ability (in boldface 
type).” 

e C. P. Maillous, sales manager 
for Eberhard Faber Pencil Co., 
listed the “ability to put first 
things first and attack work proj- 
ects in order of their relative im- 
portance, ability to think creative- 
ly and develop sound concepts 
which will be accepted enthusi- 
astically by other members of the 
organization and ability to express 
ideas clearly and concisely in 
written or oral form.” 


e Thomas R. Santacroce, vp and 
general sales manager of Jacob 
Ruppert, included in his list “the 
importance of follow-through on 
one marketing phase at a time 
instead of jumping all over the 


marketing problem. 

2. Knowledge of the various 
types of surveys that can be con- 
ducted in connection with market- 
ing problems. 

3. Ability to determine whether 
there is a profitable market for a 
new product. 

4. Ability to construct question- 
naire models for data collection. 

5. Knowledge of various sources 
available for published market in- 
formation. 

Here’s what some of the re- 
spondents had to say on the sub- 
ject: 


e Donald B. Armstrong Jr., Mc- 
Cann-Erickson vp: “Most im- 
portant is the trained knowledge 
of how to think logically; an in- 
satiable curiosity, with the cre- 
ative flair to use the techniques 
and invent others to satiate curi- 
osity; and tenacity and the ability 
to persuade marketing people to 


e Elkin Kaufman, president of 
Norman, Craig & Kummel, stressed 
“intuition, analytical ability and 
experience in sales planning and 
selling.” 


e Ralph C. Robertson, vp and 
marketing director, Geyer Adver- 
tising, called for a “better under- 
standing of the factors affecting 
long term and short term profits.” 


KING 
_\ 


e R. G. Werner, manager of Kud- 
ner Agency’s research department, 
wrote, “a basic knowledge and fa- 
cility in the use of figures, graphs 
and charts, a pleasing personality 
and inquiring mind, an ability to 
analyze a marketing problem log- 
ically. 

“In addition to these, certain 
specific skills are most helpful— 
such as sampling techniques, ques- 
tionnaire writing and interviewing 
and consumer motivation tech- 
niques.” 


e Frank J. Reynolds, president of 
Albert Frank-Guenther Law, listed 
“background of retail sales, fa- 
miliarity with mechanics of point 
of sale and promotional materials 
available and understanding of 
clients’ particular business and 


MAKES PLAIN GOOD SENSE... AND A 


GOOD BUY TO NATIONAL ADVERTISERS competitive position in the field.” 
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the social and business sciences.” 


e D. D. Couch, vp of — 
and commercial development, 
American Radiator & Standard 
Sanitary Corp., listed “ability to 
analyze and outline the approach 
to the solution of a marketing 
problem; ability to gather facts 
necessary to solve the problem; 
and ability to analyze the facts 
and communicate answers with 


e John W. DeWolf, director of re- 
search, G. M. Basford Co., asked 
for “a broad enough outlook to 
see things in proper perspective, 
imagination enough to come up 
with all possible hypotheses... 
and to see how the information and 
techniques available can be used 
in testing these hypotheses and 
knowledge of sources of data and 
of techniques of investigation.” 


e G. Maxwell Ule, senior vp at/ appropriate action programs. 
Kenyon & Eckhardt, listed “ability| . yohn Falkenholm, vp and sales 
to define a marketing problem) manager, Chicopee Mills, said, 
rigorously, ability to set up effec-| «Know the various types of sur- 
tive models for collecting necessary | veys that can be conducted; know 
data and ability to generalize ac-| what steps to take to find out if 
curately and realistically from the| there is a market for a new prod- 
findings of marketing studies. uct; know how to tabulate the re- 
“These are the really important) jt; of a survey.” 

skills...although their develop- , 
ment may be necessarily depend-| e Laurence J. Jaffe, vp of Erwin, 
ent upon the possession of in-|Wasey & Co., wrote, “Know how 
numerable minor skills of the, to define a problem; be able to 
scientific methods in research in| communicate effectively, both in 


Don’t Buy Sani By Mail 


There’s an expression down here in Central Flor- 
ida, which goes like this: 

Drive along the road and throw your hat out of 
your car and wherever it falls, buy the land and 


make ’ 
ae Well, it isn’t that easy. 
WAY SEARCH FURTHER 7 True, fortunes have 
TRE SEMTINE.- STAR , f 2 been made in Central Flor- 


ida land in the past 15 
years . . . There is more 
money to be made in Cen- 
tral Florida, but, when you 
buy, do not buy by mail. 

Don’t buy any land you 
haven’t seen. 

Orlando and Central 
Florida is booming be- 
cause it is a fine place to 
live and raise children, but 
don’t be a sucker. Come 
here, look, investigate before you buy. 

Florida is on the up-and-up. It is legitimate. But, 
like oil, you can lose your shirt, if you don’t use 
your head 


ORLANDO [FLORIDA]; SENTINEL-STAR 


Martin Andersen, Editor & Sole Owner & Ad Writer 


National Representatives Burke, Kuipers & Mahoney 


P. S. We print and pay for this ad because we, 
in Central Florida, including this newspaper, are 
doing all right. We don’t want another boom and 
bust, as we suffered in 1925. There’s plenty of bar- 
gain in Florida’s sunny land, but look before you 
leap. 


IN THE WBEN-TV MARKET 


If your product is for a woman, or her home, or 
her family, Marion Roberts can profitably sell it 
for you in Western New York. 


For Marion has been doing just that for more 
than 50 food, appliance, home-product manufac- 
turers since 1952 on WBEN-TV. Selling women 
comes easy to Marion, Prior to her “Plain and 
Fancy" programs she traveled the menu-making 
trail from Ciudad Juarez to Edmonton Alberta. 


Today she cooks ‘‘on camera” and fills her morn- 
ing shows with things that Western New York 
homemakers want to hear and learn about . . . 
from sewing hints and home budgeting to party 
planning and food preparation. 


Rating-wise, cost-wise, coverage-wise it makes 
plain good sense to consider “Plain and Fancy 
Cooking, Plain and Fancy Talk” . . . Monday 
through Friday, 9:30 a.m. on Channel 4. 


WBEN-TV G 


BUFFALO e« CH “he > 
CBS BASIC 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 


THE PIONEER STATION of WESTERN NEW YORK 


ANIMATION 


is just one reason for producing your award-winning, sales- 
getting TV commercials at Jamieson Film Company in Dallas! 


Everything here is under one roof — sound stage, mobile 
units, labs, recording studios — with complete facilities to 
produce the absolute tops in animation, opticals, and high- 
est quality films—color or black and white, 35 mm. or 16 mm. 


Forty years of motion picture production and a staff of 
' ereative, highly skilled film technicians remove the guess 
work from film results or cost estimates in advance. 


Ask any of the hundreds of important national and 
regional advertisers we serve ... or send for the illustrated 
brochure about Jamieson today! 


3825 Bryan 


Dallas — 
Mation Picture Produce 
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oral and written form; know re- 
search methodology.” 


e Peter Langhoff, vp and director 
of research for Young & Rubicam, 
asked for “questionnaire design; 
analysis planning and presentation 
of findings.” 

e William Powell, Dictaphone 
Corp. president, stressed “under- 
standing the type of data and in-| 
formation that is required by| 


management to help in decision | @ 
making; knowing the techniques, |@ 


sources of material and statistical | 
procedures necessary to develop 
such data and presentation of 
findings in a logical, informative 
and easily understandable man- 
ner.” 


e A. A. Whittaker, vp of research 
at Benton & Bowles, sums it up 
thus: “Know what information is 
required to solve marketing prob- 
lem, know how to obtain that in- 
formation and know how to an- 
alyze and interpret data in light 
of marketing problem.” 


e Sherwood Dodge, vp and gen- 
eral manager of Foote, Cone & 
Belding, answered, “I believe that 
the three most important market-— 
ing skills might really be stated as 
three aspects of the same skill. 
The first aspect is the analysis and 
identification of the problem to be 
solved. The second is its appropri- 
ate translation into experimental 
design—that is, one which most 
closely approximates the real life 
situation in which the problem | 
occurs. 

“The third is the translation of | 
research results into a clear and | 
concise business application. I 
further think that most other | 
skills are important mainly to the | 
degree that they contribute to this | 
major skill.” 

The survey was conducted by 
an AMA committee composed of 
Carol A. Cruikshank, Crossley, 


S-D Surveys; Jinx Jenkins, Fletch-| 


er D. Richards Inc., and Wallace 
Lepkin, Erwin. Wasey & Co. 


= They were assisted in their pro- 
gram planning by a group of 
marketing experts who held a 
panel discussion of the survey re- 
sults. Dr. Henry Bund, vp of Re- 
search Institute of America, served 
as moderator, and panel members 
were Roland H. Brownlee, general 
marketing manager, Bigelow-San- 
ford Carpet Co.; Professor George 
T. Clarke, New York University; 
Laurence J. Jaffe, vp of Erwin, 
Wasey; William Lehman, consult- 
ant, marketing training program, 
General Electric Co.; George B. 
Park, vp of McCann-Erickson, and 
Dr. Wallace H. Wulfeck, vp, Wil- 
liam Esty Co. 

Members of this group also will 
conduct the workshop meetings, 
with the aid of additional speakers 
now being selected. The workshops 
will be held one Monday each 
month, starting in October. 


Glamur Sets Radio, TV 
Drive for Rug Cleaner 

Glamur Products, Syracuse, 
N.Y., is launching a major spot 
radio and tv campaign for Easy 
Glamur, rug and upholstery clean- 
er, in mid-September. The 60-day 
fall drive will use 33 radio stations 
for an average of 50 to 60 day- 
time announcements weekly. Five- 
minute and 15-minute shows also 
will be scheduled on some sta- 
tions. 

Thirteen tv stations are included 
in the lineup. Six one-minute and 
20-second spots will be aired daily 
on each station. Rockmore Co. is 
the agency. 


Soderlind to ‘American Weekly’ 

Roy Soderlind, formerly with E. 
A. Thompson Co., San Francisco, 
has been named manager of the 
San Francisco office of The Amer- 
ican Weekly. At one time Mr. 
Soderlind was with Foote, Cone 
& Belding in Chicago and Los An- 
geles. 


Clever Quickie! Mrs. Eari Rader's B66 OODLE CHEESEBURGER! 


Canadian MAB Is 
Reconstituted on | 
All-Canada Basis 


Toronto, Sept. 11—The Maga- 
zine Advertising Bureau of Can-| 


ada will continue to function on|the changed character of MA 
f}an all-Canadian membership ba- membership will be held shortly.| have formed the art service Cars- 


‘on that basis. 


113 


pressed interest in seeing the bu-, Marketing,” Dr. Clawson was mar- 

reau develop with a purely Ca-/keting research consultant for 

nadian membership. Plans are | Rexall Drug Co. for three and a 

now proceeding for its expansion} half years, and has served in the 
same capacity for a number of oth- 

er companies. 

s Planning meetings to discuss a 

revised program in keeping with Carswell & Leon Bows 

Ramiro Leon and Don Carswell 


4 
effers "3 
a 
; 3D 
| ANTICIPATION—C. F. Mueller Co., 
| Jersey City, will use 1,200-line ads 
like this in its new record-budget | 
newspaper campaign beginning) 
|Sept. 27. The ads, prepared by | 
Scheideler & Beck, New York, will 


appear in 32 papers in 23 cities.) 
Radio and iv are scheduled. 


"'its endorsement by MPA were 


| sis. The Magazine Publishers Assn. | 
|of Canada warmly supports its de- 
|cision to do so. 


Hixson & Jorgensen Names 


| well & Leon, with studios at 4350 
'Beverly Blvd., Los Angeles. Mr. 


'Clawson Marketing Consultant Leon has been with Dan B. Miner 


_ A statement to this effect was| Dr. C, Joseph Clawson has Co., Los Angeles, for the past eight 
issued jointly today by George joined the staff of Hixson & Jor- years as art director. Mr. Carswell 


Mansfield, manager of the Mag-| 


nadian MAB. 
This decision by MAB and| 
reached following the resignation 
of three member publications— 
Time, Reader’s Digest and Mayfair. 

Several Canadian publications, 
some of whom did not feel that 
they could support the bureau ac- 
tivities when its membership in- 
cluded Canadian editions of for- 


3 | gensen, Los Angeles, as consultant also was with the Miner agency for 
azine Publishers Assn., and C. J.!/on marketing and motivation re- 
Laurin, vice-chairman of the Ca-| search. Author of the books, “Psy- 
| chology in Action” and “Theory in | May. 


several years, but recently has 
been associated with designer Don 


And one can’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his format or ma- 
terial, invasion of Privacy, Contes 
Violation. Accusing Agency, Client 
Performer—anyhow, a claim is made 
THEN you should hove our unique 
POLICY which is devised to toke the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 
data and rates NOW, before ony 
claim is lodged. 


VRITE- FOR DETAM 


jeign magazines, now have ex- 


| 
| 


| 
| 


25,000 UNDERGRADUATES return this month fo fen universities 
Syracuse frade area. They bring plus buying power to a great market where 1.3 million 


people spend $1.9 billion a year. . 
Most of them . . . like ‘most everyone else in this heartland of New York State... . 
are influenced in their buying preferences by Central New York's most powerful selling 
force: the Syracuse Newspapers. 


These newspapers deliver 100% saturation coverage of metropolitan Syracuse — 


and colleges in the 


effective circulation in the 14 surrounding counties. No other combination of media can 


do a comparable job at a comparable cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 
Represented Nationally by MOLONEY, REGAN & SCHMITT 
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SHORT CUT TO 
BUYING GOOD WILL! 


Greatest Audience in History 


How'd you like to stand on a 
stage and look out at 8,000 faces 
in an audience? With 8,000 paid 
admissions, WDIA’s Goodwill Re- 
vue drew the biggest crowd in 
the history of the Memphis Muni- 
cipal Auditorium! WDIA has 
staged its Goodwill Revue for 
seven consecutive years, °49-’55 
... and the ’55 show attracted a 
greater attendance than the Har- 
lern Globe-Trotters, Shrine Circus, 
Metropolitan Opera, Liberace, or 
Holiday On Ice! 


WDIA did it without posters, 
billboards, or editorials! How? By 
WDIA’s personalized communica- 
tions system! Securing nationally 
famous Negro entertainers, gratis, 
the WDIA Staff donated its serv- 
ices, publicizing the Goodwill Re- 
vue on the air. As a result, two 
days in advance, reserved seats 
were sold out. Two hours before 
curtain time, a crowd lined up for 
general admission tickets—by 8 
o'clock, even standing room was 
gone! 


Negro Children Benefit 


Proceeds went to Negro Chil- 
dren in Memphis. Most funds went 
to handicapped ones—to run 
WDIA-operated buses that con- 
vey them to Crippled Children’s 
School daily. Some went to 
healthy ones—to buy uniforms 
and equipment for the 
Baseball League, first outfit of its 
kind in Memphis. 


Drawing Power of WDIA 


Now, what is the significance of 
this enormous drawing power of 
WDIA’s Goodwill Revue? It 
means, first of all, that Negro tots 
in braces will get to school—and 
Negro boys on the sandlots will 
have uniforms and bats. Next, it 
means there is a vast Negro mar- 
ket in Memphis. Third, it as- 
suredly means there is not an- 
other single medium reaching 
these folks with a fraction of the 
coverage of WDIA—or its appeal. 


Income and Acceptance 


Memphis has one of the heavi- 
est concentrations of Negro popu- 
lation in the U.S. . . . Memphians 
have the highest income, relative 
to white income, per capita, of 
any Negroes in the nation. They 
buy over half the shortening, flour, 
blankets, laxatives, deodorants, 
and hosiery, sold here...and these 
Negro consumers are reached 
through one medium only—WDIA 
-—50,000 watts! 


Write on your letterhead for 
convincing facts and figures, which 
apply to your business. Request 
too, your bound copy of, “The 
Story Of WDIA!” 


WDIA is represented nationally 
by John E. Pearson Company. 


ai tJ. Prevudent 
gent sonal 7 Geecrel Monages 


HAROLD WALKER, Commercoat Manage’ 


Aug. 1-7, 1956 


TOP TWENTY SHOWS, ONCE-A-WEEK 


z 


$64,000 Question (Revlon, CBS) 


PROGRAM 


Medic (P&G, GE, NBC) 


Ed Sullivan (Lincoln-Mercury Dealers, CBS) 
$64,000 Challenge (Revlon, Kent, CBS) .......cccccccssssesesssesesesesversisesnersneeneee 
What's My Line (Remington, Helene Curtis. CBS 


Alfred Hitchcock Presents (Bristol-Myers, CBS) 


Climax (Chrysler, CBS) 
Jackie Gleason (Buick, CBS) 


eoONNOUwWAWH — 


GE Theater (CBS) 


lux Video Theater (NBC) 


Dragnet (Liggett & Myers, NBC) 
Best of Groucho (DeSoto-Plymouth, 


NBC) 


Steve Allen (Avco, Jergens, Viceroy, NBC) 


Robert Montgomery Drama (Schick, 


Ford Theater (NBC) 


Johnson Wax, NBC) 


I've Got a Secret (R. J. Reynolds, CBS) .........cccccccceeeeeeerees 


Talent Scouts (Lipton, Toni, CBS) 


Disneyland (American Dairy, American Motors, Derby Foods, ABC) 


Burns & Allen (Carnation, Goodrich, 


Kraft Theater (NBC) 


CBS) 


TOP TEN, MULTI-WEEKLY SHOWS 


Mickey Mouse Club (Several sponsors, ABC) 
Arthur Godfrey (Several sponsors, CBS) ............cccccccceeseessesnennenrsenennneneneen 
Queen for a Day (Several sponsors, NBC) 


Guiding Light (P&G, CBS) 
Search for Tomorrow (P&G, CBS) 


Love of Life (American Home Products, CBS) 


News Caravan (Several sponsors, 


CSCCOnNO WA WH — 


Strike It Rich (Colgate, CBS) 


Art Linkletter (Several sponsors, CBS) 
Valiant Lady (Several sponsors, CBS) 


NBC) 


Pact Provides for Eventual 
‘Southtown Economist’ Sale 
Shareholders of the Southtown 
Economist, Chicago community 
newspaper, and Warren D. Weiss- 
kopf, representing himself and a 
group of investors, have signed a 
contract providing for the pur- 
chase of the McDonnell family in- 
terests in the newspaper over a 
period of time. Warren D. Weiss- 
kopf, recently business manager of 
the newspaper, was elected presi- 
dent of Southtown Economist Inc., 
publisher of the Southtown Econo- 
mist and Southeast Economist. 
William H. McDonnell, former 
president and publisher, was 


IA | named chairman of the executive 


committee. 

Mr. McDonnell will also serve 
as consultant on publishing prob- 
lems. 


Seagram Distillers Breaks 

7 Crown Drive with Color 
Seagram Distillers Co. is break- 

ing its fall advertising for Sea- 

gram’s 7 Crown whisky with a 


{color spread in the Sept. 10 issue 
|of Life. In addition, color ads will 
‘be used in September and October 
|issues of Collier’s, Ebony, Elks 
| Magazine, Look, Outdoor Life and 
| True, plus b&w ads in 455 newspa- 
pers in 560 markets. 

Headlined, “Time...Taste and 
Tradition,” ads in the campaign 
feature the familiar crowned nu- 
meral seven surrounded by spher- 
ical models of the world. Sales 
promotional material will be made 
available to retailers where regu- 
lations permit. Warwick & Legler 
is the agency. 


Coffee Maker Names Dabadie 

J. Roy Dabadie has been named 
advertising and sales promotion 
manager of Community Coffee Co., 
Baton Rouge. The company has 
expanded its market into every 
city in Louisiana and parts of 
Mississippi and Texas. Mr. Daba- 
die formerly was manager of 
WBRZ, Baton Rouge. Before that 
he was general manager of WJBO 
and vp of Baton Rouge Broadcast- 
ing Co. 


in the nation’s capital 
one newspaper publishes 
‘more general 
advertising than 
the other two 


papers 
combined 


FASHION NOTE—For style-conscious 
small fry, Johnson & Johnson has 
perfected gaily decorated Band- 
Aids, called Stars ’n Strips. A doz- 
en packages come boxed in this 
counter display. No advertising is 
planned. Young & Rubicam is the 
agency. 


29 New Members 
Build RAB Annual 
Budget to $800,000 


New York, Sept. 11—Kevin B. 
Sweeney, president of the Radio 
Advertising Bureau, has gleefully 
noted that the bureau soon will 
be operating on an estimated an- 
nual budget of $800,000. 

The added income will become 
available around Nov. 1, when a 
raft of new members begin sup- 
porting the radio promotion group. 
In recent weeks, 29 new mem- 
bers—mainly stations—have joined 
RAB. 

These additional funds-—about 
$25,000 above previous estimates 
for the annual income—will give 
Mr. Sweeney and his aides an op- 
portunity to step up their “blitz 
campaigns” to include more pres- 
entations to regional and local ad- 
vertisers. There also will be an 
augmented schedule of pitches to 
national advertisers RAB thinks 
should be spending more money 
in broadcasting. 


® Mr. Sweeney attributed the 
membership gains to “radio’s 
growing prosperity and to the 
recognition by station manage- 
ments that radio is still far below 
its sales potential.” He said radio 
“is getting less than half of the 
business it deserves from both re- 
tail and national advertisers.” RAB 
now draws support from 783 mem- 
bers. 


SRDS Will Carry 
VAC Audit Notation 


Los ANGELEs, Sept. 11—John B. 
Knight, president of Verified Au- 
dit Circulation Co., has announced 
| receipt from Standard Rate & Data 
|Service of acceptance of the Los 
| Angeles organization’s circulation 
audits for publication in the SRDS 
consumer and business paper list- 
ings. The VAC insigne will be 
carried for all subscribers to the 
service, now totaling 19, Mr. 
Knight said. 

The announcement followed on 
the heels of the appointment of a 
tripartite national board of gov- 
|ernors responsible for approval of 
|all auditing procedures. This had 
been the final condition of SRDS 
acceptance. 

The board consists of three ad- 
vertisers—Jack Schneider, Hot- 
point Co., Chicago; R. L. Scher- 
bacher, Pomona Tile Mfg. Co., Los 
Angeles; Robert C. Wayne, South- 
west Engineering Co., Los Angeles; 
three agency men—Arthur E. Pe- 
tersen, the Buchen Co., Chicago; 
H. E. Cassidy, the McCarty Co., 
Los Angeles; Fred Olsen, Hixson & 
Jorgensen, Los Angeles; and three 


ican Laundry Digest, Chicago; Fred 
Russell, Western Industrial Pub- 
lishers; and Marvin Saltzman,Me- 
dia Agencies Clients. — 


JOHN BURGOYNE 


(It you're over ninety years old 
,| you probably remember when no- 


body carried groceries home, or 
even saw ’em until the delivery-man 
dumped ’em on the kitchen table; 
when there was no such thing as a 
checkout counter or Hot-Value 
Sticky-Stamps to be put in a book; 
when you paid your grocery bill by 
the month and got a free bag of 
stick-candy for the kids. Sure, the 
cat slept in the crackerbarrel, and 
the “goop” on the dill pickles looked 
like Dismal Swamp. Beef liver was 
free, and so were soup bones. You 
could get a jawbreaker big as a 


golf ball for a cent, and it lasted all 
day even if you lost it a few times 
and had to dust it off if you were 
fussy. 


x * * 


A meat-packer of our acquaintance 
planned to introduce a full line of 
cold meats in distinctive packages— 
everything from salami to wurst and 
all way-stations between. But being 
a canny operator he noted that the 
competition does a right good job 
of promotion and selling, and in 
order to find out without hocking 
the family jewels whether there was 
room for his goods, he made a deal 
with Burgoyne to check public ac- 
ceptance in Toledo, Louisville and 
Wichita. In spite of a big promotional 
push, including large space adver- 
tising, the goods didn’t move as they 
should to make the operation suc- 
cessful. So the packer pulled in his 
horns at small cost. 


x * * 


Babies need lubrication just as 
much as any fine automobile motor, 
and their sensitive skins show up 
any deficiencies in the product in a 
right big hurry. In a constant search 
for blander unguents to slickup his 
majesty without putting any sand in 
his gears, one pharmaceutical house 
produced a superior brand of gooz- 
alum suitable for all grease-rack 
jobs on the younger generation. Test 
it with Burgoyne, said the grease- 
merchant, so panel tests were run in 
Cedar Rapids, Dayton and Cincin- 
nati, and the results were satisfying 
to one and all. You can’t beat the 
Burgoyne Bunch when it comes to 
getting factual & accurate market 
dope. Try 'em—we dare you. 
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Weaver Will Stay in 
TV;‘Dopes Out’ Vehicle 


| 
| 
| new tv “concepts” to startle the ad | 
world, AA checked through the| 
While broadcasting’s best known highlights of his NBC career, | 
bossman was quite willing to talk | which started in 1949 when he left | 
about his future, he didn’t want to| Young & Rubicam to become vp in 
say much about his past at NBC.| charge of NBC-TV. 
For its part, the network, after a 
brief release reporting the mere ® One of his first big splashes 
fact of the resignation, adopted an was the two-and-a-half-hour 
official policy of absolute silence. |“Saturday Night Review,” which 
|introduced the “magazine plan” 
® As a result the speculators were of inserting announcements into tv 
having a field day with their own | shows. Then there was the original 
versions of the real story behind | “Comedy Hour” with its team of 
the changes at NBC and Mr. | rotating comedians, who for some 
Weaver’s reason for leaving the} time shaded CBS’ mighty Ed Sul- 
company. | livan in the ratings. 
The chairman's resignation, | Another Weaver brain child 
which coincided with the appoint-| was the “Today” show, which set 
ment of four new exec vps and the out to prove that a well-produced 
reshuffling of several vps under | telecast could get viewers and ad- 
them (see story on Page 88), did|vertisers even at 7 in the morning. 


(Continued from Page 1) 
involved in tv. 


tg Te 


not come as a surprise. 

There was perhaps more surprise 
last December when he agreed to 
accept the chairmanship to make 
way for Robert W. Sarnoff, son of 
Brig. Gen. David Sarnoff, RCA 
chairman, as N_ “‘ president. 

This was the cond time Mr. 
Weaver had been et vated toa post 
that put him outs? the range of 
most of the real acti, y at the net- 
work. The first insta. te came in 
December, 1952, in what he later 
called his “Elba period,” when he 
was promoted from vp in charge 


| This two-hour period of talk, in- 
terviews, news, weather, sports, 
etc., got off to a poor start with 
the critics. The show, however, 
soon settled down, and it remains 
one of the solidest contenders on 
the NBC schedule. 


= “Today” was followed by a pair 
of companion participation shows 
—‘Home” and “Tonight.” (The 
latter was a descendent of a brief, 
though bright, sparkler from the 
early Weaver days, “Broadway 
| Open House.”) “Home,” which has 


Sylvester L. (Pat) Weaver 


guaranteed circulation. I _ wrote! 
out a whole plan in '51 on guar- 
anteed circulation. But we felt it 
would be too daring an experiment 
to go ahead with at that time. 

“God knows we are having 
enough trouble with innovations 
as it is—based mainly on the in- 
valid objection that television is 
not being developed as_ radio 
was... 

“It is true that the magazine 
concept enables us to build pro- 
grams and broker them for smaller 
products. Such programs must be 
subsidized and underwritten by us. 
In general, as we develop more 
programs, we will be able to have 
some sort of a base rating guaran- 
tee.” 


@ When an adman raised the 
question of bumping one adver- 
tiser to make way for a new show 
or sponsor, Mr. Weaver said the 
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Optimism High at Premium Ad Show; 


$1.75 Billion Sales Predicted for ‘56 


(Continued from Page 1) 'Chicago, both introduced a line of 


| pretty good premium and expect two-toned multi-colored cooking 


to get the jump on your competitor Utensils. This was the first time 
because he has none. The odds are Globe exhibited in the East. 

he’s got one and unless you put; Durex Hardware Mfg. Corp., 
some creative brainpower behind |New York, had an unusually large 
your promotion, and some mer- @Ssortment of “do-it-yourself” 
chandising support behind that, Products, increasing its premium 


‘he’ll have a better one than you.” catalog to 32 pages over last year’s 


No longer is it possible, as it was | 12. 

following World War II, to dump! Royal Coin Co., New York, is 
shoddy inventories on the market, | Keeping on top of the news with a 
he said. Most companies will no|10 franc Monaco coin bearing. the 
longer use close-out merchandise. | head of Rainier III. He has 10,000 
Those who think they can do so, | of them priced at $1 retail and 40¢ 
Mr. Bowen said, “had better get | Wholesale. 

out of the business before they lose| Swiss Harmony Inc., Chicago, 


their shirts as well as their repu- | displayed a charm bracelet with 
tations.” what it claimed was the smallest 


music box in the world. 


# Countering the charge that the 
use of an item as a premium cur- 
tails the normal] retail sale, Mr. 


Advertising Is 


of the radio and tv networks to/a lot of advertising vacancies, now 
vice-chairman of the board. After|is in the process of format revi- 


a year in that spot, he zoomed | sion. “Tonight” continues strong 


back onto the freeway with his ap- 
pointment as president. 


® For those who are still wonder- 
ing why the dynamic broadcaster, 
who temperamentally is most 
unsuited to side-tracking, ever 
consented to become NBC chair- 
man at 46, here is a possible an- 
swer. Apparently he was offered 
an irresistible contract; those in 
the know say the board made it 
that way to keep the program in- 
novator from taking his ideas and 
moving to CBS. The contract he 
signed as chairman ran until 1972; 
the 1956 salary was approximately 
$160,000. 

While it was good enough to 
keep him at the time, this docu- 
ment, with its liberal settlement 
provisions, was also the sort that 
would make its holder feel free to 
leave if there were sufficient pro- 
vocation. Apparently the final 
straw precipitating the NBC-Wea- 
ver bust-up was the shakeup dic- 
tated by Booz, Allen & Hamilton. 

The realignment that followed 
this management expert’s latest 
suggestions for NBC called for the 
reassignment of three vps \who had 
been an integral part of the Wea- 
ver team. 


® One of these, George H. Frey, a 


veteran of more than 30 years! 


with the network, immediately 


moved to Sullivan, Stauffer, Col-| 


well & Bayles. A second, Frederick 
Wile Jr., the network’s West Coast 
program chief, resigned without 
announcing his future plans. The 
third, Richard A. Pinkham, agreed 


to stay; he will keep his old title | 


for the present. At any rate, Mr. 
Weaver is believed to have quit 
following an unsuccessful attempt 
to avert the shifts entailed in the 
Booz, Allen recommendations. 

Where and how soon Mr. Wea- 
ver goes back to work depends— 
partly at least—on whether or not 
he wants to give up that handsome 
contract settlement. Under the set- 
tlement’s terms, he reportedly is 
not free to join another network 
until the middle of next year. But 
he could sign with any network at 
once if he wanted to forego the 
settlement. 


Meanwhile, as Mr. Weaver sits} 


with advertisers. 

The most colossal Weaver con- 
‘ception of all, the 90-minute color 
| spectacular, muscled its way into 
| television in the fall of 1954. To 
make room for these super shows, 


and for other revisions on the net- 


work schedule that year, several | 
advertisers were “bumped.” Most | 
of them were given a choice of 


other shows or other time periods, | 


to ABC. This started a period of 
}advertiser unrest that eventually | 
|led a number of congressional 
committees to look into the net- 
work tv industry. 


® At that time, when sponsors 
were complaining that they had to 
give up shows which the “public 
| likes but Mr. Weaver doesn’t,” the 
NBC president told AA that the 
program shakeup which made 
room for Sid Caesar, “Medic” and 
a monthly spec on Monday nights 
was good for all concerned. (Mr. 
Caesar is moving back to Saturday 
this fall.) 

Mr. Weaver said tv must not fall 
into the week-to-week sameness 
that had trapped radio. 

“If that happens, as much as 
40% of the tv audience may drift 
away, as it did in radio, and peo- 
ple might even go back to reading 
| books and conversation,” he said. 


|@ Whatever the reaction, Mr. 
| Weaver always was ready with a 
spirited defense of any of his in- 
|novations. At an ANA panel dis- 
| cussion in the fall of 1954, he was 
asked to reconcile the “program 
control implicit in the magazine 
concept with the fact that an ad- 
vertiser is expected to continue to 
take inherent financial risks that 
are not inherent in the use of mag- 
azines.” 

Mr. Weaver's reply: “The mag- 
azine concept was planned really 
to break from the radio formula of 
the half-hour show and build a 
flexible medium to really serve the 
needs of all the advertisers. . . 

“We want you to buy what you 
jneed, not what we want you to 
buy. That is what we are trying to 
develop with the magazine con- 
cept. 


first major precedent was set by 
CBS when it shook up its Sunday 
night radio lineup “back in '47 or 
*48” for the good of all concerned. 

“We can act for all advertisers, 
and we act on an equity basis. All 
of the shifts were made with very, 
very long notice. Actually, in or- 
der to soften the blow, you might 
say, we turned ourselves inside out 
in everything we did, because we 
knew we were going against cus- 


Bowen said, “often a premium 
promotion will help to stimulate 
the demand through retail chan- 
nels for a product.” 

David H. Kutner, merchandising 
director of Motorola Inc., Chicago, 
said that manufacturers in using 
premiums must not lose sight of 
the goal, which is to move mer- 
chandise and not premiums. 
“Whenever we forget this, the op- 
eration may be a well publicized 
success, but the patient invariably 
dies,” he said. 

The worth of a premium cam- 
paign, according to Mr. Kutner, is, 
as in any ad campaign, measured 
in terms of sales. 


® Among the buyers at the show, 
the association noted the increas- 
ing representation by supermarket 
chains, advertising and promotion 
men and many of the nation’s 
leading food processors and oil 
companies. 

Higher priced products ranging 


tom and usage. 
“However, we felt these changes 


for you? Who is going to run the} 


schedule and keep the circulation 
up?” 


S. C. Johnson Tests 
Glade, ‘New Concept 


in Air Fresheners’ 


(Continued from Page 1) 
according to the age yg te 
Other fresheners either (1) dull 
the individual’s sense of smell so| 
that the odor, although still pres- 
ent, is not noticeable, or (2) per- 
fume the air with a scent that is 
stronger than the odor to be elim- 
inated, Johnson says. 


® The formula used in Glade ac- 
tually was developed by the Air 
Force, according to Johnson. Dur- 
ing the Korean War the personnel 
aboard planes evacuating the| 
wounded needed some type of air 
freshener, but found they could 
not use anything that would affect 
the ability of the plane’s flight 
personnel to smell something dan- 
gerous that might develop, like a 
hot wire or leaking fuel. 

The Air Force finally perfected 
a freshener that actually attacked 
the odor itself, but shortly after- 
ward the Korean truce was de- 
clared and the need for the product 
dwindled. When Johnson came 
across the formula it decided to 
put it to commercial use. 

Glade becomes the second non- 
wax or non-polish product mar- 
keted by S. C. Johnson; last April 
the company brought out Raid, 
an aerosol insecticide which re- 
portedly has had phenomenal sales 
results. Benton & Bowles, New 
York, is the agency for Glade; 
Foote, Cone & Belding, Chicago, 


into the $100 class were well in 


but one, Firestone Tire & Rubber had to be made because, after all,|evidence, though low-priced self- 
|Co., took the “Voice of Firestone”| who is going to run the network | liquidators were not difficult to 


find. Buyers touring the show 
found some new items in the ex- 
hibition booths. Among them were: 

Globe Industries, Los Angeles, 
and Club Aluminum Products Co., 


Sears, Ward Report 
Increased Six-Month 


Sales and Earnings 


Cuicaco, Sept. 13—Both Sears, 
Roebuck & Co. and Montgomery 
Ward reported increased sales and 
earnings for the six months end- 
ing July 31. 

Sears had an operating income 
of $146,941,962 for the period be- 
fore taxes and contributions to the 
savings and profit sharing fund 
and the supplemental savings and 
retirement plan. Operating income 
for the period last year was $137,- 
153,026. After taxes and other de- 
ductions, income was $62,851,912, 
or 85¢ a share. This compares with 
a net income of $69,768,947 or 81¢ 
a share for the same period last 
year after giving effect to the 
stock split and stock dividend de- 
clared in November, 1955. 

Consolidated net sales for the 
period were $1,637,180,913, or 
8.7% above the same period of 
1955. 


= Montgomery Ward sales for the 
first half of this year were $467,- 
495,321, 10.5% more than sales for 
the same period last year. Earn- 
ings for that period of time were 
$12,113,524, or 88¢ a common share. 
This is an increase of $341,834 
over 1955, with earnings at 85¢ a 
share, 

Ward reported an increase of 
capital and maintenance of ex- 
penditures for the period “for 


by his swimming pool dreaming up| “It is true that we have explored 


handles Raid advertising. | improvement to our retail stores.” 


Ignoring Women as 
People: BjKidd ~~ 


New York, Sept. 11—One of the 
chronic illnesses facing present day 
advertising is “kissing-off women 
as people and customers,” accord- 
ing to Bj Kidd, copy director 
for International Latex Corp., New 
York. 

Speaking on “the same old sex,” 
at the conference of the Premium 
Advertising Assn., Mrs. Kidd, 
credited with coining the phrase 
“Never Underestimate the Power 
of a Woman,” said that ads beamed 
toward women have become 
scarcer and less effective. 

“Too many of the ads directed 
toward women are faceless, taste- 
less monotype, couched in mascu- 
line terms of which women are 
invited to pick the least objection- 
able,” Mrs. Kidd said. 

“Relieved by their own new 
myths that women have been ab- 
sorbed into the ‘home executive’ 
or ‘togetherness’ family groups 
and so need not be addressed as 
women, advertisers have delighted 
to discount feminine psychology 
and everything we have learned 
about appealing to them,” Mrs. 
Kidd said. 


s Many women today are buying 
products by recognizing benefits 
for themselves and their families 
“in spite of the advertising, or the 
blatant, unpleasant commercials, 
instead of because of it,” she said. 

Ten years ago an ad to women 
could score 80% visibility and 37% 
readership, as compared to the 
claim recently by a dual reader- 
ship magazine which boasted that 
“it had the highest ranking four- 
color page in the country—37% 
visibility and 7% readership,” Mrs. 
Kidd said. 

Citing an analysis of all the ads 
in a leading woman’s magazine for 
the years 1946 and 1955, Mrs. Kidd 
felt there is good reason for read- 
ership among women to be way 
off. She related these figures: 


@ 1. Ten years ago 56.3% of the 
ads tested had human interest ap- 
peals in which the product or 
service advertised was related to 
women and their family’s needs 
by human approaches, as opposed 
to the 1955 figure of 27.9%. 

2. Product approaches accounted 
for 29.9% of the ads in 1946 while 
recently they were up to 43.4%. 

3. Consumption stereotypes—ads 
in which people were used as 
props for products—formerly ac- 
counting for a mere 13.4%, was up 
to 28.7%, more than human inter- 
est appeals. 

Mrs. Kidd charged that women 
haven’t changed, but advertising 
and marketing techniques have. 

“We're up against the same old 
sex. Can’t we strive to treat them 
a little better once more?” she 
concluded. 
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‘Spectacular’ Ad 
Push Is Started by 
St. Louis Utility 


(Continued from Page 2) 
a regular schedule of page bkw 


ads between the publication of the | 


“spectaculars.” Adaptations of the 
three-page sections will run 
newspapers throughout the area 
serviced by Union. 

Union also will sponsor the first 
locally produced television “spec- 
taculars” in this area. The hour 
live show, “On Stage in St. Louis,” 
will be seen for the first time Oct. 
17 on KSD-TV. Other shows will 
follow every four weeks. 

The 60-minute variety show will 
feature name stars, local talent 
and things of civic interest. Ted 
Mack will emcee the entire series. 
The commercials will follow the 
“world of tomorrow” theme. 

Outdoor advertising will carry 
the same key idea with a news 
bulletin application. The left hand 
side of each 


in| 


display will carry. 


pictures of new electrical appli- 
ances. The right hand portion of 


each will feature, as standing copy, 


“The world of tomorrow is here 
today—live better—electrically.” 

Gardner Advertising Co. is the 
agency. 


Crane Advances Knudtzon 

Crane Co., Chicago, has appoint- 
ed Kenneth E. Knudtzon manager 
of heating advertising, a new post. 
Mr. Knudtzon joined Crane in 
1954 as assistant editor of its em- 
ploye magazine. In August, 1955, 
he joined the company’s advertis- 
ing and sales promotion depart- 
ment. 


Goodyear Heads Grant in India | 


Sep into your electric kitchen and you're _ 
in the “world of tomorrow” —today! 


Cee CRC ee me ceeeteey few cere apetneces wah tee Neeteree here get ee” 


~ 


Geoffrey S. Goodyear has been | 


appointed manager of the India 
operations of Grant Advertising. 
Prior to coming to Bombay, Mr. 
Goodyear spent nine years with 


Grant’s Hong Kong office. He re-! 


places Christopher Cross, who is 
returning to the U. S. for reassign- 
ment. 


WINSTON-SALEM 


INDUSTRIAL CAPITAL 
of 
NORTH CAROLINA 


ee APPEAL Pe 


New 1954 U. S. Government 
Census of Business Reports: 


VALUE ADDED BY 


METROPOLITAN AREA MANUFACTURING—1954 
$304,383,000 


Winston-Salem 


Ad Chiet Must Sell 


tric kitchen appliances, the second 


is part of a new ad drive undertaken by Union 


ELECTRIC “SPECTACULAR’—This three-page ad for elec- 


New ideas in cooking, food care, 


As little as "15" a month 
buys almost any one of 
these “world of tomorrow” 
electric appliances! 


Electric Co., St. 
of a series that 


dishwashing—for your kitchen! 


vane 


ee 


Louis, will run Oct. 9 in the St. 


Louis Post-Dispatch and Oct. 23 in the St. Louis 
Globe-Democrat. 


His Worth to Boss, 
Marketing Men Told 


New York, Sept. 12—Manage- 
ment is usually too involved in 
concrete things such as production, 
auditing and selling to be aware 
of an ad manager’s net worth to his 
company, the New York chapter, 
National Industrial Advertisers 
Assn., was told yesterday. 

Bruce Payne, president of Bruce 
Payne Associates, reminded the 
chapter—observing its 50th anni-/ 
versary with a management con- 
ference—that it’s up to the ad 
manager to make his management 
aware of his worth. 

“Presidents look on advertising | 
as a literary, creative, sissy sort of | 
thing,” he said. “They feel that! 
these are impracticals, intangibles, 
fairy activities. 


s “The ad manager should not feel 
inferior to his agency. He should, | 
in fact, have a more inclusive title, | 
such as director of communica- | 
tions, and he should make himself | 
more important to his president,” | 
Mr. Payne added, in a panel dis- | 
cussion on “How Much Is Your 
Ad Manager Worth?” 

Another panel member, Carroll | 
Buzby, president of the Chilton) 
Co., added: “Ad managers who | 
have become important in compa- | 
nies usually are individually gift-| 
ed men who saw an opportunity | 
and took it.” 


| 


| Mystik Products Names Kusek 


Edwin F. Kusek has been named 
to the new post of retail advertis- 
ing supervisor of Mystik Adhesive 
Products Co., Chicago. He former- 


ly was ad manager of Peter Fox 
Brewing Co., an account executive 
of Sorenson Advertising Co. and 
a copywriter for Sears, Roebuck 
& Co. 


It's as Simple as 


A-B- 


A 


THE DALLAS TIMES | HERI 


| 

® Herbert Peck, president of Haz- | 
ard Advertising Co., member of 
another panel (“Putting a Price) 
Tag on Agency Service”), said an 
agency-client agreement is a bus- 
iness partnership and that it should | 
be mutually profitable to both 
parties. | 
“Some agencies know how | 
to make it profitable, some don’t,” 
he said. “One can make a profit} 
on a $100,000 account, while) 
/another can lose his shirt on the! 
|same amount.” 
Sterling Hiles, sales promotion} 
manager, Remington-Rand divi-| 
sion, Sperry Rand Corp., member | 
of a third panel (“How Adver-| 
| tisers Look at the Business Press”), | 
said the forest looks good from a| 
distance, but as he gets nearer he | 
sees some “strange trees.” 


170,166,000 
142,657,000 
127,948,000 
54,867,000 
25,889,000 


A BIG 58% GAIN 
FOR WINSTON-SALEM DURING THE PERIOD 1947-1954 


Guy 
WINSTON-SALEM 


NORTH CAROLINA’S FASTEST NORTH CAROLINA’S LEADING 
GROWING RETAIL SALES MARKET INDUSTRIAL MARKET 


Greensboro-High Point 
Durham 

Charlotte 

Asheville 

Raleigh 


Nie! RST Seb Soe abit 


# “I’m disturbed by the profit 
| tack,” he said. “‘The business press 
should be a service first, profit se-| 
cond. I see some new publications | 
|by respected publishers in which 
profit seems to be the sole motive, 
—new books in which the page 
|rate is similar to that of estab-| 
jlished books that are a proven 
service.” } 


“MORE Advertising Than Any Other Dallas 
for the Last 30 CONSECUTIVE YEARS 


‘WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


- “MORNING ‘SUNDAY EVENING 
‘National Representative KELLY-SMITH COMPANY 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 
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Multiple-Page Ads | 
Stress Versatility | 
of Philip Carey Co. 


(Continued from Page 2) 
stress the company’s position in 
the home building field. Ceramo 
sidewall shingles, Fire-Chex roof 
shingles and Miami Carey products 
will be featured. 

The ads were prepared and 
placed by Farson, Huff & North- 
lich. W. J. McLaughlin, account 
supervisor, told ADVERTISING AGE 
that the main purpose of the ads 
is to acquaint all facets of indus- 
try and business with the scope 
of Carey’s operations. 


8 “These ads contain distilled facts 
on the over-all operations of a 
large American manufacturer,” 
Mr. McLaughlin said. “They are 
designed to build up Carey’s cor- 
porate identity.” 

Prior to the Business Week ad, 
Carey products were widely ad- 
vertised individually in numerous 
industrial and business publica- 
tions, he said. But many users of 
some Carey products were not 
aware of the more than 800 other 
products made by the company, 
he said. 

More than 100,000 reprints of 
the Business Week ad will be 
mailed to: customers and prospects. 
Reprints also will be used by the 
entire Carey sales organization. A 


Chicago Stations Vie 
for Listeners with 
Hidden $1,000 Bills 


(Continued from Page 3) 

be much dial hopping between 670 
ke (WMAQ) and 1000 kc (WCFL). 

Pattern for both promotions will 
closely follow the “‘Finder’s-Keep- 
er’s” contest that WRCA, New 
York, has been running since July 
23. Each week the station hides a 
certificate worth $1,000 in some 
public place in the city. Additional 
clues are given on_ successive 
mornings throughout the week un- 
til the treasure is found. The find- 
er turns the certificate in to the 
station and gets his $1,000. 


® WCFL’s contest, “Treasure 
Hunt,” will run for at least ten 
weeks, possibly much longer. Clues 
will be broadcast twice every day | 
between 7:30 a.m. and 10:00 a.m. 
Slogan for the contest is “Dial 
1000 to Win $1,000.” Lloyd Herrold 
Co., contest administrator, is han- 
dling the contest. Olian & Bron- 
ner, Chicago, is the station’s 
agency. 

WMAQ’s contest (called “Find- | 
er’s-Keeper’s,” as was WRCA'’s) 
is presently slated to run only 
six weeks. Clues will be broadcast 
six times each morning, between 
6:00 a.m. and 8:45 a.m. on “Chi-| 
cago Calling.” All arrangements 
for the contest are being handled 
by station personnel. 


_® Circulation-building contest fe- 
' ver also is spreading into the print 


tanta: 


area. A new series of “Tangle 
Town” puzzles begins in the Chi-| 
cago Daily News Sept. 17. More 
than $25,000 in cash will be 
awarded to 1,084 winners, the first | 
prize being $10,000. The News first | 
ran Tangle Towns in 1955. 

The Chicago Tribune, mean- 
while, is continuing its “Little 
Fooler” puzzle series. It is now 
in its 86th week. 


Guild, Bascom Moves Fulmer 
David E. Fulmer has been ap- 
pointed program director and 
head of the Hollywood office of 
Guild, Bascom & Bonfigli. He 
formerly was in the agency’s tv 
department in San _ Francisco. 
Charlotte Morris, tv commercial 
producer in the agency’s New 
York office, has been transferred 
to Hollywood in a similar capacity. ' 


the recommendation of the agency. 
Future ads will emphasize the 
company’s corporate name rather 
than individual products. 


The company is expected, how- take the STRAIN otf 
ever, to return later to industrial 
~ = and business publications dropped your PRIN TING 
= eo , | this year in favor of the new pro- / 
— eo fins ae y | gram. The company will invest budget. 


ae ‘ : a ; about $400,000 in advertising this Let a Nebraska Farmer Print- 
nai ee es ee ~~~ year, AA learned. ing Company estimate, together 
with some of our samples, prove 
nea meena emer ae tn cs ae es eee te se ee wee —§ Sty O'Clock Buys TV Series thet you CAN cut costs with- 
Six O'Clock Foods, New York, t sacrificing quality. i 
will present a 15-minute tv film We're equipped to handle 
series, starring actress Frances every job from folders to s, 
Reidy, in 50 markets starting Sept. ae — ey nat 
24. Featured product of the show seein epenned ie “illed 
will be 7-Minit Frosting. Hilton & — croftsmen who are proud of 
Riggio is the agency. their work. We can give you 
creative service, too. 
KING-SIZE SPREAD—In these two pages of a 13-page insertion in the Boisseau Joins ‘Poultryman’ tons. aa teal i¥ 
Sept. 8 issue of Business Week, the Philip Carey Co., Cincinnati, | John E. Boisseau, formerly of ee 
features asbestos. Over-all Carey operations and products are | the New York sales staff of Faw- oo ae en 
promoted on the other pages. cett Women’s Group, has joined rinting Co. 
the Poultryman, Vineland, N. J., 1420 P St. Lincoln, Nebr. 


similar merchandising plan will! The decision to run the two mul- as advertising manager. He suc- 
be followed with 75,000 reprints | tiple-page ads was made early this ceeds Bernard Popick, who re-| 
of the House Beautiful ad. year by Carey management upon signed. | 


Pes « eee 


Emanuel Hochman, Vice-President and General Sales Manager, Bulova Watch Co., tells how: 


“‘We put radios into the diamond business!”’ . 


“We've put Bulova Radios into 17,612 jewelry stores — and finished radios to our retail outlets. And we never miss a date. 
captured a large share of the radio business! “Air Express took our new business ‘off the ground’ — fi 
“But we couldn't have done it without Air Express! keeps us the fastest-growing radio company in America! 
“Parts come from 180 different suppliers via Air Express “Yet, most of our Air Express shipments cost less than 
for assembly. Production schedules are always tight — Air with any other complete air service. 10 Ibs., for instance, 
Express gives us valuable leeway which we regularly need. New York to Jacksonville, Florida, is $4.42. It’s the lowest- 
“In fact, we often make use of Air Express to deliver priced complete service by $1.32!” 
AiR e te 
—— © AirExpress hin | 
GETS THERE FIRBT via US. Scheduled Airlines ; 


CALL AIR EXPRESS ... divisionof RAILWAY EXPRESS AGENCY 


; ei ‘ f : vie | eee > Te ee eed See ee ey eer a. Ae 
< 3 ~~ + ant aa , oe we 
" < 
Wis 
| OO ————————————————————————————————————————————————————————————————e—eeeeeerererererererrr 3 
ae 
ay : 
, PLR 
_— — 
ne 
_ 
~~ erecta eerie eee ite ———— 
Pgs eee ale ren 5s es ; ao — . ; Boe 
ae ee ‘ er Ea ba rir! ¢ Serge a 2 SS 3 7 “ Seay : 
Be ree or eis ct arene ee pee. _ a ere — | Tait ae oP oe , 
po an ep ee O° eG my ae —- . eo. a : 
sae : oe ao a Hee oe 4 aa ied a Tete ae avi i Se i”: 
: pe ae ee «aca ial ‘ ¢ oe as “ a MF ta 
a As Te ee 3 ae ae gg b. jane one Bec a, ee + ie fe a PEE w r 
: S..  oe e oe oe a “ ae ae — Fa és 
re eRe edn eg te Sasa a ie Be 3 ote ae i eee * Pie 
a mee seo tis ee SONS aa 2 a Ge: a - 2a »~ ba f ge gis 
es ee ae Per ts te ae ; ae ha ¢ d ‘a eae x 
Bee a a fis aes: 15 eerie es -s, ates cil ma ee Wa #8 ’ ™ Ps — 
eee ee wee es ae hae SUE meg oT Bo ke 
f pee See ee eS Eats 7 Pa ; es :: he 2 3 ae . . we ey 
oP ee ea s eee = Se aoe! ee * ao a .. ) aa aa + il ; 
} Ahan on aoe % i : " : Br oe a Be eee Se = - wa ‘yee os eee ~, 
z Mid opal ie bi a kal ee eee aero Cees! i re , te . “ oy 
a Fags ee ae ae ae ban ee De ic ha Pm ‘= . a a xe. "i oo oe 
— Scr aed ai Ki eee 200 ~ ge) a “ ; oe. 7 so Qe : 
Se fe ee a y BEE — # , Bek Be se 
Bec ee, ee a a Sd Cee s 
i Mio ea eof ee ests Ler aa ek ae, ae = — = # De . 
; Meer es = ere > Sa EP agian: p Beet, a: a re “yey ihe ke aad < 
eee fee ere oe TE SRY, Pan oe <i ae i. a eee ae 
ee ee nce: 6 gly gee ae 1 ae ee ik en J , HI a ae ks 
: TS ees es | ia ae era Mee, An * \ 4 4s x a a eS 
s ans ic ag  \ ee i eer ee fe Ane ae | 2 a F a i, = pie - f 
Si ifs Te Pee ‘Ee ees ee Bee el Cee, . ; i i) phe A 
‘ ak eum 5 cease a t ds. eae eer bs my! - ne a ee > aad ’ 
: A ae ez el ee eae J se ees res Soe ae ac a te ee ae Bel . . - ce ce. a 
; aa ee ee oa i Satay OE 
ote Bt 3 oe Oe an ee. Mee) eae aa = Be a ar ae St P a cape cK ee : 
a te a Dt Ss \ es: ae ; x - ee Leu \ ‘ 
eee ee a ae eet, ee - > co 
i € feeeae get ae ir eae oe ie ee es 3 ij ara a De ae ee a 
: Se Sy wee ney at ae - > 3 fi Ske avi Sans ‘= de , ie < 2 Ope. 
ae a Se oe : es ees ) uote eel aa aa 2 7 ieee 6 8 are ae 
E. Bee aes” ct Ue J : hol SSL a aaa nk 6? agi 2 a : w as. 3 a cite 
Be eee ey. cae oe a ae ae A Pe. oes 0 a 
Oe aa, ae pe eee he ae 2k aan ee pe ee. vo eee) tae , 
a a ae ae ge te a | ee hee” Bg OS oe . 
: are aie ALi mei | ; aaa Ps a  ’ ba a — to te eee 
¥ oy Bran, Boa! Oph Sout) Saeco = i ne a Be es * so) oe i tom gl eat 4 aes a ee 
ig Te, 2 ee ae aie” OS Re ree ee .  __—— es ers ‘ 9 
ie See rae as a oe “: Relig oe SE 
Ms pee ee a Beet 1 DO Te - i 
> es MS a See tie . ies ey E cae a: ; ee cs ae i 
: a, ia ee ee coe ue er ee oh a 
ee ae : are , a ae: « OE 5 ns 
ee ae Pe a eo a Oy 2 ae 
e ase ei & > a ee a ‘gs ee eG Uo) a ee : 
omy einen oad j es, ae y : A ; ee at Bh sao ees or 
con a ca aa ee - 7 se Rae: ay ae ££ ee 
ae Sy Serna eos oon | Stat » Ee se at oe re RN ge : 
4 = Sg -— ae “a 7 ake i i ica 2 sae : oe pon oe a 
| ne 2 te Ys. ae ee ee ee oo Ste . Ss ae eae 
: a 3 st ig ; ee. ieaece ne ES See: eet Ue sda RS : 
: ee: ye . £ ee Sa oe +c ene z Se : : 
5 aa Bee a oS Pee = ee fay | SES eee +o ae . a 
ae ee ts Bob Bee aes Bh oa ee We. te ie rl ie ee 3 os 
Pome oie. +d Tie hg eas Ser? A Sg ee re a a cea ee Aer em = a 
eee a ee i ee pert. ge OS a ae ts S: 
‘ee ; ee oS ee oe oY Se ee a Oe eo Sn A 
Bere a aa q a 2 Mees BS we ee a 
; eee a: ee ° Sais Ye Big a re mse RS , > Bee ae 
i ees: Be ia, ale eee ek ae iii Bical y 
ae a — i eee Boge. ee pies wad a 
i 2) > _ en Am . eo es igen 8k To alae oa ae = siasd ie pe’ ok 
a ~ ee” : : ‘ er a: m Ba 2a a ag Pseh oe sa as oe @ a: ere ‘ 
a iia er : Z Rez Pa Ee @ Bee | a > aoe eo ees Kad oe “i 
fs ee. § i Be eg Dome: ee ic age Poe Tee 5 eee Riad. eee = i ee - 
ae . he 5 a _ * Mee hy oe t ei: Pa epee aia» a 8 Ss et . vee M 
a es: 7 4 6 ’ oe 2 Sy. ee a ee a Pes iat rk 
: Bois... 7 ata Be . i ¥ RR = Re Te eran oy ae | a eee e 
oo | ae See oi a. 5 ne ee, ae ‘as Ss ae 4 
= eo Ee — oe 4 —_— 3 Pee ieee Pegs ene Oe os a ae 
: ere oo, ae a oe Oa ae ae eee ret a 
4 oS al eae 2 ee 4 ae Bu re ate. _* alee : ee ¥ sre *s " ais? seeder a 
ae Be aes | ie rae x en3 ae Cae iar, at eee? a 1S eae muy i 
ae ian ae Ae ae ix Bree ch coe , ae ee ee ee PF Ne te $ 
a ie See E ats Mii J : i ee >) ake 2 Mae fh 
2 ee eee 1 P ok on — FETT ope Ge eo eee Y 
‘ 2 eee: Ae | te Bee ee ae he +, dak 2% Bei, deg a) ie Peli ayes ATR j 
hee ee aes ai an i et bx FM eh eae cc NS : 
ie 5: Rae a a Peet ee, Be oe ee the A 
- ae ee ee be 3 —_ & saet*? ae oo ee a ' 
: Tas ees ne * & ® ne 3 Ses er as ; 
Be na Bi ice | led x ; MS» « a. | eee ee : a i. ; 
ee i , = oe, ih . ial s SE ge ae > Oe a 2 et ee a igh: : 
Soe " ae ie ‘ee an oF BE i gg, [| i’ . ot Pee a 
ae S 4 9 ar. ae, o\ CPiheds Bae te ee am oe eee : 
eae 2. wey eo + i ‘ a , ee er ee Lees ae es 2 >" ae ai 
J et a eae Py. She ee “9 + BN cts a pe oe . ae 
Be: 3 em akg Pege- i . Py - tr = ; 
ie ae. 3 at. ge : Ae CR Oe ; 
Se. tn . Re ES =% See . Sie.) fed. 4 ae . 
Mee i On Saha i hy 2 2 = agg Se BY ‘a Khe 
iar a ee ll : ; ; ae. See 4 
ge ey My eae ey : oe ae a ; | ae 
a oo A ae he oe pa eile ae ch oo. 
ys 6) areas A a ee anes. » oe ae . : 
‘ eee ON a el ae 0 a aS : » 1, “a mo ‘ 
me i oe SS a Res «eae oe “s ese is » Le ns Fost i 
ok Seas eas Re a a ial a ae - wee A ee 
os oe fee ae eee os Zs ee ne +" 
Pit jem jae gee! eer Te 2 ee TS oe a a at te ; 
eee Lae = ye ase 0 aay a i gic « ree 2 i” 7" Ms 
ie ee oc aaa yo ae ee. WR eal ts : 9 a 
1 he re Se 2 ee iy Pe < E sone ‘a Rr ga Na eu a ———— is ae Pas ee a 
oC lee ae Coa oF a eae > os el ae all », MNEs sg? ee ee \ 
- eee hs, 0 : # 
Pe ate 
— | 
t 
oy -- = g mn Ris eo 
a eae ae Se: a hh ee fa CN Se ae : - se 
de 2) No em PS ae ies 6s ne on ea ae - . oe ee 
i dade ee ese He 2 re 55 OD ’ < Gee tS A & 


TV Networks May Lose 


Owned Ouilets: Hansen 


(Continued:from Page 1) 
the matter.” 

In his detailed statement, Mr. 
Hansen took up first the NBC- 
Westinghouse station exchange. 
He said the FCC approval of this 
transaction was announced pub- 
licly one day after a letter from 
the then head of the anti-trust di- 
vision was delivered to the com- 
mission. The letter informed 
the FCC that the division had 
launched an investigation to find 
out whether this exchange trans- 
gressed the anti-trust laws and 
promised an early decision. This 


matter is now before a grand jury 


in Philadelphia. 


s Mr. Hansen would not comment 
on this matter while it was before 
a grand jury, but he did note that: 
“This much can be said now. First, 
the exchange itself has acceler- 
ated liaison between the anti- 
trust division and the FCC. 
“Second, ownership and opera- 


(In answer to a question, he 
said there had been complaints 


ting special rebates.) 


cies, requiring a basic buy of a 


expenditure of a certain amount 
of money, 


this phase of the study. It was re- 


these selling procedures later this 
month. 

“A good beginning point, evi- 
dence thus far suggests, is the 
striking similarity between tv in- 


pattern condemned in the case of 
ithe U. S. vs. Paramount Pictures 
\in 1948,” he told the committee. 
'“The court there held the eight 
|defendants acting in combination 


‘had monopolized the movie exhi-. 
{bition business in first-run thea-, 


that favored advertisers were get-| 


® The “must buy” network poli- 


certain number of stations or the| 


vealed that the FBI will be obtain-| 
ing more background data on. 


At last-a [1G HT coconut cream pie! 


The meret CARNATION the “Magic Orpanle” INSTANT” 


and the option time) 
practices are being scrutizined in) 


| YuMMY—Carnation Co. 
boosting its dry milk with a pie 
|recipe (AA, March 19), but this 
time General Mills is tying-in for 


| This ad will run in the Oct. 22 
| Life. Erwin, Wasey & Co., Los 
| Angeles, is Carnation’s agency; 


BBDO, New York, handles Betty 
Crocker pie crust mix. 


hr" | FY ‘ « = 
tion by television networks of|ters via practices such as ‘block | the television industry was being 


their own stations gives them 
an opportunity—perhaps even a 
temptation—to indulge in tactics 
which pose _ serious 
questions. And finally the roles of 
the parties to this exchange 
of broadcasting facilities have 


| booking,’ which violated’ the 
|Sherman Act... .” 


| Mr. Hansen added that “net- 


anti-trust; works’ control over the nation’s) 


|tv stations dwarfs [the movie 


_'makers’] power over theaters con- 


|demned in the Paramount case 


| ” 
| . 


served to underline the disparate |. - 


bargaining power of a station 
owner—even as large as Westing- 
house—in its relations with the 
major television networks.” 


s From this he moved to the tie- 
ins and talent control phase of the 
investigation. 

“This same disparity in power 
is revealed by our investigation 
of charges that networks require 


sponsors to use network-owned | 
mine if the film men still feel | 


programs,” he said. “The gist of 
these complaints is that the net- 
works tie sales of television net- 
work time to sales of network- 
owned or controlled shows. In 
other words, that certain networks 
sometimes offer desirable time 
slots . . . to sponsors only on con- 
dition these sponsors use shows in 
which the networks own an 
interest.” 

Mr. Hansen noted that the re- 
sources of the FBI were enlisted to 
aid the division in querying 
agency men, admen, producers, 
distributors, station representa- 
tives and network officials in this 
phase of study. He said this phase 
now embraces “the pricing of 
shows (network and independ- 
ent), discounts, rebates, program 
rejections, kinescoping, production 
facilities (live and filmed), de- 
mand for and supply of network 
time, the percentage of prime net- 
work time occupied by network- 
owned or controlled shows, scen- 
ery and set production and 
long-term contractual arrange- 
ments of networks with talent.” 


® Referring to the chain broad- 
casting regulations promulgated 
by the FCC in 1941, Mr. Hansen 
said the study is seeking to deter- 
mine “whether the networks pres- 
ently insist in television as they 
allegedly did in radio that adver- 
tisers use network shows in which 
network talent appears as a con- 
dition to the purchase of choice 
network broadcast time. Con- 
versely, do networks seek to bar 
talent from their competitors’ 
stage?” 

He continued: “Corollary to this 
inquiry ... is our recently insti- 
tuted investigation of network 
time sales to advertisers. This in- 
quiry aims to determine whether 
the procedures by which the net- 
works distribute product—in other 
words, the method by which they 
sell broadcast time on their own 
and their affiliated tv stations— 
violate the anti-trust laws.” 


| 


|# Attention on the opening day of 
‘the hearing centered around a 
statement presented to the FCC 
‘network study group in a closed 
|session last May by the Assn. of 
|Tv Film Distributors. Representa- 
|tives of the four member compa- 
nies of that association had been 
subpoenaed to appear before the 
House committee, which spent 


about the networks as they did 
when they made their presentation 
to the FCC group. 

Most of the questions from the 
congressmen and from committee | 
counsel were directed to Ralph M. 
Cohn, vp and general manager of 
Screen Gems, one of the four mem- 
bers of the producers’ group. 
Though he said at the outset that 
|he subscribed to the basic princi- 
ples and remedies set forth in the 
association’s presentation to the 
FCC and frequently reiterated that 
there was no inconsistency be- 
tween his remarks today and the 
position set down before the FCC, 
Mr. Cohn’s approach was much 
milder than that taken by the film 
executives when they appeared be- 
fore the commission study group 
in a closed session. 


8 In the document recording that 
session, which was made public in 
full for the first time in the course 
of this hearing, the film men 
charged that free competition in 


| 


| 
| 


RICHARD S$. HAGGMAN has been 
named to the new post of director | 
of advertising of Northwestern | 


Mutual Life Insurance Co., Mil- | 


Life Insurance Co. 


most of the time trying to deter-| 


stifled by a combination of scar- 
city of stations and restrictive 
practices of the networks. 
|@ They further charged that this 
|lack of competition was depriving 
| the public of a wide choice of pro- 
grams and making it difficult for 
|local and regional advertisers to 
| compete with the “handful” of na- 
tional advertisers who occupy the 
prime evening television hours. 
The association’s document add- 
ed that the scarcity of tv stations, 
combined with option time and 
other restrictive practices of the 
networks, were so hampering the 
operations of the independent film 
producers that they faced serious 
|curtailment and possibly com- 
plete extinction. The film groups’ 
suggested cure: (1) more stations 
and (2) reduction of network op- 
| tion time. 


| As an example of the networks’ 


is again! 
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“profit participation” arrangement 
|has been necessary to negotiate a 
deal. 

At the close of the session, Mr. 
Celler ordered the film companies, 
which already have given the com- 
mittee’s investigators free run of 
their files in response to a sub- 
poena, “to supply full details re- 
garding each instance [in which] 
a network has demanded a profit 
participation, re-run rights or 
merchandising rights as a condi- 
ition of exhibiting that program on 
|the network.” 

The day’s testimony revealed a 
number of instances in which 
| sponsors, who were all set to buy 
an independently produced show, 
| had been switched by the networks 


==! to another show wholly or partly 


| owned by the nets. 

Case No. 1 involved Screen 
Gems, Carter Products, Sullivan, 
Stauffer, Colwell & Bayles and 
|CBS. The example was set down 


dustry structure and the movie its Betty Crocker pie crust mizx,|im the FCC presentation and con- 


| firmed in the questioning of Mr. 
Cohn. 


® As Mr. Cohn outlined the story, 
Carter Products was sponsoring on 
CBS “Meet Millie,” a show with 
which it was satisfied. Notified by 
CBS that the “show had to go,” 
| Carter and SSC&B started looking 
| around for a replacement. They 
liked a Screen Gems pilot for a 
“You Can’t Take It With You” se- 
|ries. However, the president of 
|CBS-TV told Carter’s account su- 
| Pervisor at the agency that the 
| show was “unacceptable” to CBS. 
|He said the network proposed to 
program “Joe & Mable,” a situa- 
tion comedy, in that period. 

| But that same afternoon, ac- 
cording to the Screen Gems exec- 
|utive, the CBS-TV vp in charge of 
| programs wired the producer with 
|'a request to see the “You Can’t 
Take It With You” film. This led 
| the producer to assume that CBS 
|had decided the show was unac- 


|ceptable before its “program ex- 


| pert” had had a chance to look at 
| the film. 


‘= After trying to convince CBS to 
change its mind and accept “You 


power in the industry, they cited|Can’t Take It With You,” Carter 
|instances where independent pro- Products agreed to accept “Joe & 
| ducers came to a network with a| Mable,” the CBS packaged show. 


| 


show and a sponsor eager to pre-| But shortly before the air date, 
sent that show, only to have the | CBS officials got around to looking 
network reject the program in fa- | @t “Joe & Mable” and “realized it 
'vor of another in which “by a Was unfit for human consump- 
| strange coincidence the network | tion,” according to the film asso- 

ciation’s presentation. 


|had a profit participation.” 
As a result, Carter Products 


® The independent producers re- 
portedly have their troubles even 
when they come up with a hot 
show that attracts the networks’ 


|attention. According to their asso- 


ciation’s presentation before FCC, 
the networks are likely to pres- 
sure them for (1) part ownership 
in the show, (2) placement of sub- 
sequent syndication rights in the 
hands of network syndication sub- 
sidiaries or (3) a share of the mer- 
chandising rights as a bargaining 
point to get the film on the air 
with a sponsor. 

In answer to questions, Mr. Cohn 
said in the case of three Screen 
Gems properties that had been sold 
directly to networks, there was a 
form of profit participation. CBS 
will have a 50% share in the 
“Playhouse 90” segments filmed by 
Screen Gems. The same network 
will share 25% of the net profits 
for U. S. and Canadian sales of the 
new “George Sanders Mystery 
Theater.” 

In the case of the third, “Circus 
Boy,” which was sold directly to 
NBC, the network gets a share in 
the merchandising rights, and 
Screen Gems shares the network’s 
profit if the show’s price to an ad- 
vertiser goes over a certain figure. 


@ Mr. Cohn and the other film 
companies’ representatives agreed 


went back to “Meet Millie,” which 
they had been told to get rid of, 
and “Joe & Mable,” in a revised 
form, turned up later briefly as a 
summer replacement for some oth- 
er advertiser. 


® Two similar instances submit- 
ted in the FCC presentation and 
re-confirmed here by Michae: M. 
Sillerman, exec vp of Television 
Programs of America, involved 
TPA programs. As Mr. Sillerman 
recounted one of these, Whitehall 
Pharmacal Co. was ready to spon- 
| sor the TPA series, “The Count of 
|Monte Cristo,” in July, 1955, on 
CBS Tuesdays at 10:30 if the net- 
work approved. Whitehall already 
carried “Name That Tune” in the 
Tuesday 7:30 p.m. spot. 

When Whitehall’s agency, the 
Biow Co., approached the network, 
CBS said the 10:30 spot was not 
available for the TPA adventure 
series, that a CBS package, 
“Wanted,” was going into the peri- 
od. The network said that “Monte 
Cristo” would be acceptable for 
the 7:30 period if Whitehall want- 
ed to substitute it for “Name That 
Tune,” it was charged. 

As a result, Mr. Sillerman noted, 
“Monte Cristo” went into syndica- 
tion instead of network tv. 

Witnesses before the group, in 
| addition to Messrs. Cohn and Sil- 


waukee. He formerly was director that film producers turn over from | lerman, included A. Frank Reel, of 
of public relations of Kansas City 25% to 50% of their shows to net- | Ziv 
‘works in those cases where a| Herbert Jaffe, of Official Films. line rate is up by 29%.” 


Television Programs, and 


‘ 


| Woman's Day’ Ends 
Canada Ads; ‘Family 


Circle’ Alters Setup 


NEw York, Sept. 14—The 20% 
tax about to be imposed by Cana- 
da on U.S. magazines carrying 
|\Canadian-sponsored advertising to- 
day touched off these develop- 
ments: 


e Woman’s Day, asserting the tax 
would result in “astronomical ad- 
vertising rates,” has decided to 
withdraw its Canadian advertising 
facilities effective with the Janu- 
ary, 1957, issue. 

The A&P-distributed magazine 
told AA that “the formal and of- 
ficial interpretation of recently- 
enacted legislation affecting 
American periodicals circulating 
in Canada would preclude its con- 
tinuing its facilities for Canadian 
advertisers except at astronomical 
advertising rates.” 

The magazine added that its cir- 
culation through the stores of the 
Canadian division of A&P “will, 
of course, continue as before.” In 
1955, it was pointed out, Woman’s 
Day approached an average of 
more than 200,000 in Canada. 


e Meanwhile, Family Circle, an- 
other supermarket-distributed 
monthly, has decided to meet the 
imminent tax bite by eliminating 
its western Canada edition. It will 
continue distribution in Canada, 
but will substitute its U. S. edition 
in western Canada. 

A spokesman for the magazine 
said today that its salesmen will 
cease soliciting advertising in 
western Canada, but that they will 
continue to seek paid space in 
eastern Canada. The idea, he said, 
is to cut in half whatever money 
the magazine might lose as a re- 
sult of the tariff. 

The moves by Woman’s Day 
and Family Circle came shortly 
after executives of the magazines 
had conferred with two members 
of the Canadian tariff and excise 
office, who visited publishers here 
to discuss the upcoming tax. 


e J. B. Scarborough, of Every- 
woman’s Magazine, said “certain 
things are not yet clarified” in the 
Canadian situation, adding that no 
announcement on his magazine’s 
course of action will be made un- 
til next week. 


e It was reported today that Time 
Inc. has decided to keep Time in 
Canada and to raise advertising 
rates by about 15%. 


Day TV Now Great 
as Night TV 3 Years 
Ago, Says Treyz 


PHILADELPHIA, Sept. 12—Day- 
time television’s dramatic growth 
—and another jab at declining 
newspaper circulation per dollar 
—featured the speech here today 
of Oliver Treyz, president of the 
Television Bureau of Advertising. 

Mr. Treyz pointed out that more 
homes now see television before 
noon than saw evening tv three 
years ago, and he quoted Nielsen 
figures showing more families see 
daytime tv in a week than listen 
to all radio, day or night. 

The TvB head also noted that 
newspaper circulation has risen 
6% between 1950 and 1956, while 
advertising costs have risen 28% 
and cost-per-thousand 20%. He 
referred to the Assn. of National 
Advertisers’ “Newspaper Circula- 
tion & Rate Trends” study issued 
in May, which shows “the average 
net paid circulation of all major 
daily newspapers (circulation of 
250,000 and over) is actually down 
by about 5% since 1950. Most ma- 
jor newspapers in the six top mar- 
kets in the U.S. are down in cir- 
culation since 1950. At the same 
time, the average open line rate is 
|up by 22%, and the average mil- 
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Last Minute News Flashes (jj 


Otto Gets Overseas Account of GM's Allison Unit 


Members Reject 
Category Plan 


Outnumbered Agency, 
Advertiser Members 
Support Plan in Poll | 


New York, Sept. 14—The board 
of directors of the Audit Bureau of 
Circulations, after viewing results 
of a poll of members on whether 
to show business classifications of 
unpaid as well as paid distribution 
of business papers, voted today to 
refer the matter back to the ABC 
policy committee. 

Briefly, the poll showed that 
buyer members of ABC are in fa- 
vor of the breakdowns while pub- 
lisher members do not favor 
breakdowns. 

The policy committee is expected 
to review the future of the ABC 
along two possible courses of ac- 
tion: 

1. That the bureau is interested 
solely in paid circulation, and pos- 
sibly ought to make even stronger 
efforts to reenforce paid circula- 
tion concepts. 

2. That business papers are dif- 
ferent from other ABC publica- 
tions, and that this difference 
should be recognized, and that fu- 
ture negotiations would be be- 
tween business paper publishers 
and buyers. 


s The board okayed the metropol- 
itan areas breakdown for newspa- 
per circulations, which will now 
be available on an optional basis 
from publishers. 

Roy A. Brown, publisher of the 
Independent-Journal, San Rafael, 
Cal., was elected a director of 
ABC, replacing the late Judge 
Harlan G. Palmer, publisher of 
the Hollywood Citizen. 

Six months ago (AA, April 23) 
the ABC board elected to turn to 
the membership to decide the 
thorny question of whether ABC 
should audit an_ occupational 
breakdown for the unpaid portion 
of business paper circulation. 
Copies of two new statements, one 
containing a paragraph referring 
to unpaid circulation, the other 
omitting it, were mailed to mem- 
bers, who were asked to choose 
between them. 

This decision was blasted later 
by some ABC members, who 
called it an “unfortunate com- 
promise. ..likely to compound the 
confusion that already exists 
among advertisers.” This attitude 
also was prevalent among ABC 
board members, some of whom 
privately growled that the board 
was “pussyfooting on a major is- 
sue of principle,” and thought the 
“equivocal manner” in which it 
met the issue would be likely to 
provoke “more antagonism and 
confusion than ever.” 


® Those who favored the ques- 
tionnaire felt that advertising buy- 
ers were sufficiently sophisticated 
to be able to differentiate between 
paid and non-paid portions and to 
be free from confusion by the 
form. Others thought (1) that 
ABC was backing away from its 
historic argument for paid circula- 
tion, and (2) that the proposed 
form would not give advertisers | 
what they had been asking for | 
anyhow—that it merely gave them | 
ABC confirmation of total paid 
and unpaid. 

But ring-wise observers, who 
predicted that advertisers and 


agencies would like the breakdown, 
but that publishers—the over- 
whelming majority in ABC—would 
certainly reject it, had their beliefs 
confirmed. 

It is interesting to note that, 
while U.S. and Canadian business 


INDIANAPOLIs, Sept. 14—The Allison division of Genera! Motors Corp. | . ‘ 
| has appointed Robert Otto & Co., New York, to handle international | B 
i 


advertising of its aircraft engines. Otto also handles overseas advertis- 


|ing for GM automotive and industrial products. 


— McKibbin & Son Sues NBC for $1,000,000 


New York, Sept. 14—George McKibbin & Son, printing and publish- | 
‘ing house, filed a $1,000,000 suit in federal court this week charging the| 
| National Broadcasting Co. with violating an agreement between the | 


| 


| 


| 


two companies. According to the complaint, McKibbin agreed to write | 


| and publish a series of pamphlets for NBC which the latter would then | 


advertise free on radio and tv and through space in food chain stores. | 


NBC’s answer to the complaint is due Sept. 17, but an extension is ex- 
pected. 


Lever Tests Tinted Lux Toilet Soap 


New York, Sept. 14—A test operation for colored Lux toilet soap was | 
started this week by Lever Bros. in Cleveland and St. Louis. Advertis- 


ing plays up the colored product at popular prices. J. Walter Thompson | b 
e 


Co. is the agency. 


Block Drug Defers Naming Amm-i-Dent Agency 

New York, Sept. 14—Block Drug Co. says it probably will not an- 
nounce a new agency for Amm-i-Dent dentifrice for several weeks. | 
Earlier this week, Block confirmed a previous report (AA, Aug. 27) | 


| 


/woman’s most important accessory 


with the appointment of Sullivan, Stauffer, Colwell & Bayles to suc-| 


ceed Harry B. Cohen Advertising on Oct. 1 as agency for Nytol sleep- | 
ing tablets, Pycope tooth brushes and Green Mint mouthwash. This is 
the major portion of the account. 


Florence Stove to Scott: Other Late News 


Florence Stove Co., Chicago, has named R. Jack Scott Inc., Chicago, 
to handle its advertising. Scott, which already handles Quaker Stove 
Co., a division of Florence, succeeds O’Grady-Anderson-Gray, Chicago, 
on the account. During a long strike this year Florence ran ads only 
in trade papers, but plans to spend about $150,000 annually in women’s 
magazines and in trade publications. 


e House Beautiful, New York, effective with the February issue, will 
raise its b&w rate 6.3%, from $3,950 to $4,200, and its four-color rate 
5.9%, from $5,900 to $6,250. The circulation base advances 4%, to 
650,000. 


e Quaker Oats Co.’s new Aunt Jemima Corn Bread Easy Mix goes into 
national distribution in October, following “very successful” testing in 
five scattered markets. Four other new Quaker products are still un- 
dergoing tests. 


e Robert B. Hoag, president of Hoag-Blair Co., New York, tv station 
representative, has resigned his post, effective Sept. 14. John Blair, 
president of John Blair & Co., radio station representative which owns 
controlling interest in Hoag-Blair, will take over Mr. Hoag’s duties. In 
addition, Richard Foote, who recently was named exec vp of Hoag- 
Blair, will assume the duties of general manager. 


e Bozell & Jacobs has promoted Edward R. Trapnell to head of the 
agency’s nuclear energy division. Mr. Trapnell, who works out of 
Washington, joined the agency in ’55. 


In fact, without the vote of ABC’s 
large newspaper membership, the 
breakdown would have won the 
poll, 351 to 322. 

Here’s a summary of the results 


papers voted in opposition to the 
proposed breakdown, the propor- 
tion of their negative sentiment 
was not nearly so heavy as was 
that of the newspapers, general 


magazines and farm publications. | of the study: 
Oppos- Favor- 
ing ing No 
Total Break- Break- Prefer- No 
Sent down down ence Reply 
U.S. advertisers .... 605 31 132 4 438 
Canadian advertisers 119 8 24 — 87 
2 3 156 + 525 
U.S. advertising 
Cee bbb ses 168 15 53 2 98 
Canadian advertising 
S, 05-4-00eu0 51 3 ll — 37 
219 1 , aes: 3 
U.S. newspapers ... 1,718 501 113 32 1,072 
Canadian newspapers 316 59 24 il 222 
2,034 360 137 B 1,294 
U.S. magazines 263 81 22 2 158 
Canadian magazines 31 3 5 — 23 
294 Ty 1 gaia 181 
U.S. business 
publications ..... 345 191 61 16 77 
Canadian business 
publications ..... 19 3 il _ 5 
364 194 ee F 82 
U.S. farm 
publications ..... 55 13 3 7 32 
anadian farm 
publications ..... iM _3 — — 1l 
69 16 3 me B 
i civcuenns’s 3,704 911 459 74 2,260 
Percentages of total 
membership ..... 24.6% 12.4% 2% 61% 
Total Number of 
RN 1,444 


(39% of total membership.) 
Questionnaire mailed July 10, 1956; results above as of Sept. 6, 
1956. 
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| WELL. ACCESSORIZED—Diamonds may 
a girl’s best friend, but “A 


is a well-dressed man,” according 

| to Cluett, Peabody & Co. This Ar- 

|/row ad runs the end of Septem- 

| ber in Life, the New York Times 

Magazine and Town & Country. 

|\Young & Rubicam, New York, is 
the agency. 


‘Boston Post’ Is 
Convalescing Nicely: 
Likely Buyers Seen 


Boston, Sept. 14—Advertisers 
were returning to the revived Bos- 
ton Post in increased numbers this 
week. 

Eugene McSweeney, advertising 
manager, reported that the Post 
now has all its old advertising ac- 
counts back in the fold and new 
ones are coming in. 

For the first time since the Post- 
Shubert controversy over freedom 
of the press, legitimate theater ad- 
vertising for the coming season 
has been restored. 

The 125-year-old newspaper is 
contemplating a press run of 
350,000 copies for Sept. 16. A 330,- 
000 press run of 84 pages last Sun- 
day, at the 10¢ price and with re- 
turns estimated at less than 10%, 
helped the Post regain advertisers, 
it asserted. 


® Other developments were: 


e Leo Marks, former Post reporter 
and advertising executive, was 
named promotion manager to re- 
place Mark Finley, who left to join 
Television Programs of America, 
Indianapolis. 


e The newspaper signed Edwin 
O’Connor, author of “The Last 
Hurrah,” and former Post colum- 
nist, to write Sunday stories. 


e The three trustees now publish- 
ing the daily indicated there are 
“at least five prospective” indivi- 
duals interested in buying it. 


e The Post says its daily circula- 
tion is now at the 285,000 mark. 


CFAC Launches Workshop 
with Rattle of Agency Heads 
Seven executives of Chicago 
agencies will be raffled off Sept. 
17 at a meeting to launch the 1956 
Advertising Workshop, sponsored 
by the Chicago Federated Adver- 
tising Club and the Women’s Ad- 
vertising Club of Chicago. 
Winners of the raffle will “own” 
the executive they draw for a 
two-hour lunch where they can 
ask their host any questions about 
the advertising business. The sev- 
en choice prizes are W. H. Adler, 
president, William Hart Adler Inc.; 
Mel Brorby, senior vp, Needham, 
Louis & Brorby; John W. Shaw, 
president, John W. Shaw Adver- 
tising; Arthur Tatham, president, 
Tatham-Laird; H. H. Haupt, vp, 
Batten, Barton, Durstine & Os- 
born; E. H. Weiss, president, Weiss 
& Geller, and E. E. Smith, vp, 


‘ied widely, 


Young & Rubicam. 
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Philco Withdraws 


Consumer Account 


From Hutchins 


(Continued from Page 1) 


} |ing either an appliance division of 
ia national manufacturer or acquir- 
jing one or two additional well- 


known brands in their own fields. 

One report had it that Philco 
might buy the Crosley and Bendix 
divisions of Avco Mfg. Co., Cin- 
cinnati. An official admitted that 
Philco has .been talking to Avco, 
but said the two companies were 
discussing additional production 
facilities for Philco’s laundry line 
and not the acquisition of Crosley 
or Bendix. 

Estimates on ihe size of business 
involved in the account shift var- 
for the reason that 
Hutchins was in a special position 
at Philco. It is said to have done 
nearly all the work on Philco’s 
big “collateral” advertising effort, 
including direct mail, point of sale 
and merchandising materials. 


® Another move in the Philco 
overhaul of advertising and pro- 
motion suggested that in the fu- 
ture the company may be doing 
more of its own advertising work. 
Tuesday the company announced 
formation of separate departments 
to handle sales promotion and ad- 
vertising, to support, it said, 
“growth of its consumer product 
lines and expansion into new 
fields.” 

Raymond B. George, formerly 
vp of merchandising, was named 
vp of sales promotion, and Mr. 
Enelow, previously advertising 


Max Enelow 


Raymond George 
counsel for Philco, was named ad- 


vertising manager. Mr. Enelow 
moved to Philco in 1953 from Hut- 
chins, where he had been vp and 
copy chief on the account. 


s “House-cleaning’’——the result of 
a change in commands at Philco— 
seemed to be the big reason for the 
change of agencies. Five months 
ago (AA, Feb. 27) James M. Skin- 
ner Jr., formerly vp and general 
manager of the television division, 
succeeded James H. Carmine as 
Philco president, and the upheav- 
als in advertising and promotion 
are said to be part of a general 
“clean sweep” he is instituting. 

An early step in this process 
was the resignation some weeks 
ago of C. Courtney Pitt, vp in 
charge of finances. Mr. Pitt had 
been overseeing advertising and 
promotion. 


® Another reason had to do with 
Philco’s expansion into new prod- 
uct and marketing areas. Besides 
its current dickerings for new 
lines, Philco already this year has 
invested heavily in a new laundry 
line and it is said to be about 
ready to market color tv sets. 

Hutchins is expected to close 
down its 15-man office here when 
the consumer account changes 
hands. It will handle the remain- 
ing Philco business from its main 
office in Rochester, and the Ca- 
nadian account from its Toronto 
office. 

Hutchins itself added some new 
business this week: Graflex Inc., 
already a Hutchins account, ap- 
pointed the agency to handle ad- 
vertising on Ampro tape recorders. 
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Rates: $1.25 per line, minimum charge 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 


$16.50 per column inch, and card disc 


HELP WANTED ' 


“LEADING NATIONAL POULTRY MAG- 
AZINE” needs aggressive advertising 
salesman with some selling experience to 
contact top personnel on nationsl and 
regional accounts in Midwest. Must 
capable of planning presentations and do- 
ing a constructive selling job. Travel es- 
sential. An unlimited challenging field. 
Only men willing to give unstintingly of | 
time, energy, and imagination need apply. | 
Write (do not phone or call) giving age, | 
experience, and income requirements. 
American Poultry Journal, 180 N. Wabash | 
Avenue, Chicago 1, Illinois. 
ADVERTISING 
AGENCY WOMAN 
Required by small agency working at full 
capacity. Must have experience with i 
sertion orders, media contracts, produc- 
tion followup, billing, bookkeeping, copy 
typing—not easily rattled by the impos- 
sible. Write giving full details. 
Box 8907, ADVERTISING AGE 
200 E. Mllinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St., Rm. 1116. 
WRITER-EMPLOYE COMMUNICATIONS 
Business consultant firm in Chicago area 
needs man with demonstrated creative 

for Employee Communications 
. Will prepare printed and visual) 
material for leading companies on pen- 
sions, profit sharing, and other benefits. 
Good pay, opportunity for growth, pleas- 
ant working conditions in suburban area 
north of Chicago. Write, giving experi- 
ence, approximate salary range. 
Box 8§30, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 
SALES PROMOTION ASSISTANT 
We will soon need a man with proven 
record in creative development and follow 


shaping productive copy for 
display ads? Are you willing and capable 
to take full responsibility for catalog copy 
and layout? Would you be willing to live 
in a mid-western city of 110,000 popula- 
tion-3 hours from Chicago”? If so, there is 
an excellent opportunity for you as ad- 
vertising manager of a nation-wide mail- 
order business dealing exclusively in the 
educational field. This 50-year old com- 
Pany operates on a profit-sharing pension 
| plan for all its workers. Send photograph 
with resume of background, experience 
and salary requirements to 


$5.00. Cash with order. Figure all cap 


ounts, size and frequency apply. 


HELP WANTED 


, POSITIONS WANTED | 


POSITIONS WANTED 


Advertising Age, September 17, 1956 


] REPRESENTATIVES WANTED 


MAGAZINE SPACE SALESMAN 
Creative merchandising and promotion | 
background has proven backbone for ex- 
| ceptional success in selling space for sev- 
erai leaders jn consumer field. Heavy ex- 
perience in food. home furnishings and 
cosmetics. Stronz following in N-.Y.C., 
N.Y. State, Phila. Baltimore and Wash- 
—oee Terr. 12 years publishing exp. Age 


Box 8936, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
CHEMIST-33 wide tech. and gen. educa- 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS 


- PLACEMENTS 


tion seeks interesting position as a writer 
of tech. bulletins, sales promotion, pub- 
licity, ete. Met. NYC. 


209 S. State St Ha 7-1991 Chicago Box 8937, ADVERTISING AGE 
PUBLISHERS REP. FIRM with national _480 Lexington Ave., New York 17, N.Y. 
consumer and trade magazine desires ADVERTISING SALES PROM. MGR. 
salesman to join mid-west staff. Send Versatile adman offers 10 yrs. experience 


resume. State financial requirements. 
Box 8934, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


with four, large National Advertisers. 
Able speaker, good writer, top planner. 
Knows copy, media, budgets, sales incen- 


ARTIST 


This is a position for a top flight newspa- 
The man we are 
seeeking is between 30 and 40 years old 
| with experience with newspapers and ad- 
| vertising agencies in all phases of adver- 
tising art, including ROP color. Top sal- 
|} ary to the right man, also many benefits 
|} including free life, hospital and surgical 
| insurance, company-paid retirement plan 
and paid vacations. If you are earnestly 
interested in working on one of the na- 
tion's largest newspapers, send resume of 
present status and future objectives, to- 
to 
Miss Ava Miller, Personnel Director, Des 
Register and Tribune Company, 
Des Moines 4, Iowa. All applications will 
be answered. Qualified applicants will be | 


per advertising artist 


gether with samples of your work, 


Moines 


flown to Des Moines for interviews. 


Opportunity for a Creative Advertiser 


Can you write forceful direct mail copy? 


Will you do the detail work involved in 


Box 1070, Madison, Wisconsin 


magazine 


through of promotion material for build- 
ing products or other hard goods. Open- 
ing in Northwest firm will offer good 
growth opportunities. Prefer married man, 
27 Send personal history. 

Box 8931, ADVERTISING AGE 


MOLENE 
Bankers Bldg. 


JOB — 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 


An 3-4424/ vertising agency for a creative thinking 
Chicago 3.|35 year old sales executive interested in| 


480 Lexington Ave., New York 17, N.Y. 


SPACE SALESMAN, international adver- 
tising, New York City, wanted by old es- 
tablished publication. 

Box 8833, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N.Y. | 

COPYWRITER 

If you have an appreciation for the magic 
of words you'll like working in this me- 
dium size ad agency. Your Nae mag, Ring. be | 
given full opportunity to flower. You will | 
work on a variety of accounts. All we ask 
is that your words make sense—and your 
ideas ultimately make sales. Please write | 
us about yourself if you are interested 
joining our staff. Tell us how much you'd 
like to earn and what you are now doing. 

Box 8932, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

ASST. ADVERTISING AND 

SALES PROMOTION MANAGER 
Compensation: Starting salary in the 
$6,500 range. PLUS participation in profit- 


CONTACT MAN FOR 
ADVERTISING AGENCY 


If your past record of selling new 
business is good, and you have con- 
tacts for good, sound industrial or 
consumer accounts, you will want 
to join up with this a ssive 
Detroit advertising agency. It has a 
solid business approach to all its 
accounts, offers profit sharing and 
insurance benefits, with ideal work- 
ing conditions, in new air condi- 
tioned offices. It will pay you to find 
out more about us. Let's talk it over 


sharing. company-paid retirement pro- 
gram, liberal medical, hospitalization and 
group life insurance, and the opportunity 
to grow with an aggressive manufacturer- 
the leader in its field-that has just ac- 
quired two new plants, The Position: New 
opening in department of multi-million 
dollar company with headquarters in a 
University town-cnly 50 miles from Chi- 
cago. Will work with Ad Mgr. on writing 
and producing technical literature, public- 
ity writing, product displays, house organ 


production, developing application case 
histories, and special public relations 
projects. Qualifications: Age 24-30, at 


least two years’ experience, preferably in 
the industrial field. Must be personable, 
and have capacity to handle variety of 
projects to their completion. THE NEXT 
STEP: Send resume (for a Chicago inter- 
view) to: Box 81 

BEVERLY SHORES, INDIANA 


415 Lezington Avenue, New York + MU 2.7136 


ADVERTISING AND 
SALES PROMOTION 
EXECUTIVE 


Large midwestern manufactur- || 
er of consumer and industrial 
products has immediate open- 
ing for aggressive, experi- 
enced man, 26 to 40 years of 
age, to assume direct responsi- 
bility for substantial portion of 
advertising, sampling, public 
relations and promotion pro- 
gram, with expectation of com- | 
plete responsibility in near fu- || 
ture. | 

For right man this is excel- 
lent opportunity for growth 
with expanding firm. Write 
fully first letter including com- 
plete résumé. Confidential. 
Prompt, expense - paid .inter- || 
views with top management 
to qualified applicants. Box 231, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


OPPORTUNITY 
FOR 2 IMPATIENT 
ACCOUNT EXECUTIVES 


Have you about decided you'd like to start 
enjoying your future now? Do you know 
that you're ready to capitalize on your 
brains and experience? 

We are looking for two men in their 
thirties. The first has proved himself in 
an agency, or for an advertiser, pref- 
erably on food accounts. He must under- 
stand marketing in its broadest sense. He 
must know planning, distribution, re- 
search; how to evaluate and present his 
agency's creative services. 

The second may be a little younger. His 
experience need not be quite so broad. 
He may now be an advertising manager 
for @ manufacturer or retailer: an ac- 
count executive in a smaller agency: or a 
copy writer ready to move into account 
ork. 


These men will step into important roles 
at our agency, where expanding business 
creates the openings. They will 
liberal tion 1 diately, 
opportunity to participate in our fu 
growth 


plus 
ture 


Equally important, these men will live in 
the heart of a nationally-famous vacation 
land, They will enjoy metropolitan life 
without the drawbacks of Chicago and 
New York commutation. They and their 
families will be able to participate fully 
in the joys of outdoor living. 

If you are ready for this important ad- 
vance, write, wire or telephone us about 
yourself. Please name your salary needs. 


PAUL PHILLIPS, BUSINESS MGR. 
Knox Reeves Advertising, Inc. 
600 First National Soo Line Bidg. 

ne is 2. Mi 


FEdera! 9-0071 


tives, premium promotions, packaging, 
and displays. Family man, age 35. w 5 
figure salary needs. 
Box 8938, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tllinois 
ACCT. EXEC.-AD MGR.-PROD. MGR. 
7 yrs. rounded exp. drug & cosmetics as 
Ad megr.-Acct. Exec. Able administrator. . . 
creative problem solver moderate sal- 
ary. New York loc. desired. 
Box 8939, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N.Y. | 
AD AGENCY EXPERIENCED GIRL 
Effective know-how in radio-tv spot buys, 


all phases. Wide contacts. 
Box 8940, ADVERTISING AGE 

| 480 Lexington Ave., New York 17, N.Y. 
| TRADE ASSOCIATION 
Publications Man. Editor, Ad Manager| 
monthly magazine. Editor weekly news 


seasoned public 
assist radio-tv department executive in| top-flight advertising manager (and who 
Interested in | doesn't’), ; ; 
challenging job with medium-size agency. | here is a real solution: Having worn both 
hats, I am seeking a challenging new post 
where my broad experience will pay off | 
best for my employer and myself. Versa- 
accurate. 
Long on new ideas which produce sales- 
newsworthy publicity. | 


tile, 


boosting ad copy, 


| ADVERTISING MANAGER OR ACCOUNT 
EXECUTIVE 


Twelve years of solid, successful adve:- 
sales promotion and public rela- 
industrial, but 
Not all things to all peo- 


tising, 
tions experience. 
some consumer 
ple, but proven record as administrator 
advertising department, account exec 
tive, planner and writer. In demand 

public speaker. Regarded by some as a 


Mostly 


thority on industrial advertising and di- 
employer wants me 
back, present boss hates to see me go. 
Need $20,000, benefits, bonus and oppor- 


rect mail. Former 


tunity. Not anxious, but could be ava 
able. Interested? 
Box 8945, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


NEW ENGLAND-WESTERN PA. 
Engineering pubn. desires hard working 
team to cover New England and western 
half of Pa. Should presently represent 
other pubns. with similar territory. 

Box 8950, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Wanted: West Coast representative. Spe- 
cialized publication for master chefs seeks 
California-west Coast representation. Write 

Box 8951, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES AVAILABLE 


of 
u- 
as 
u- 


il- YOURS—top contacts, with this well- 
known, expd. rep. Florida; Cuba; the 
South East. 


Box 8952, ADVERTISING AGE 


SOME COPY CHIEF IS GOING TO 
FIND HIMSELF A FIND 
Unusually imaginative “hefty 


for good sized Chicago agency. 
Box 8946, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


middle- 
weight” is ready to move up. Experienced 
in all media, all levels of selling. Looking 


| 480 Lexington Ave., New York 17, N.Y. 
Top National Magazine Advertising Rep- 
| resentative looking for additional publica- 
tion to sell. Offices in New York, Detroit, 
| Chicago, San Francisco and Los Angeles, 
all with our own personnel. Established 
| record of outstanding performance. Grant 
| Webb & Co., 509 Madison Avenue, New 


| ASSISTANT ADVERTISING MANAGER 
Hardworking idea man with college de- 
in pre-med. & journalism. Experi- 
copy & clin. 


gree 


enced in med. & Pharm. 


York 22, New York. 
BUSINESS OPPORTUNITIES 
| EXCLUSIVE WEEKLY IN RESORT AREA 


papers. Agency exp., client contact, some | Owner has built up this paper to 2,800 


production know-how. 
tacts. Chicago area. 
Box 8947, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Publishing con- | circulation. 


12,000 residents in trading 
}area with large summer population in 
| beautiful east coastal community. Paper 
| grossing over $80,000 with job shop which 


I HAVE TWO HEADS!—If you need 
relations director ar 


but budget won't permit bot 


incisive writer; thorough, 


bulletin. Research, Age 33. Location “ “ ‘ saath * 
Washington, D.C. Present employer 7 ——— graduate in advertising-jou 
years. ’ 


Box 8941, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N.Y. 


Box 8948, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


a|can be expanded. A vacation land with a 
nd | SOlid, substantial background. Price $90,- 
000 with 25 per cent down. This property 
will bear closest inspection. Reply giving 
details of your background. 

Box 8953, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
| Milline rate is for the pigeons. Get cardi- 
jnals. Buy by the inch in Sanders ABC 
Three, Geneseo, N.Y. 
| FOR SALE 
| 1928 Wright Aeronautical Christmas Folio. 
le prints framed with glass. John Liddell, 


h, 


r- 


c/o McCann-Erickson, NYC. JUdson 6- 
| 3400, ext. 350 


MARKETING EXECUTIVE. Excellent or- 
ganizer, unusual background. Energetic, 
| personable, versatile “Idea Man.” 11 years 
national companies; sales, advertising 
mgr., sales mgr. Sound knowledge con- 
sumer and industrial distribution chan- 


NEED TECH. ADV. TRAINEE? 
electronics tech. ed. w. 
wants to go commercial. 
Mktg. MBA so needs Chgo. 
no. 


journ.-adv. B 


loop or n 
job. First-level supv. exp. 

Box 8949, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Former | 


Studying for 


MISCELLANEOUS 
YOUR PRODUCT placed on Los Angeles 
and National Giveaway Shows at low 
cost. We also arrange Film Star Endorse- 
ments. Write Roberts & Gail, 5880 Holly- 
| wood Bivd., Hollywood 28, Calif. 


A! 


r. 


}nels. Age 33, married-family, will relo- 
| cate. Top references. Salary open - oppor- | 
tunity first consideration 
Box 8942, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


INFORMATION 
PLEASE 


\Is there any place in your Midwest ad-| 


| Savers motivation marketing strategy and 
merchandising? Here is the problem: Do 
my qualifications as a reputable and suc- 
cessful franchised automobile dealer in 
Chicago for 11 years; who has for 11 years 
wanted to be “in advertising” instead of 
automobiles and who finally “got the 
guts” to write this advertisement, make 
|me a marketable commodity in your busi- 
|ness? I know I can be an asset to your 
| firm. Will you give me the opportunity to 
| talk with you? Please write: 

Box 8929, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ASST. ADV. MGR./COPY WRITER 
| with top industrial firm 4 yrs. wants more | 
responsibility in copy with Chgo. agency 
or firm. $7000 minimum 

Box 8943, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MGMT. CONSLTNT. IE., to join agency | 
analyze install chngs. in clients opr. Or-| 
der process, coupon expert, IBM. Lets 
give all services for ONE FEE. 

Box 8944, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


ASSISTANT TO 
ART DIRECTOR 


All around industrial artist with 
flair for modern cartooning. Age 
20-30. Layout ability required. Work 
for large, rapidly expanding air 
conditioning manufacturer in 7-man 
art department. Located in progres- 
sive city of 50,000 on Mississippi 
River. Liberal company benefits. 
Good starting salary. Send complete 
details, including salary expected 
and samples, in first letter to: 
Art Director 
The Trane Company 
La Crosse Wis. 


ee | 


“Our 45 kh Year™ 
MARKETING DIR. (Mfr.) to $22M 
ACCT. EXEC. (Major agcy.) to $18M 
(Both require broker-grocery exp.) 
ASST. A.E., oil co. exp. to $12M 
COPY, Major agency $15-20M 
GLADER CORPORATION 

“The Agency’s Agency” 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE. 6-5353 Chicago 


TV RADIO TIME BUYER 
TV RADIO ESTIMATOR 


McCann-Erickson, Inc., Chicago 
needs two more competent special- 
ists for Media Department. 


| Time Buyer should have at least 


| 
| 
| 
| 
| 
| 
| 
l 
| 
| 
| 
| 
I! 
| 

| 


The Midwest's 
eutstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


Counselors 


one year buying experience with 
some network desirable. Estimator 
needs at least a year's experience 
on a heavy desk. 


Real opportunity: excellent em- 
ployee benefits. Reply fully, by 
mail, to 318 South ichigan Ave- 


nue, Chicago 4. 


AVA 
after JANUARY 1, 1957, a_ well 


Investment Opportunity 
ABILITY LOYALTY STABILITY 


Account-Copy-Contact Man 


Successful in. small agency where AE 
does everything. Varied accounts—con- 
sumer, industrial, retail. Solid record in 


farm equipment and allied. No blue chips, 
but little ones demand results, too—and 
quicker! Ten years ad experience. Founda- 
tion: Newspaper. Radio-TV knowledge. I 
can contribute profitably to substantial 
agency or advertiser where there's scope 
for creativity; where ability is recognized, 
loyalty appreciated, stability rewarded. 
Accustomed to full day's work and low 
five-figure earnings. College. family. 35. 
Résumé now. Employer, client references 
at the right time. 


Box 228, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tlinois 


ADVERTISING OPPORTUNITIES 
IN ST. LOUIS 
Account Executive 
Must have foods exp.. $12,000.00 
Account Executive 
Gen. agcy. background. . $12,000.00 
Market Research Supervisor 


Agency experience...... $9,000.00 
Media Manager 
5 years experience buying 
YS See ,000.00 
KAY WILLIAMS PERSONNEL 
818 Olive Street St. Louis 1, 


PR Dr er te ee 


qualified and known PUBLISHER 
with nearly thirty years of operat- 
ing experience in formulating and 
—— advertising sales, circula- 
tion and editorial policies in both 
industrial magazine as well as news- 
paper fields. Highest of references 
available. 
Box 223 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| 
Hl 
|| Fine, Fast, Fairly Priced Photography 
| eo 
pics 


photographers 
DEARBORN 2-1062 


The Chicago Offices of this 
National Advertising 


Agency Needs A 


ASST. ADV. MGR. 


Excellent opportunity for man between 25 
and 35 with industrial concern in Pitts- 
burgh doing $100,000,000 business a year 
Must be able to create sparkling technica! 
copy. Position entails 50% writing time 
and 50% administration and production. 
Please state salary expected and complete 
resume of education and experience. Box 
222, Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois 


wv. 


LASALLE, CHICAGO = ILLINOIS 
| PUBLICITY COMMERCIAL 
| CONVENTION INDUSTRIAL 


DON’T GET IN 
TOUCH WITH ME... 


Unless you want a creative copy- 


writer, alias word wizard . . 


VERSATILE 
ADVERTISING 
MAN 


We'll pay a good salary and offer 


exceptional opportunity for a 


competent copy man who is well 
experienced in radio, TV, print, 
and merchandising. Write fully. 
All replies confidential. Our em- 
ployees know of this ad. Box 215, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, IIl. 


COPYWRITER 


If you are a young creative 
writer who is able to originate 
practical selling ideas and ex- 
press them in imaginative copy, 
tell us about yourself. We want 
a man for our promotion depart- 
ment who is basically a print 
writer with experience in mag- 
azine, newspaper and _ direct 
mail advertising but who also 
would like to try his hand at 
some radio and television copy. 
We offer stimulating assign- 
ments, pleasant associates and 
an opportunity to grow solidly 
with an aggressive, forward- 
thinking company. id résumé 
and salary ideas to W. J. Byrnes, 
Room 1410, Tribune Tower, Chi- 
cago 11, Illinois. 


CHICAGO TRIBUNE 


a 
can afford to substantially support 
the same! 

Box 230 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Walter Lowen 
PLACEMENT AGENCY 
Headquarters tin 1920 for 


ADVERTISING AND 
MARKETING PERSONNEL 


evtlining your 

specific experience or personnel needs. 

420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 

MU 9-2630 
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Clark & Bobertz Adds 
Stanley-Judd: Opens Branch 

Stanley-Judd, Wallingford, 
Conn., a division of Stanley Works, 
has appointed Clark & Bobertz to 
handle its advertising and market- 
ing. Stanley-Judd makes drapery 
hardware, bright-wire goods and 
industrial specialties. 

The agency, which headquarters 
in Detroit, will open a branch of- 
fice in Bridgeport, Conn., to serv- 
ice the account. Albert K. Hunn, 


assistant to the president of Clark | 


& Bobertz, has been named ac- 


count executive for Stanley-Judd. | 


CHICAGO OFFICE SPACE 


£ {dnocarom $q. ft. 
e Li with 5 private offices 
Ia: 4 Completely 
alr conditioned 
Receptionist 
Automatic elevator 


National Sporting 
Goods Association 
716 N. Rush St., 
Chicago 11, ti. 
DE 7-3870 


JR. ACCOUNT EXECUTIVE 


$12,000 
Must well-rounded background 
in petroleum marketing field, either with 
ad agency or ad department of major oi! 
company. Contact me in confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH AGENCY 
202 S. State Chicago 4, Ill. 
WAbash 2-5020 


PUBLIC RELATIONS DIRECTOR 
Top Ten Agency Branch 
Handle four-man staff on score of 
accounts. Strong resort, travel, auto- 
motive. Top writer, 32, married, 

good Spanish, relocate. 
Box 232, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


DRAKE PERSONNEL, INC. 


Confidential Rapid Nationwide 

ACCT. EXEC. $12-$15,000 
Agency exp. consumer accts. 

ADVERTISING MGR. $15,000 
Food bkgd. 4-A Co. 

PUBLIC LATIONS OPEN 


Chemical bkgd. 4-6 yrs. exp. 
JUNIOR ROVERTIONS 


JR. ACCT. EXEC. 
pow goed 2 creative diversi- 


Ik MRT. ANALYST Te $6,000 
Chem. or tech. Sc. deg. T 
level co. 

‘OPY $3, rng Re 
Journ. maj. ms agy. pub. dept. 


8. L. CLEM 
220 S. State Ghusege HA 7-8600 


Advertising Age, September 17, 1956 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (520) 


1 


2 Truth or Consequences (RCA, Realemon, NBC) oa 

3 ee ER eR eras cer IS eee eC 

“4 Hambietonion Stakes (Participating, MBS) .................cseeeeereeneee 

5 News from NBC (Brown & Williamson, Wed., 8:55, NBC) .... 993 

6 II MIU, GN I ccs tanepiecnssnsanasocevnsesnen ctesiebinaeivecsints 993 
7 Gangbusters (Participating, MBS) .............ccccccessesssseseseseneeseennensrenevees 993 
| 8 Treasury Agent (Participating, MBS) ..................000- 946 

9 True Detective Mysteries (Participating, MBS) ... ............. 899 
10 All Star Football Game (Pabst, Standard Oil, ABC) 899 


Nielsen Radio 
Two Weeks Ending Aug. 11, 1956 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Best of Groucho (DeSoto-Plymouth, NBC) ...............cccccceseeeeeesesseseeee 


| EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 


News of the World (Miles Labs., NBC) ..........c.ccccccccccccsceesceeeeeseeneees 
Lowell Thomas (Delco Batteries, CBS) .o........ccccccccccesseesceereee 
Amos ‘n’ Andy Music Hall (Brown & Williamson, CBS) 


| one to five minutes (formerly designated the “Nielsen-Rating’’). 


_groms, homes listening one minute or more are included. 


** 


Rating is for second half of program on Monday, Tuesday and Thursday during 


_ second week. 
$ Rating is for second half of program, Monday, Wednesday, Thursday and Friday 
during second week. 


EDITOR-WRITER 
Promising opportunity for young man 
(25-35) with progressive trade magazine 
headquartered in wonderful Midwest city. 
Easy writing ability. magazine editing. 
and a creative sense are important. 
Knowledge of institutional food products 
or mass feeding would be an asset. Field 
contact ability essential. Position avail- 
able early in 1957. Send résumé and photo. 


Box 229, Advertising Age 
200 E. Illinois St. Chicago 11, Il. 


A complete placement service 
of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 
333 NORTH MICHIGAN AVENUE - CHICAGO 
FRoaklia 2-3280 


AGENCY HEAD OR ACCOUNT EXEC. 
with Supermarket Distribution 
Accounts: 

Attractive deal for influential 7 

tising executive who assists 
launching exciting new - — m- 
medium. 
Box 227 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ART SALESMAN 


Advertising art studio established in 
creative art for agencies and direct 
accounts wishes to expand. In need 
of an experienced salesman with 
desire to improve his financial po- 
sition. Require man w.ih accounts 
or live contacts. Regular commis- 
sion basis. Our employees know of 
is ad 
Send resume in confidence to:— 
Box 233 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


# Rating is for first half of program, Monday, Wednesday and Friday. 
+t Rating is for second half of program on Wednesday of the first week. 
§ Rating is for first half of program on Wednesday and Friday. 

* Rating is for second half of program on Monday and Friday. 

* Rating is for first half of program on Friday. 

* Rating is for first half of program on Tuesday and Thursday. 


.seeeeee. 7.4 out of every 10 families 


in this thriving industrial community of 77,203 citizens read THE BAYONNF 
TIMES. Where else can you get such concentrated coverage? In Bayonne 
the effective buying income is 21% more than the national average with 
Retail Food Sales 29% higher than the average. 

“BAYONNE CANNOT BE SOLD FROM THE OUTSIDE” 


BAYONNE, NEW JERSEY 
BOGNER 


NATIONALLY 
REPRESENTED BY 


‘vonne savs:—BROTHER, WE HAVE 
CO VERA GE 


THE BAYONNE TIMES 


and MARTIN 


J 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,041) 
| 1 Our Gal Sunday (Standard Brands, CBS) ......:.ccccccccccssesnsseseeeen 1,797** 
| 2 Second Mrs. Burton (Standard Brands, CBS) ..................c.ccccceeseeees 1,750. 
3 Ca Shears iinsintirnn Restecasianinhiiantihs sighatninaneni Cisitenntsnve 
4 Road of Life (Ex-Lax, CBS) ....... sa 
5 Young Dr. Malone (Toni, CBS) 
6 Aunt Jenny (Lever, CBS) 
7 Helen Trent (Ex-Lax, CBS) 
8 My True Story (ABC) ........... tym 
9 House Party (Swift, CBS) .... ié 
110 Nora Drake (Toni, CBS) 
| DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (378) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) o.........ccccccccccseseseeeeeeeee 804 
2 Robert Trout News (Chevrolet, 5, CBS) .... 710 
3 Robert Trout News (Chevrolet, 10, CBS) 615 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (568) 
1 emma Cantey ty: CIID ssceisicccsccececacscerncstisntnstscccintsstversescs 1,703 
2 Panna TA MS a... atclinseeinesiacoasdbctheucessctnenil 1,277 
3 Allan Jackson-News (Chevrolet, 12, CBS) ..........0ccccccccccccececesceeserseseenee 1,277 
* Number of homes reached is based on 47,300,000, the estimated July, 1956, sal 
U.S. radio homes. 
+ Homes reached during all or any part of the program, except for homes listening 
For five-minute pro- 


Felt & Tarrant Will 
Name Henri, Hurst or 


Ayer for All of Its Ads 


(Continued from. Page 2) 
company. Four new regional sales 
managers were chosen from pre- 
sent personnel. 


s Although the company had $10,- 
400,000 in sales last year—the 
third highest sales year in compa- 
ny history—it finished the year 
with a net loss of $233,383. This 
was the first year the company 
finished in the red. 

Sales for the first six months 
this year hit $6,116,000 as com- 
pared with $4,872,000 for the sim- 
ilar period in 1955. The net loss for 
the first six months this year 
reached $136,506, slightly lower 
than the $138,025 figure for the 
same period last year. 

Mr. Drake told AA that a diver- 
sification program is under way, 
and the company plans to market 


\fice equipment field, 


121 


more new producis, all in the of- 
in the near 
future. 

A plan to change the name of the 
company to Comptometer Corp. 
has been discussed but has not 
been acted upon by the board. The 
company was founded in 1886 and 
has been advertising its Comp- 
tometer machines since 1900. 


Hitchcock Names Burnley 

H. George Burnley has been ap- 
pointed district manager of Hitch- 
cock Publishing Co., Wheaton, II1., 
with offices in New York. Former- 
ly advertising manager of Plating, 
he will represent Grinding & Fin- 
ishing, Carbide Engineering, Mass 
Transportation and Wood Workimg 
Digest in metropolitan New York, 
eastern Pennsylvania, eastern New 
York, New Jersey, Delaware, 
Maryland and the District of Col- 
umbia. Raymond J. Sietsema will 
continue to handle the other 
Hitchcock publications in the same 


, territory. 


Are Yours in her Basket? 


She may or may not admit it, but a lot of 
what the lady is trundling to the “‘check- 
out”? counter was pre-sold 
they’re regular items on her shopping list 
or newcomers, she’s been influenced to buy 


> “reading” 


through her own or her friends 

. Advertisers whose products are regu- 
larly seen in the nation’s market baskets 
will tell you that there’s no more powerful 
pre-selling force than facsimile reproduc- 
tions of their appetite-whetting advertising 
copy. It may be why you perhaps, and many 
others continuously use original photo- 


engravings mastercrafted by ROGERS. 


Whether. 


ROGERS 


engraving company 


2001 calumet avenue ¢ chicage 16 


MASTER CRAFTSMEN-OF PHOTO-ENGRAVING 
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Buying A Freezer 


If the salesman’s smart, he’ll tell her (a) how it will save her trips to the grocer, 
(b) how it’ll save her husband money and (c) how it will keep the children fed 
better. For here, again, Togetherness inspires the buying decision. 


e 
The magazine of Togetherness in more than 4,750,000 homes... MeCalls 
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